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1. INTRODUCTION

1.1 GVA Grimley was instructed in November 2005 by Forest Heath District Council to undertake the Forest

Heath Retail and Town Centre Study.  The purpose of this study is to inform and guide retail planning in the

District, and in particular, to input into the preparation of the forthcoming Local Development Framework

(LDF).  The key objectives are to establish the vitality and viability of the retail centres in the District and to

provide a robust assessment of current and projected retail and leisure needs to the period 2021.

1.2 Our terms of reference are to: -

� Establish the extent to which the current retail and leisure provision in the District satisfies the level and

nature of consumer demand within each catchment;

� Estimate the scale and nature of any changes in this position that may arise in the light of:

- Potential increases in population;

- Forecast changes in retail and leisure expenditure;

- Changing forms of retail and leisure provision; and

- Possible increases or decreases in the trade draw from competing centres.

� Identify the scale and nature of additional retail and leisure provision that may be appropriate in the

District to the period 2011, 2016 and 2021;

� Assess the scope for new retail development and the potential to accommodate this within the District.

1.3 In order to address the requirements of the Brief, our methodology incorporates a comprehensive up-to-date

review of retailing and leisure needs in the District with particular emphasis on the centres of Newmarket and

Mildenhall, Brandon and Lakenheath.  We draw on a household telephone survey, town centre health checks,

a review of competing retail and leisure provision, retail and leisure capacity assessments, and a review of

potential development opportunities.

1.4 Health checks have been undertaken in Newmarket town centre and the three smaller centres of Mildenhall,

Brandon and Lakenheath in the District, drawing on the performance indicators set out in Chapter 4 of PPS6.

These reviews inform the retail and leisure need assessments, highlighting the extent of deficiencies in the

range, choice and distribution of existing provision in the District.

1.5 The quantitative capacity exercise draws on the household telephone survey to understand the current usage

of the main shopping and leisure destinations in the District and inform the forecasts of future shop floorspace

capacity.  The study also considers the scope to accommodate further new retail and leisure development in

the District.  This includes assessing the suitability, viability and availability of sites for new development.  The

results of the full analysis are drawn together to provide a set of recommendations and advice to feed into the

Local Development Framework.
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STRUCTURE

1.6 The next section of this report sets out our review of national, strategic and local planning policies relevant to

retail and leisure planning in the District.  Section 3 highlights current retail and leisure trends, focusing on the

likely implications for retailing within Forest Heath District Council.  In Section 4 we review the sub-regional

context.  This looks in particular at the influence of competing centres in the wider sub-region, and potential

changes in influence in the future.

1.7 In Sections 5 and 6 we present our qualitative assessment of Newmarket Town Centre and the three smaller

centres in the District.  In Section 7 we present our quantitative assessment and the potential for new retail

and leisure development in Forest Heath.

1.8 In Section 8 we consider the scope for new retail and leisure development and review development

opportunities throughout the District.
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2. POLICY FRAMEWORK

2.1 In this section, we examine the key points of relevance from national and regional planning policy guidance,

and the Forest Heath Local Plan.

DELIVERING SUSTAINABLE DEVELOPMENT

2.2 The Government is continuing to take forward a major programme of reform to the planning system to support

its drive to create sustainable communities, promote sustainable development and achieve a better balance of

housing supply and demand.

2.3 The Planning and Compulsory Purchase Act received Royal Assent on 13th May 2004.  The Act sets a

statutory objective for development plans to contribute to the achievement of sustainable development,

placing sustainability objectives at the heart of the planning system.

2.4 Planning Policy Statement (PPS) 1; Delivering Sustainable Development, issued in February 2005, sets out

the overarching planning policies on the delivery of sustainable development through the planning system.

The guidance confirms that sustainable development is the core principle underpinning planning, clarifying

that the concept is a simple idea of ensuring a better quality of life for everyone now and for future

generations.

2.5 The Government makes clear that planning should facilitate and promote sustainable and inclusive patterns of

urban and rural development through a number of initiatives, including the need to ensure that new

developments provide good access to jobs and key services for all members of the community.   In promoting

sustainable development, the Government reaffirms through the guidance that, amongst other things, the

planning system needs to:

� Recognise that economic development can deliver environmental and social benefits;

� Make suitable land available for development in line with economic, social and environmental objectives  -

ensuring that suitable locations are available for industrial, commercial, retail, public sector, tourism and

leisure development, so that the economy can prosper;

� Promote urban and rural regeneration to improve the well being of communities, improve facilities,

promote high quality and safe development and create new opportunities for the people living in those

communities.  Promote mixed use developments for locations that allow the creation of linkages between

different uses and can thereby create more vibrant places;

� Provide improved access for all jobs, health, education, shops, leisure and community facilities, open

space, sport and recreation, by ensuring that new development is located where everyone can access

services or facilities on foot, bicycle or public transport rather than having to rely on access by car, while

recognising that this may be more difficult in rural areas;

� Promote the more efficient use of land through higher density, mixed use development and the use of

suitably located previously developed land and buildings.  Bring vacant and underused previously
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developed land and buildings back into beneficial use to achieve the targets the Government has set for

development on previously developed land.

2.6 PPS1 elevates the importance of design in the achievement of sustainable development.  The document

emphasises that good design ensures attractive, usable, durable and adaptable places and is a key element

in achieving sustainable development, adding that ‘good design is indivisible from good planning’.  PPS1

highlights that good design goes beyond aesthetic considerations and must also address connections,

integration and linkages, and ensure safe, successful and inclusive settlements while offering a full range of

opportunities and facilities to society.

2.7 PPS1 highlights the importance of community involvement to planning and the achievement of sustainable

development.   One of the principles of sustainable development is to involve the community in developing the

vision for its area through the concept of ‘front loading’, i.e. seeking early consensus.   The Planning and

Compulsory Purchase Act 2004 requires regional planning bodies and local planning authorities to prepare a

Statement of Community Involvement, in which they set out their policy on involving their community in

preparing regional spatial strategies, local development documents and on consulting on planning

applications.

2.8 PPS1 widens the remit of local authorities who now have responsibility for reporting, on an annual basis, the

extent to which policies set out in LDF’s are being achieved.   Keith Hill (then Planning Minister) commented

that under the new planning system the ability to produce various local development documents, as opposed

to one local plan document, allows authorities to respond quickly to new issues and changing priorities for

sustainable development in their area.   A Good Practice Guide sets out how the new local plan system

should be monitored.

2.9 While PPS1 sets the key objectives for the planning system, the guidance does not replace or override other

national policies and should be read in conjunction with other statements of national planning policy.

PPS6: PLANNING FOR TOWN CENTRES, MARCH 2005

2.10 PPS6 covers town centres and the main town centre uses.   It states that the Government’s key objective is to

promote their vitality and viability by:

� Planning for the growth and development of existing centres; and

� Promoting and enhancing existing centres, by focusing development in such centres and encouraging a

wide range of services in a good environment, accessible to all.

2.11 There are other Government objectives which need to be taken into account in the context of the above key

objectives, and these are:

� Enhancing consumer choice by making provision for a range of shopping, leisure and local services,

which allow genuine choice to meet the needs of the entire community, and particularly socially excluded

groups;



FOREST HEATH DISTRICT COUNCIL

Retail and Town Centre Study, June 2006

5

� Supporting efficient, competitive and innovative retail, leisure, tourism and other sectors, with improving

productivity; and

� Improving accessibility, ensuring that existing or new development is, or will be, accessible and well

served by a choice of means of transport.

2.12 PPS6 also states that wider Government policy objectives are relevant, insofar as they would not be

inconsistent with the key objectives highlighted above.   These include promoting social inclusion;

regeneration of deprived areas; promoting economic growth; sustainable patterns of development; transport

choices; and high quality and inclusive design.

2.13 PPS6 states that local planning authorities should actively plan for growth and change in town centres over

the period of their development plan documents by:

� Selecting appropriate existing centres to accommodate the identified need for growth by:

− making better use of existing land and buildings, including where appropriate, redevelopment; and

− where necessary, extending the centre.

� Managing the role and function of existing centres by, for example, promoting and developing a specialist

or new role and encouraging specific types of uses in some centres; and

� Planning for new centres of an appropriate scale in areas of significant growth or where there are

deficiencies in the existing network of centres.

2.14 Where possible the guidance states that growth should be accommodated by more efficient use of land and

buildings within existing centres.  Local planning authorities should aim to increase the density of

development, where appropriate.  Opportunities within existing centres should be identified for sites suitable

for development or redevelopment or where conversions and change of use will be encouraged for specific

buildings or areas.   Local planning authorities should also seek to ensure that the number and size of sites

identified for development or redevelopment are sufficient to meet the scale and type of need identified.

2.15 Where growth cannot be accommodated in identified existing centres, local planning authorities should plan

for the extension of the primary shopping area if there is a need for additional retail provision or, where

appropriate, plan for the extension of the town centre to accommodate other main town centre uses.

2.16 Where existing centres are in decline, PPS6 states that local planning authorities should assess the scope for

consolidating and strengthening these centres by seeking to focus a wider range of services there, promote

the diversification of uses and improve the environment.  Where reversing decline is not possible, local

planning authorities should recognise that these centres may need to be reclassified at a lower level within the

hierarchy of centres, and reflect this revised status in the policies applied to the area.

2.17 The statement clarifies that the key tests of need, appropriate scale, impact, sequential approach and

accessibility, apply equally to new development, renewal of extant consents, variation of planning conditions

and changes of use.   In the context of development control, the policy statement requires all applicants to
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demonstrate appropriate scale and accessibility.   Need, sequential and impact tests vary according to the

type and location of development.

2.18 It is not necessary to demonstrate the need for retail proposals within the primary shopping area of a town

centre or for other main town centre uses located within the town centre.   This is designed to ensure planning

constraints on town centre schemes are less onerous.   In reality, a need assessment is likely to be required

on larger schemes to enable an informed judgement in relation to the scale and impact of development.

Need must be demonstrated for any application for a main town centre use, including retail, which would be in

an edge-of-centre or out-of-centre location.

2.19 In terms of the sequential approach, site selection should be applied to all development proposals for sites

that are not in an existing centre, nor allocated in an up-to-date development plan document.  The sequential

approach requires that locations are considered in the following order:

� First, locations in appropriate existing centres where suitable sites or buildings for conversion are, or are

likely to become, available within the development plan document period, taking account of an

appropriate scale of development in relation to the role and function of the centre;

� Edge-of-centre locations, with preference given to sites that are or will be well connected to the centre;

� Out-of-centre sites, with preference given to sites which are or will be served by a choice of means of

transport and which are close to the centre and have a high likelihood of forming links with the centre.

2.20 Proposals to extend an individual store, in any location, less than 200 sq m gross are exempt from the

sequential approach.   For larger proposals, PPS6 advises Local Planning Authorities to take into account any

‘genuine difficulties’, which the applicant can demonstrate are likely to occur in operating the applicant’s

business model from the sequentially preferable site in terms of scale, format, car parking provision and the

scope for disaggregation.

2.21 PPS6 states that impact assessment should always be undertaken for applications in an edge-of-centre or

out-of-centre location and which is not in accordance with a development plan strategy.   An application for a

significant development in a centre, not in accordance with the development plan strategy, and which would

substantially increase the attraction of the centre and could have an impact on other centres, the impact on

other centres will also need to be assessed.

2.22 In terms of the appropriate scale of development, local planning authorities should ensure that the scale of

opportunities identified are directly related to the role and function of the centre and its catchment.   The aim

should be to locate the appropriate type and scale of development in the right type of centre, to ensure that it

fits into that centre and that it compliments its role and function in the defined retail hierarchy.

2.23 The Government continues to seek to reduce the need to travel, to increase the use of public transport,

walking and cycling and reduce the reliance on the private car, to facilitate multi purpose journeys and to

ensure that everyone has access to a range of facilities.   Jobs, shopping, leisure and tourist facilities and a

wide range of services should therefore be located in town centres wherever possible and appropriate, taking

full advantage of accessibility by public transport.
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2.24 In assembling sites, PPS6 states that in planning for growth in town centres, local planning authorities should

allocate sufficient sites to meet the identified need for at least the first five years from the adoption of their

development plan documents, although for large town centre schemes a longer period may be appropriate to

allow for site assembly.   Local planning authorities should consider the scope for site assembly using their

compulsory purchase powers, to ensure that suitable sites within or on the edge-of-centres are brought

forward for development, including sites that are under-utilised, such as car parks and single storey buildings,

which could be redeveloped for multi storey, mixed use development.

PLANNING CONTROL OF MEZZANINE AND OTHER INTERNAL FLOORSPACE ADDITIONS

2.25 During the passage of the Planning and Compulsory Purchase Act 2004, the Government agreed to an

amendment (now Section 49) which brought under planning control the creation of additional floorspace within

buildings.   This amendment was in response to concerns that the development of mezzanine floors in large

retail stores significantly increased the available floorspace, thereby undermining the objectives of planning

policy for the regeneration of town centres.   For example, where development takes place in an out-of-centre

location and there isn’t the need for additional floorspace or sequentially preferable opportunities for

development exist.

2.26 Installation of additional floorspace within a building, such as building a mezzanine floor, did not previously fall

within the definition of development of the Town and Country Planning Act 1990.   Permission was only

required if the original permission for the building was granted subject to a planning condition precluding a

mezzanine floor or restricting the maximum floorspace and that floorspace would be exceeded.   Many older

permissions, granted before 1995/96 did not include maximum floorspace conditions.

2.27 The provision incorporated within the 2004 Act does not seek to prevent such development, but to allow

authorities to determine such proposals, in the same way as they would for store expansion involving an

external expansion of floorspace, which would require planning permission.   The proposals will apply only to

increases in internal gross floor space above 200 sq m gross, to prevent smaller, town centre businesses from

being adversely affected.

2.28 The consultation period on the ODPM report (‘Planning Control of Mezzanine and Other Internal Floorspace

Additions’ March 2005) relating to the proposed changes ended on 26 May 2005.   The proposals will come

into force during after 10th May 2006 following a detailed review of consultation responses.   If works to install

the new floorspace have already begun when the new rules come into force, they can be completed, but a

Certificate of Lawful Use or Development will cease to have any effect from the date that the new rules come

into force.

PPS12: LOCAL DEVELOPMENT FRAMEWORKS, 2004

2.29 PPS12 sets out the Government’s policy on the preparation of local development documents which will

comprise the local development framework.   The local development framework is not a statutory term,

however it sets out, in the form of a ‘portfolio’, the local development documents which collectively delivers the

spatial planning strategy for the local planning authority’s area.
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2.30 The Local Development Framework (LDF) will be comprised of local development documents including

statutory development plan documents and non-statutory supplementary planning documents which expand

policies set out in a development plan document or provide additional detail: -

� Development Plan Documents: have been subject to independent examination and have the weight of

development plan status as defined by Section 38(6) of the Act: and

� Supplementary planning documents: are not subject to independent examination and do not have

development plan status.   They must not be used to allocate land or contain policies that should be

subject to independent examination.

2.31 The LDF will also include the statement of community involvement, the local development scheme and the

annual monitoring report.   Furthermore, local planning authorities should also include any local development

orders and/or simplified planning Zones which have been adopted.   The LDF, together with the regional

spatial strategy, provides the essential framework for planning in the local authority’s area.

2.32 The Local Development Scheme (LDS) is a public statement of the local planning authority’s programme for

the production of the full suite of local development documents.   Local planning authorities must submit their

first local development scheme to the Secretary of State within six months of commencement of Part 2 of the

Act (The Planning and Compulsory Purchase Act 2004) (July 2004).

2.33 The Local Development Framework should include the following statutory development plan documents:

i) Core strategy;

ii) Site specific allocation of land; and

iii) Area action plans (where needed).

2.34 The Core Strategy should set out the key elements of the planning framework for the area.   Once adopted, all

other development plan documents must be in conformity with it.   The core strategy should normally be the

first development plan document to be produced, except where the local planning authority has up-to-date

saved policies and where the priority in the local development scheme is the preparation of an area action

plan or other development plan documents.

2.35 Area Action Plans (AAP’s) should be used to provide the planning framework for areas where significant

change or conservation is needed.   A key feature of AAP’s will be the focus on implementation, providing an

important mechanism for ensuring development of an appropriate scale, mix and quality for key areas of

opportunity, change or conservation.   AAP’s with a geographic or spatial dimension will benefit from having

development plan status in contrast to their previous status as supplementary planning guidance.  They

should:

� Deliver planned growth areas;

� Stimulate regeneration;

� Protect areas particularly sensitive to change;
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� Resolve conflicting objectives in areas subject to development pressures; or

� Focus the delivery of area based regeneration initiatives.

2.36 In areas of change, AAP’s should identify the distribution or uses and their inter-relationships, including

specific site allocations, and set the timetable for the implementation of the proposals.   Further guidance,

such as the layout of uses within these allocations and design requirements etc, may be provided in the

relevant AAP or in one or more supplementary planning documents in the form of a master plan.

USE CLASSES ORDER 2005

2.37 Proposals for radical changes to the Use Classes Order (UCO) were first announced in Parliament in

November 2003.   The Planning Minister at the time, Keith Hill, claimed that the new look UCO would be

welcomed, stating, ‘these will give local authorities more control to manage town centre development while

minimising the negative impacts of a proliferation of pubs, takeaways and night clubs’.   The proposed

changes took affect on 21st April 2005.

2.38 The reforms at present are limited to the ‘A’ (retail) Use Class and to Night-clubs.   Only restaurants and cafes

will retain their A3 classification, with a permitted change to A1 or A2 Use Classes, but with all other changes

of use requiring planning permission.   Under the reforms, pubs and bars will be reclassified under a new and

separate use Class A4, with a permitted change to A1, A2 or A3 Use Classes, with all other changes requiring

planning permission.

2.39 Takeaways have been reclassified under a new and separate Use Class A5, with a permitted change to A1,

A2 or A3 Use Classes, with all other changes requiring planning permission.   Nightclubs have been classified

as Sui Generis and are excluded from the Use Classes.   This brings nightclubs under specific and separate

planning control.   Planning permission will be required for any change of use to or from Nightclub use.

2.40 In addition to these changes further amendments include the reclassification of Internet cafes as an A1 use,

Retail Warehouse Clubs are re-affirmed as sui generis use (i.e. constituting a class of its own), and motor

vehicle showrooms no longer enjoy permitted development rights to change to A1.   Keith Hill has told

Parliament that the Government has decided not to amalgamate the A1 and A2 classifications, a move which

was suggested in 2002.

PPG13: TRANSPORT, MARCH 2001

2.41 PPG13 reaffirms the Government’s policy position towards retail development, as outlined in PPS6.   In

particular, paragraph 35 of the guidance endorses the need to promote the vitality and viability of existing town

centres, which should be the preferred locations for new retail and leisure developments.   Furthermore, it

reaffirms the Government’s requirements for retail development to adopt a sequential approach, with

preference given to town centre sites, followed by edge of centre and, only then, out-of-centre sites in

locations which are (or will be) well served by public transport.

2.42 PPG13 notes that if there is clearly an established need for such development and it cannot be

accommodated in or on the edge of existing centres, it may be appropriate to combine the proposal with

existing out-of-centre developments, provided that improvements to public transport can be negotiated.
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PPG13 requires that development plans set maximum levels for parking.   The guidance makes it clear that

there should be no minimum standards for development, other than for parking for the disabled.

EAST OF ENGLAND PLAN

2.43 Regional policy for the District is set out in the Draft Revision to the Regional Spatial Strategy for the East of

England (RSS), December 2004.  The RSS was (February 2006) the subject of an examination in public, and

the panel is due to issue it’s report in June 2006.

2.44 Policy SS1 sets out how the Plan seeks to achieve sustainable development.  The Spatial Strategy aims to

achieve a sustainable relationship between jobs, homes and services at the strategic and local level.  It

requires a sequential approach to the location of major development as a core component of sustainable

development.  Conserving the regions environment, quality of life, local character and natural resources,

whilst adapting to climate change, together with tackling the problems of social inclusion and deprivation are

also key strands in achieving sustainable development.

2.45 Policy SS1 states that in most instances development will be focused in or adjacent to major urban areas

where there is good public transport accessibility and where strategic networks (rail, road, bus) connect.

Local development documents will first consider the re-use of land and buildings within urban areas and

extensions to those areas, and finally other locations where there is good accessibility to public transport, or

where proposed development can contribute to improving public transport access.

2.46 Policy SS2 sets out the overall approach to the spatial strategy.  It states that in order to achieve a close

correlation between homes, jobs and community facilities, urban areas will be the main focus for development

and re-development in the region.  The key centres of which development and change will be focused are (in

alphabetical not priority order): Basildon, Bedford, Bury St Edmunds, Cambridge, Chelmsford, Colchester,

Great Yarmouth, Harlow, Hemel Hempstead, Ipswich, Kings Lynn, Lowestoft, Luton/Dunstable, Norwich,

Peterborough, Southend-on-Sea, Stansted/M11 Corridor towns (as set out in Stansted/M11 sub-regional

strategy), Stevenage, Thurrock and Watford.

2.47 Newmarket is located in the Cambridge sub-region and is defined in the Draft Plan as a market town.  In the

market towns of Newmarket and Haverhill, the Draft RSS emphasises that such towns capitalise on the

proximity of the Cambridge area to diversify and strengthen their economies.

2.48 Policy SS2 states that local development documents will ensure a balanced and deliverable supply of land for

employment, housing, and supporting services, by encouraging the change of use of land where alternative

development would represent a more sustainable land use and allow for proposals that will make more

efficient use of vacant and under used land and property.

2.49 Policy SS3 relates to development in and adjoining urban areas.  The policy states that local development

documents may make provision for development in or adjacent to urban areas where the scale and location of

the release:

� Will not adversely effect the need to make maximum use of previously developed land buildings and

efforts to deliver sub-regional urban renaissance in accordance with the sequential approach and phase

release of land, and
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� If greenfield represents the most sustainable option by virtue of:

� Existing access to good quality public transport, or where the development can assist new public transport

provision.

� Utilising existing physical and social infrastructure.

� Having good access to housing, jobs, schools, shopping and leisure facilities.

� Avoidance of adverse impact on environmental assets such as nature conservation and landscape

character, historic features, mineral reserves, water resources and air quality.

2.50 Policy SS3 states that greenfield land releases should be appropriate in scale to the adjoining urban area.

Significant urban extension should be large enough to provide a sustainable form of development, in relation

to employment, public transport provision, and social, health, education and community facilities provision.

In accordance with the regional structure in Policy E9, Policy E10 states that:

� New retail development will be located in existing centres and will be consistent in scale with the size and

character of the centre and its role within the regional structure.

� Local development documents will propose a higher order provision only where a need is clearly

established, it will result in a more sustainable pattern of development and movement, including a

reduction in the need to travel, there would be no significant detrimental impact on other centres or the

transport network, and there is environmental capacity.  Any new regional centres will be subject to

similar considerations, and will be brought forward only as part of their review of this RSS.

� In the Sustainable Communities Plan growth areas, local development documents will propose

development of retail and services in new and existing centres in accordance with sub-regional strategies

and policies.

� Local development documents will consider the role of retail within priority areas for regeneration and

propose development and enhancement to implement regeneration strategies.

2.51 The supporting text states that research undertaken within the region did not identify any need for major

change to the retail structure to meet existing need.  However, where there is significant growth within the

region’s Sustainable Community Plan, growth areas and priority areas for regeneration and retail growth will

be essential to meet new needs.

2.52 The RSS encourages all local development documents to address retail needs and present an analysis of

their area designed to produce a coherent retail strategy in relation to their existing town centres, edge-of-

town centre and out-of-town centre retail sites, and e-tailing growth.  These strategies should be prepared

from robust data and analysis and make provision for new retail development whilst ensuring the viability and

vitality of existing centres.

2.53 Policy E12 relates to out of town retail.  It states that it is considered there is no need for any additional

regional out of town shopping centres in the plan period.  Local development documents will define the current
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and future of existing out of town centre retail sites in relation to existing town centres, in particular to

determine whether:

� Out-of-town centre sites should remain purely retail centres.

� They should be developed into town centres with a full range of service provision.

2.54 The policy states that out-of-town centres will only be developed into town centres where they will:

� Improve social, environmental and economic sustainability.

� Deliver improved sustainable transport accessibility, particularly to improve public transport access.

FOREST HEATH LOCAL PLAN, DECEMBER 1995

2.55 The Forest Heath Local Plan Review was adopted in December 1995 and provides detailed policies to guide

day to day planning decisions in the District for the period up to 2001 and, as such, the Local Plan is now

considerably out of date.

2.56 The Plan sets out that within the Forest Heath District, the three towns of Newmarket, Mildenhall and Brandon

have traditionally provided for the main local shopping needs of the District.  Within Policy 7.1, the Council

aims to maintain and enhance the function, viability and vitality of the District’s town centres through the

retention of existing retail facilities and by providing additional facilities which are compatible to the scale of

the centre.

2.57 Policy 7.2 seeks to continue to develop Newmarket as the largest shopping centre, with particular emphasis

on the provision of small units for specialist retail activity.  In relation to Mildenhall, Policy 7.3 aims to protect

and enhance the existing shopping environment and floorspace in Mildenhall.  The same objectives also apply

to Brandon, in Policy 7.4.

2.58 Policy 7.5 is a criteria based policy used to test proposals for non-retail uses in a town centres.  The policy

states that these are acceptable provided they do not result in an:

� unacceptable reduction in the range of retail uses available in a town centre;

� excessive proportion of non-retail uses;

� excessively noisy or polluting use that could be detrimental to the amenities of the town centre.

2.59 Policy 7.7 seeks to ensure that new schemes in town centres promote environmental enhancement.  To

assess new schemes in town centres the Council, within Policy 7.8, will have regard to the relationship of the

proposal to the street scene and ensure that development is in a style sympathetic to the character of the

centre.

2.60 Major new shopping developments in the District are controlled by Policy 7.12.  The policy states that the

council will not normally permit such development where it has an adverse effect on the function, vitality and
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viability or character of the town centres or local shopping facilities.  Proposals for large retail stores outside

existing town centres are currently controlled by Policy 7.13.  The policy sets a series of criteria for assessing

such proposals against, these include the opportunities within or adjacent to town centres; the qualitative need

for the proposal and the effects on traffic flows and on car parking facilities.

2.61 Policy 7.14 addresses smaller scale shopping facilities in the District, encouraging the provision of small scale

shopping facilities in suburban areas.  Policy 7.15 encourages the same in villages/minor settlements.

2.62 The Local Plan recognises in Policy 7.16 that often in rural settlements, some retail outlets are ancillary to, but

a vital part of, the main manufacturing or agricultural use of a business.  The Council sets out a series of

criteria for assessing such development against, including ensuring the sale of goods is small in scale and

demonstrably ancillary to the primary use or activity of the building, that the uses are suitable to a town centre

and that town centre and traffic generation and access are acceptable.  The policy makes it clear that

proposals for the retail sale of food or goods not related to the agricultural holding will normally be refused.

SUMMARY

� Government guidance makes clear that sustainable development is the core principle underpinning planning.

Accordingly PPS1 sets out a range of overarching policies aimed at facilitating sustainable patterns of urban

and rural development through a number of initiatives, including the need to ensure that new developments

provide good access to jobs and key services for all members of the community.

� PPS6 reaffirms the Government’s commitment to protecting/sustaining town centres.  Accordingly the central

objective of the guidance is to promote the vitality and viability of town centres by planning for the growth of

existing centres and enhancing existing centres by promoting them as the focus for new development.  Where

growth cannot be accommodated in identified existing centres, local planning authorities should plan for an

extension to the primary shopping area.  It makes clear that where reversing the decline in centres is not

possible, local authorities should consider reclassifying such centres within the retail hierarchy.

� In allocating sites and assessing proposed development, PPS6 requires local planning authorities to assess

the need for the development; identify the appropriate scale, apply the sequential approach, assess the

impact on existing centres; and ensure locations are accessible and well served by a choice of means of

transport.  Local planning authorities after considering these factors, should consider the degree to which

other considerations such as physical regeneration, employment, economic growth and social inclusion are

relevant.

� PPS12 sets out the Government’s policies on the preparation of local development documents which will

comprise the Local Development Framework.  PPS12 indicates that the statutory development plan

documents will include a Core Strategy, site specific allocations and Area Action Plans.

� Newmarket is located in the Cambridge sub region and designated in the Draft East of England Plan as a

market town.  The plan acknowledges the need for centres, such as Newmarket, to capitalise on their location

in close proximity to Cambridge in order to diversify and strengthen their economies.  The plan promotes new

retail development in the region that is consistent in scale with the size and character of the centre it is

proposed in.   It is accepted that within the region there is now no need for additional out of centre retail space

in the plan period.
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� The Forest Heath Local Plan was adopted in December 1995 and, as such, is considerably out of date.  The

Plan sets out that within District, the three towns of Newmarket, Mildenhall and Brandon have traditionally

provided for the main local shopping needs of the District.  The Plan aims to maintain Newmarket as the

largest shopping centre in the District, with particular emphasises on the provision of small units for specialist

retail activity. Within Mildenhall and Brandon the Council aims to protect and enhance the existing shopping

environment and maintain the level of retail floorspace.   This accords with the overall strategy of the Plan to

enhance the function, viability and vitality of the District’s town centres.
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3. NATIONAL RETAIL AND LEISURE TRENDS

3.1 To put our assessment of the quality of existing provision and the need for additional floorspace into context, it

is relevant to consider the wider economic and social trends likely to influence retailing in Forest Heath.  A

number of trends are likely to have a bearing on the future pattern of retail provision in Forest Heath, and the

opportunities arising from development proposals.  This section examines key trends and drivers for change in

the retail industry.  We outline the key national trends in retailing and service provision of relevance to Forest

Heath drawing on a range of published data sources, including research by Verdict Analysis, Mintel and the

New Economics Foundation.

i) Income and Expenditure

3.2 The retail sector has seen significant changes over the last 25 years, which have fundamentally altered the

way we shop.  One of the main drivers behind change has been the growth in incomes and expenditure.

Consumer retail expenditure per head over the last 25-30 years has grown at an average compound rate of

about 3% per annum in real terms, but most of this growth has been in comparison goods, with virtually no

increase in convenience goods expenditure.

3.3 Over the last 25-30 years comparison goods expenditure per head has shown growth of nearly 5% per annum

in real terms, i.e. an overall increase of over 200% in real terms over the last 25 years.  In contrast,

convenience goods expenditure per head has increased at less than 1% per annum in real terms.  Over the

last 15-20 years even stronger growth has occurred, particularly in recent years.  Such very strong

expenditure growth trends are unlikely to continue, but reasonably strong growth in line with long term trends

appears probable over the medium-long term.

3.4 Strong income and expenditure trends have also affected retailing in another important way – the rise in car

ownership and mobility.  Over the last 25 years the number of households owning one or more cars has

increased from about 55% to about 75%.  Equally significant, the number of households with two or more cars

has nearly trebled from 11% to 30%.  Households are now much more mobile than they used to be and

therefore their choices for shopping centres to visit and the distances they can travel are much greater.

ii) Out-of-Town Retailing

3.5 Over the past 10 years, out-of-town has been the engine of retail growth.  While retail sales as a whole

increased by 62.1%, sale of out-of-town (OOT) stores grew nearly twice as fast, at 118%.  OOT retail parks

have provided retailers with larger, lower cost units than in town centre locations and they have used this

opportunity to broaden their product offer and drive down prices.  It has been a winning formula not just for

grocers’ superstores and bulky goods retailers but also, if carefully applied, for a growing number of high

street retailers.

3.6 In 2003, however, sales of OOT retail parks grew by 5.5%, the lowest rate ever.  While this still significantly

outstrips total retail expenditure of 3.7%, it is a significant decline from the 6.2% of 2002.  In its brief history,

OOT sales growth has always been driven by physical expansion but an increasingly hard line taken by local

authorities as they seek to interpret government policy has cut the number of new parks approved.  Planning
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refusals have become common and this has caused a cutback in new store expansion plans.  In 2003 space

grew by only 4.4% - the lowest growth rate on record.  As a consequence, many OOT retailers are becoming

more innovative in store design, in-store merchandising and, in many cases, customer service.

3.7 Verdict expect OOT retail sales to grow by an average of 5.2% per year over the next five years, a slowdown

from 6.7% per year over 1998-2003 as a shortage of new sites and cost increases force retailers to place

greater emphasis on improving same store sales, which they expect to increase from 1.4% to 2.4% per year.

While lobbying by retailers has been successful in watering down some of the most restrictive elements of the

government’s original proposals, the latest planning policy statement is still strongly in favour of consolidating

retail activity in town centres whenever possible.  This will mean that while OOT growth slows down, sales

growth in in-town locations will strengthen over the next five years and space will grow slightly on account of

major urban renewal schemes.

3.8 Nevertheless, Verdict expect OOT retail sales to experience an overall growth of 28.9% over the next five

years, considerably faster than retail spending as a whole.  It is, however, a slower rate than OOT achieved

over the past five years because the difficulty of obtaining planning consents will limit new development.

Conversely in-town sales will show a faster rate of increase over the forecast period as town centre renewal

projects contribute to more robust growth.

3.9 In terms of individual sectors, Verdict expect DIY to be the fastest growing OOT sector, with sales up 39.2%

over the next five years.  Clothing and footwear will be the second fastest growing OOT as retailers take up

more units on shopping parks to take advantage of more spacious accommodation.  General merchandise

retailers will also grow strongly (35.4% over the next five years), in particular Argos.  This trend is reflected on

a number of retail warehouse parks where a number of clothing and general merchandising retailers, including

Next, Boots, Gap, Borders, Peacocks and Carphone Warehouse, are becoming increasingly common.

Electrical retailers are expected to grow by 35.3% driven by demand for new technologies such as LCD TVs

and recordable DVDs.

3.10 According to Verdict, Grocers’ OOT sales will grow more slowly than other sectors but it will remain the largest

sector accounting for 65.5% of all OOT sales.  This rate of growth is much faster than the 15.4% growth

expected in spending on food due to the increasing quantity of space at grocers’ large OOT stores devoted to

non-food products – where demand is growing more strongly.

iii) Town Centre/High Street Retailing

3.11 Despite the growth of OOT retailing, high street retailers (including those in shopping centres) clocked up

sales of £122.7 billion in 2003 or 49.1% of the money spent by consumers on retail.  The High Street’s share

of all retail spending is only fractionally down on its 50.8% share of 10 years ago.  While OOT sales have

grown massively and online retailing is also now taking a growing share of the market, it is convenience goods

retailers located in the neighbourhood that have born the brunt of this migration of shoppers and not the high

street.

3.12 Deflation has become a major issue for retailers on the high street.  In 1993-98, high street retailers

experienced average annual inflation selling prices of 2.4%, but over the last five years there has been

deflation of 0.7%.  Several factors have contributed to deflation, including aggressive price competition from
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OOT retailers creating a growing price differential with their high street rivals.  But OOT competition is not the

only explanation; on the high street itself, new low cost retail models such as Primark, Savers and Wilkinson

are able to challenge established retailers like M&S, Boots and Woolworths.

3.13 The High Street has become a high cost location.  A shortage of units in prime locations has put upward

pressure on already high rents, employment, insurance and distribution/servicing costs are rising, as are tax

burdens for retailers signing new leases.  Despite these difficulties many high street retailers are thriving.  The

thrivers (Argos, Debenhams, HMV, John Lewis and Next) have managed to grow sales by 62.8% or £4.2

billion over the last five years, while the strugglers (Bhs, Boots, Dixons, House of Fraser and M&S) have only

achieved a 12% or £1.5 billion uplift in sales.  The most important ingredient for reinforcing margins appears to

be a distinctive product offer.

3.14 Perhaps the most encouraging indicator of the long term health of the high street is the strong pipeline of new

developments over the next five years.  As planning consent for OOT sites has become harder to gain,

developers have switched their attention back to the city centre.  Though 2004 was a relatively quiet year for

development after the boom of 2003, there is a strong pipeline of new centres for 2005-2008.  Many of these

schemes have taken years to receive approval and will provide much needed revitalisation of town and city

retail infrastructure, enabling people across the country to benefit from a much richer retail mix.

iv) Number of Shop Units

3.15 National retail trends indicate a continuing contraction in the number of shop units.  Total store numbers in the

UK have declined by 11% over the last 10 years.  This masks variations in the decline of different types of

stores and different locations.  With the emergence and growth of superstores during the 1990s, there has

been a decline in the number of smaller and more specialist food retailers.  The number of food specialists has

declined by 19% from 48,301 in 1992 to 39,131 in 2002.  Whereas the number of large superstores has

increased by 50% from 860 in 1992 to 1,292 in 2002.

3.16 During 1992-2002 leading supermarket multiples increased their share of the grocery market, as a result of

the success of the superstore format.  Superstores have grown their market share from 30% in 1992 to just

over 40% in 2002.   In Forest Heath, Waitrose in Newmarket Town Centre and the out of centre Tesco on

Fordham Road illustrate this trend.

3.17 Certain specialists have suffered more than others.  The fishmongers share of the total grocery market has

declined from 0.5% in 1992 to 0.1% in 2002.  Butchers have also lost nearly 2% of their market share,

declining from 4.1% to 2.2%.  Greengrocers, bakers and other specialists have been slightly more robust, yet

all three have lost market share.  While local neighbourhood centres will retain a more localised ‘top up’ role,

many are likely to decline irrespective of new development proposals.

v) Retail Polarisation

3.18 The last few years have seen a sustained fall in the pipeline OOT shopping centre and retail park

development.  A corresponding resurgence in activity has been mainly concentrated into a few large schemes

in dominant regional centres.  The top 70 centres in the country now attract over 50% of the country’s
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population for comparison goods shopping.  Almost half of the shopping centre floorspace in the pipeline is

destined for these same 70 centres which will further reinforce their dominant market share.

3.19 The growth of multiple traders and increased competition between traders has meant that the retail structure is

increasingly dominated by large companies.  In tandem with this change has been the desire by multiple

traders to occupy larger shop units.  Shopping centres which have been able to accommodate this demand for

larger sized units (typically 500-2,000 sq m or larger in the largest centres) have grown in importance

reinforcing the trend of higher order centres growing in relative importance, i.e. polarisation in the retail

hierarchy.  The growth in car ownership and mobility, coupled with increased affluence, has led to shoppers

travelling greater distances to shop in larger centres with a strong retail offer.

3.20 This concentration of retailing in larger centres is likely to threaten smaller towns unless they are able to

secure new development of sufficient scale and quality to retain expenditure in the District, generate new

inflows and attract key retailers.

vi) The Internet and Non Store Trading

3.21 Home shopping (mail order and internet shopping) is the main component of non-store retailing.  In total, non-

store retailing amounts to about 7% of comparison goods expenditure.  Mail order has a long history, and

whilst it has suffered to some extent from the rise of the internet, it has evolved and new retailers have entered

the market and expanded, such as Next and Marks & Spencer and more recently John Lewis.  GUS bought

Argos and Homebase and Littlewoods bought Index.  These retailers expect home shopping to play an

increasing, but supplementary, role to traditional store based shopping.

3.22 The growth of e-tailing has been phenomenal over the last few years, but from a very small base.  Growth

rates of 70% per annum were not unusual two years ago, but growth has now come down to about 30% per

annum, but this is still a very strong growth rate compared to bricks and mortar retailing.  It is estimated that

about 5% of retail expenditure is now conducted on the internet, although most foodstore operators have

closed their virtual stores or warehouses and operate home deliveries out of existing stores.  Books, games,

DVD’S/video’s and CD’s along with finance, insurance and travel services have been the most affected, but

small electrical goods, computer hardware and software, white goods, toys and gifts, and some clothing and

footwear could see internet sales take an increasing share of retail spending.

3.23 It is possible that retail warehouses could suffer proportionately more than town centres, due to the types of

goods sold in them, but all centres will be affected to a greater or lesser extent depending on the type of

goods they sell and the function they perform.  Where town centres adapt, and become more leisure

orientated, and retailers increasingly use their shops as showrooms running web sites in parallel, conventional

retailing should continue to prosper, but price competition and low inflation/deflation looks likely to be a

permanent state of affairs.

3.24 In the convenience sector it is considered that internet shopping is unlikely to have a significant effect in the

future.   Although Verdict predict that growth will be fuelled by the increasing savviness of consumers and

ordering is speeded up by broadband, overall they forecast that this will not have a significant effect on sales.

Verdict predict that on-line grocery sales will increase from £1.4bn in 2001 to £5.3bn by 2007, this will still

however only make up 4% of all grocers and food specialist sales.



FOREST HEATH DISTRICT COUNCIL

Retail and Town Centre Study, June 2006

19

vii) Convenience Retailers

3.25 The leading foodstore operators are continuing to innovate to increase their market share.  Some have

developed smaller store formats such as Tesco Metro and Sainsbury’s Local and have been more innovative

in their town centre proposals.  Discount retailers continue to seek opportunities to expand their networks.

There has also been a growth in ‘forecourt’ retailing, operated either by the large supermarket chains or the

major oil companies.  These are likely to present opportunities for local neighbourhood convenience facilities

serving new and existing communities in the District.

3.26 In the past five years supermarket multiples have strengthened their hold on the UK grocery market, taking

share from most other operators in the process.  Independent and smaller chains of grocers and convenience

stores have been the key losers and acquisition targets, with 2003 share of the market a mere third of the

level in 1998.  All food specialists have come under pressure while off-licences have suffered heavily from the

growing ‘beer, wine and spirits’ offer of both major grocers and convenience stores.

3.27 The growing share of the supermarket multiples has primarily been driven by the performance of four players

– Tesco, Asda, Morrisons and the Co-op, which between them have put 9.8% on their combined market

shares over this period.  These players have emerged as the leading sales winners among UK grocers, while

the rest of the market has typically struggled.  At a national level the pressure for larger superstores and

hypermarkets will continue, although any further proposals for expansion of existing out-of-centre convenience

stores must be considered in terms of need, sequential approach and impact.

viii) Convergence of Retail and Leisure

3.28 Since the mid-1990’s, despite higher rents, there has been a steady trend, driven by central government

policy, towards building new leisure schemes in town/edge of centre locations.  A number of factors have

helped drive the growth of leisure venue provision in town and city centres.  For example, urban living is back

in fashion; town centres can offer consumers a much more vibrant atmosphere in which to eat and drink; and

they also offer a much wider choice of leisure venues, allowing more spontaneous decisions.  For bars,

restaurants and health & fitness clubs, the attraction of the town centre is ‘daytime trade’, and the ability to

capitalise on proximity to businesses and shoppers.

3.29 This change in location has also been combined with the inclusion of leisure complexes that incorporate both

retail and leisure facilities.  Leisure facilities can be used as a way of encouraging customers to stay longer

and consequently spend more.  The Trocadero in London’s West End is an example of this, with mainstream

retailers such as HMV, Whittards, Sock Shop and Accessorize taking advantage of the high pedestrian flows

created by the major leisure attractions such as Funland, the UGC multiplex and Planet Hollywood.  This is

also the case in the Metro Centre, Gateshead where a large leisure centre has been incorporated into the

retail complex.  Mixed-use retail and leisure development has proved to be a real growth area in town centres.
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THE NEXT FIVE YEARS

i) Retail Operating Influences

3.30 Retail deflationary price pressures are expected to intensify, due to the growth of the internet, competition

amongst retailers, globalisation, the strong £ etc.  This will force retailers to concentrate on supply chains, cut

costs and be more efficient.  This will favour the larger retailers who have stronger buying power and

encourage take-overs to achieve improved economies of scale, i.e.  the larger and stronger multiples will grow

larger and stronger.

3.31 On-line sales will continue growing strongly, as broad band becomes cheaper and more widely used.

Traditional catalogue mail order is likely to suffer most, not the high street.  Verdict expect that on-line sales

will increase 155% (20% pa) over the next five years (2004-2009), whereas total retail spending will increase

by 21% (3.9% pa) and mail order spending will increase by 8.7% (1.7% pa).  Verdict expect total retail sales to

be £317.1 bn in 2009, of which £291.5 bn will be store based and £25.6 bn will be non-store based (on-line,

mail order and TV shopping).  Interestingly the on-line total is made up of £10.1 bn from bricks and mortar

retailers, £3.1 bn from Pure Play internet retailers and £2.5 bn from mail order on-line sales.

ii) Social Influences

3.32 Verdict expect a continuation of present trends of longer working hours and the decline of the nuclear family,

so affecting when spending occurs and on what.  They expect further growth in convenience stores, located

near where people live, and work and longer opening hours to cater for longer working hours.

3.33 Over the next five years the over 60’s age group will grow by 13m or 14.5% and half of that growth will be in

the 60-64 age group.  The Under 60’s age group will decline by 0.2m (or –0.5%).  Older shoppers have a

younger mindset than in the past, are more fashion aware and financially better off as a result of house price

growth as well as income growth (but pensions will be a concern).  They will have more time to shop, will

spend more on DIY and gardening and will expect good customer service.  Younger shoppers will have higher

University fees to pay, will experience higher housing costs, will spend more on entertainment/leisure and so

will have less to spend in the retail sector.

iii) Technological Influences

3.34 Verdict expect major changes that will affect the supply chain.  RFID (radio frequency identification) is a

microscopic electronic tag within each product that is set to replace the ageing bar code.  This will enable

retailers to identify individual articles rather than specific types of products and it does not require contact with

a scanner as radio signals can be picked up within a range of about 20 feet.  They can also be scanned very

quickly and do not require individual scanning.

3.35 XML (Extensible Mark-up Language) will transmit information between computers and will affect the

relationship between retailers and suppliers.  This is an improvement over the currently used EDI (electronic

data interchange) as computers running different software can communicate with each other.  These new

technologies will help reduce costs, enhance collaboration between retailers and suppliers, bring new

products to the market quicker and improve efficiency.
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LEISURE CHOICES

3.36 The range of leisure choice now on offer to the consumer has grown considerably within the last decade,

leading to an increase in competition within the leisure industry (Table 3.1).  It is evident that the pace of

growth in the cinema and the health and fitness market has been notably faster than other sectors.  According

to Mintel’s report on Health and Fitness Clubs – UK (May 2003), between 1998 and 2002 the value of the

private health & fitness clubs market increased by 62% at current prices; in real terms the growth was still

substantial at 49%.

Table 3.1: Comparison of spend on selected leisure activities, 1998-2003

1998 £m 1999 £m 2000 £m 2001 £m 2002 £m
2003 (est)

£m
% change
1998-2003

Bingo 1,019 1,041 1,076 1,118 1,164 1,205 +18.3

Cinemas 720 781 827 895 965 1,026 +42.5

Health &
fitness*

1,084 1,226 1,434 1,667 1,753 1,848 +70.5

Nightclubs and
discotheques**

2,156 1,975 1,830 1,804 1,767 1,727 -19.9

Tenpin
bowling

201 206 219 233 245 258 +28.4

Theme parks 224 236 232 236 249 259 +15.6

Eating out*** 20,029 21,116 22,230 23,246 24,436 25,092 +25.3

*    Data relate only to private clubs and therefore exclude those clubs run on behalf of local authorities

**  Corporate facilities are also excluded

*** Includes spend in fast food outlets, pub catering, restaurants and other catering, but excludes 'chameleon/hybrid' -

type outlets

Source: Mintel

3.37 Between 1998 and 2003, Mintel estimates that the ‘eating out’ market grew by some 25%, largely due to

convenience for consumers, an increase in disposable income and the social aspect of eating out.  Mintel

identifies that consumers are increasingly choosing to make life easier for themselves in order to offset the

stress brought on by everyday life.  Consumers are choosing to combine a number of activities in an evening,

and as eating out has become less formal, it is now not necessarily the focus of the evening out but is

considered as part of an overall experience, reinforcing the link between shopping, leisure activities and

bars/restaurants.

3.38 Trading through pubs has grown slowly since 1998 despite buoyant economic conditions and, according to

Mintel, the total number of licensed premises has remained fairly stagnant between 2000-2003.  A significant

amount of trade has been diverted to ‘take-home’ purchasing through supermarkets, shops and off licences,

as well as cross Channel supplies. This has led to the major pub landlords innovating in order to attract

customers back to their hostelries.  Concepts include family pubs, and large ‘superpubs’ and sports bars in

City Centres, all attracting a predominantly young clientele.

3.39 Technological developments have had a huge influence on the leisure industry and how we spend our leisure

time, with consumers becoming increasingly comfortable with the technology in their homes.  The increasing

number of channels now available encourage growth in viewing time.  Emailing and surfing the Internet are

considered leisure activities and online, gambling and other activities are becoming increasingly popular.

Using this medium can become a time saver for other leisure activities, such as shopping, booking tickets for

cinema, theatre or concerts, and booking holidays.
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Emerging Markets

3.40 The role of ‘Casinos’ is forecast to represent one of the greatest changes in the leisure industry over the next

few years.  According to Mintel, visits to casinos over a two-year period (1999-2001) grew by 5%.

Consequently the average spend per visit to an average casino had risen to £59 in 2001.  There are, however,

significant differences between the London and provincial casino markets, for instance, although the provincial

market accounts for 81% of all casinos and 76% of all visits, it only accounts for 37% of the industry turnover.

Nevertheless, stronger growth in more recent times has been seen in the provincial market, with the London

market experiencing a small slow down.

3.41 The Government has recently introduced the new Gambling Act, which introduces far-reaching changes

relating to casinos. Casinos will no longer have to operate as private clubs, and will also be able to offer live

entertainment, advertise, offer betting and bingo as well as table games, and offer larger numbers of gaming

machines linked to each other to offer potentially large joint jackpots.  However, the number of new large and

regional casinos has been restricted to 8 and 1 respectively, pending further consideration of their effects.

Locational Factors

3.42 Since the mid-1990s, despite higher rents, there has been a steady trend, driven by central government

policy, towards building new leisure schemes in town/edge of centre locations.  A number of factors have

helped drive the growth of leisure venue provision in town and city centres.

3.43 In the larger UK cities, urban living is back in fashion; town centres can offer consumers a much more vibrant

atmosphere in which to eat and drink; and they also offer a much wider choice of leisure venues, allowing

more spontaneous decisions.  For bars, restaurants and health & fitness clubs, the attraction of the town

centre is ‘daytime trade’, and the ability to capitalise on proximity to businesses and shoppers.

3.44 This change in location has also been combined with the inclusion of leisure complexes that incorporate both

retail and leisure facilities.  Leisure facilities can be used as a way of encouraging customers to stay longer

and consequently spend more and most major town centre development projects now combine retail and

leisure, including eating and drinking, cinemas etc.  However, the potential to secure new quality leisure/mixed

use development depends on the attractiveness of the centre, accessibility, and the availability of

opportunities for significant new development to act as a catalyst for change.

THE SERVICES SECTOR

3.45 Collectively, changes taking place in the convenience retail sector and services sector have profound

implications for the future of traditional local centres and parades.  Key services, notably pharmacies, post

offices and banks/building societies are all undergoing structural change.

Pharmacies

3.46 The position of community pharmacies in local and town centres has been relatively protected and little

change has occurred in numbers since 1987.  The Office of Fair Trading’s (OFT) Market Investigation Report

attributes this to regulations which seek to control entry to the market.  Currently the regulations only give
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pharmacist’s dispensations to provide NHS prescriptions where they satisfy health authority requirements that

their services are ‘necessary or desirable’ for a local area.

3.47 Despite the relatively small change in actual community pharmacy numbers, the dynamics of the market have

changed.  Since 1990 ‘Superdrug Ltd’ has entered the market and other existing national pharmacy chains

(i.e. Boots) and supermarkets have significantly increased their market share.

3.48 In January 2003, the OFT recommended to the Government that there should be a deregulation of

pharmacies thereby allowing all registered pharmacies with qualified staff to be able to dispense NHS

prescriptions.  This could result in significantly more pharmacies in supermarkets, and thereby impact on

traditional outlets.  Research commissioned by Lloyds Pharmacy in January 2003 showed that, at present

approximately 6,000 pharmacies across the country are located within the catchment area of two or more

supermarkets and therefore they are potentially threatened.  The New Economics Foundation consider these

pharmacies to be at threat should deregulation occur.

Post Offices

3.49 Research by the New Economics Foundation indicates the importance of the local post office branch, for

example as a focal point for social interaction, information about job and community services, financial

transactions and advice.  Services are especially valued by the disabled, those without a car, those over 65,

carers and one-parent families.  In urban deprived areas, post offices are also the main source of cash and in

many cases double as the only store providing an important source of food and basic items for local people.

The role of post offices in maintaining local economies is emphasised by the New Economics Foundation;

once people have cash in their hands, they will more often choose to spend it in local shops.

3.50 Britain has one of the most extensive post office networks in Europe and 94% of people are within a mile of

one of them.  However, the New Economics Foundation reported in December 2002 that the number of post

offices in the UK has been in steady decline of around 2-3% a year for the last ten years.  In 1981, there were

22,000 post offices in Britain, by April 2001 this had fallen to 17,846.  According to the Financial Times, Britain

lost 547 post offices in 2001, 112 of which were in urban centres.

3.51 The automation of services (i.e. direct debit payment methods and banking transfers) has reduced handling

fees, which Post Offices rely on for revenue; the lack of suitable replacement sub-postmasters/mistresses

when they retire; and reductions in shoppers in local centres have all contributed to increasing the number of

post office closures. The New Economics Foundation stated “that where the supermarkets draw away

shoppers, the post office goes too.  If one end of these businesses comes under threat, either the retail or the

post office – the community risk losing both institutions for good” (New Economics Foundation, 2002, p20).

3.52 The government announced in December 2002 that grants of up to £50,000 will be given to urban post offices

in some of the poorest areas to make them viable and prevent closure.  However, the Post Office announced

in February 2003 that 3,000 urban branches were to close under the urban reinvention programme over the

next three years, therefore the trend is set to continue.
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Banks/Building Societies

3.53 Barclays, Lloyds TSB, HSBC and RBS Natwest, known collectively as the ‘Big Four’, account for over two

thirds of all private current accounts in Britain and have a virtual monopoly of (89%) over small business

accounts (New Economics Foundation, 2002).  Rationalisation by the ‘Big Four’ has contributed to many

branch closures.  Technological advances through the emergence of telephone and internet banking;

competition from branchless banks; and the availability of banking services through post offices have also

impacted upon bank and building society branch numbers.

3.54 During the 1990s the number of high street bank branches fell dramatically.  Britain lost over a quarter of its

branch network.  Between 1988 and 2000 the number of bank branches fell from approximately 17,500 to

12,000, with more than 3,500 bank branches closing between 1995 and 2000.  The British Bankers

Association reported that more than 150 bank branches were closed in 2001.  The Building Societies

Yearbook reported that 200 Building Society branches disappeared from the high street between 2000 and

2002.  Deloitte Research estimates that the termination programme will ultimately continue and a further 3,600

bank branches will close by 2005. (New Economic Foundation, 2002).

3.55 The combined effect of the rationalisation of pharmacies, Post Offices and banks/building societies will

reinforce the polarisation of retail activity towards the network of key town/district centres.

SUMMARY

� National retail trends indicate a continued growth in incomes and expenditure, albeit not at such strong levels

as in the last 15-20 years.  The growth in expenditure is focused on comparison goods with virtually no

increase in convenience goods expenditure.

� Increased car ownership has resulted in greater household mobility and therefore the choices for shopping

centres to visit and the distances that can be travelled are much greater.  Internet shopping has grown

phenomenally in the last few years and looks set to continue in certain sectors, it remains however only a very

small percentage of overall spending.

� Retail planning policy has become much more focused on promoting and protecting town centres.  Although

new forms of retailing, such as purpose built out-of-centre regional shopping centres, factory outlet centres

and retail warehouse parks have emerged, where these are out-of-centre, they are now largely restricted by

planning policy.

� The foodstore operators have continued to evolve their formats and offer.  With restrictions on out-of-centre

stores growing, and changing socio-economic trends, several large operators have returned to the high street

with small convenience stores.  Operators are also seeking to extend their comparison goods offer, turning

stores into variety or mini department stores.  This trend poses a threat to smaller centres, where the large

out-of-centre stores become one stop shopping destinations negating trips to the town centres.

� There has been a continued polarisation towards larger centres and the provision of larger stores in these

larger centres.  Where smaller centres have been unable to diversify their offer or create niche markets they

have suffered.  The focus on urban renewal has increased demand for town centre sites for a wider range of

land uses.
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� Since the mid-90s, despite higher rents, there has been a steady trend, driven by central government policy,

towards building new leisure schemes in town/edge of centre locations.  Mixed-use retail and leisure

development has proved to be a real growth area in town centres.  These trends present significant

opportunities and challenges to Forest Heath’s centres and in particular Newmarket.  The centre is well placed

to benefit from forecast spending growth but it needs to adapt if it is to capitalise on these opportunities, and

maintain and enhance its position within the wider region.

� In the commercial leisure sector, changing social and demographic trends and increased personal disposable

income will fuel sustained growth in mainstream commercial leisure activities, including cinemas, bars,

restaurants and post deregulation, significant additional investment in the gambling and entertainment

industry.  As a consequence of market trends and policy, many main stream leisure activities, including the

cinema, are increasingly returning to traditional town centre locations.
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4. COMPETING CENTRES: SUB-REGIONAL CONTEXT

4.1 This section examines the relationship of the centres in Forest Heath with the wider sub-region, and in

particular the influence of key competing strategic centres on the current and future role of Forest Heath’s

centres.  It draws extensively on the household telephone survey data which underpins the whole study.

4.2 We have drawn on a number of data sources in this Section, including PROMIS, Experian Goad Retail Centre

Rankings, Focus Property Intelligence database and EGi, and have had discussions with each of the local

authorities to clarify the position regarding development in the pipeline.  Our assessment of each of the

competing centres identifies the main retail offer and the extent to which this is likely to change and influence

shopping patterns in the Forest Heath District in the future.

4.3 The Household Telephone Survey highlights the key centres competing with Newmarket, Mildenhall and

Brandon (Plan 2).  These include Cambridge, Sudbury, Haverhill, Bury St Edmunds, Kings Lynn, Thetford and

Ely.  The location of these centres in relation to Newmarket is illustrated on Plan 2.  These centres have the

greatest influence on shopping patterns in the Newmarket catchment area.  The market share and trade draw

analysis of competing centres is attached in Appendix 1.

4.4 Shopping patterns derived from the Household Telephone Survey enable us to calculate the amount of

comparison goods expenditure that each competing centre draws from the defined Forest Heath survey area.

As well as strength of retail offer, this indicator takes into consideration accessibility and distance from the

Forest Heath catchment area.  The amount of expenditure lost to these centres is highlighted in Table 4.1,

and illustrated on Plan 3.  We have identified the influence of competing strategic centres, based on this

survey data, throughout the remainder of this section.

Table 4.1: Study Area Comparison Goods Trade Draw: Key Competing Strategic Centres

Centre
Comparison Goods Trade Draw

from Catchment Area (£000)

% of Total Available Comparison

Goods Expenditure (%)

Cambridge 161,636 21.2

Bury St Edmunds 155,597 20.4

Newmarket 58,197 7.6

Ely 30,895 4.0

Haverhill 29,713 3.9

Thetford 24,506 3.2

King’s Lynn 16,681 2.2

Mildenhall 5,848 0.8

Sudbury 2,738 0.4

Brandon 1,161 0.2

Source: GVA Household Telephone Survey 2006
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4.5 Cambridge draws the highest proportion of trade (21.2%) from the study area, totalling £161.6m. Bury St

Edmunds also attracts a high proportion of comparison trade from the study area accounting for 20.4% of the

total spend, equating to £155.6m.  Collectively, the key centres draw £487m from the study area, or 63.8% of

total available comparison goods expenditure from within the Forest Heath survey area. Newmarket,

Mildenhall and Brandon collectively account for 8.6% of total comparison goods expenditure.  The remaining

36.2% is generally directed towards smaller local shopping facilities, other town and city centres such as

Norwich, Ipswich and Peterborough and other retail warehouse provision both within the study area and

beyond.

RANKING OF COMPETING CENTRES

4.6 The shopping population rank of each of the competing centres has been derived from PROMIS (National

Survey).  It is evident from Table 4.2 that Cambridge is the strongest competitor in terms of the size of the

shopping population i.e. the number of shoppers travelling there for their main comparison goods shopping.

King’s Lynn is also a strong competitor, although its distance, some 58km to the north of Newmarket would

not attract the same level of comparison shoppers as Cambridge or Bury St Edmunds, Table 4.1 (above)

illustrates this point.

Table 4.2: Competing Centres, Sub-Regional Context (Sorted by Shopping Population Rank Position)

Centre
Shopping Population

Rank Position
Floorspace sq. m gross

Approximate

distance from

Newmarket

(Km)

Cambridge 35 116,100 20

King’s Lynn 118 73,000 58

Bury St Edmunds 108 68,000 22

Sudbury N/A 46,680 30

Ely N/A 43,730 19

Thetford N/A 34,740 30

Newmarket N/A 33,444 N/A

Haverhill N/A 29,080 17

Source: Promis Centre Reports/Experian Goad

4.7 We have compared the ranking of Newmarket with competing centres using the UK Shopping Venue

Rankings produced by the Javelin Group as shown Table 4.2.  The rank of a town is obtained using a scoring

system which takes account of the presence in each location of multiple retailers, anchor stores, fashion

operators and non-fashion multiples.  The score attached to each operator is weighted to reflect their overall

impact on shopping patterns.

4.8 Table 4.3 highlights the strength of Cambridge, King’s Lynn and Bury St Edmunds as shopping destinations,

with vitality rank positions of 71,157 and 204 respectively.  Newmarket has a rank position of 374, which is



FOREST HEATH DISTRICT COUNCIL

Retail and Town Centre Study, June 2006

28

broadly similar to Sudbury and Ely.  Both Ely and Newmarket have maintained this position since 2003.

Mildenhall and Brandon, with respective ranks of 1,438 and 1,960, fall significantly below the other competing

centres, reflecting the lower order role they perform in the hierarchy.

Table 4.3: Javelin Retail Rankings

Centre Rank 2005 Change in position since
2003

Cambridge 71 ↓

King’s Lynn 157 ↓

Bury St Edmunds 204 ↑

Sudbury 352 ↓

Ely 367 ↔

Newmarket 374 ↔

Thetford 501 ↑

Haverhill 605 ↓

Mildenhall 1,438 ↑

Brandon 1,960 ↓

Source: Venuescore, Javelin Group 2005

4.9 Drawing on national retail trends, discussed in Section 3, and retail rankings, it is important in the context of

this section to acknowledge the significant polarisation of retail activity over the last twenty to thirty years.  A

relatively small number of large dominant regional and sub-regional centres are taking a growing proportion of

total spend.  In this context, Newmarket and the smaller centres will need to continue to improve and diversify

their retail offer to ensure they maintain and strengthen their position.

CAMBRIDGE

4.10 Cambridge is an historic University City of considerable character and acts as the administrative centre for

Cambridgeshire.  The Draft East of England Plan designates Cambridge as a sub regional centre. The M11

provides a direct route to London and the M25, while the A14 dual carriageway links the city with the Midlands

and east coast port.  Cambridge dominates an extensive catchment area, and whilst predominately rural, the

catchment encompasses a large number of rural villages, as well as small towns such as Haverhill, Saffron

Walden, Royston and the eastern part of Newmarket located approximately 20km away.

4.11 Cambridge draws approximately £162m of comparison goods expenditure from the Forest Heath survey area,

which equates to circa 21.2% of total available comparison goods expenditure.  The extent of influence across

the survey area is relatively strong, drawing 47% and 46% of trade from Zone 8 and 9, and 24% from survey

Zone 4.  The influence of Cambridge on the Forest Heath survey area is illustrated on Plan 6.
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4.12 Cambridge has approximately 116,100 sq m gross of retail floorspace, with the historic core shopping area

centred on Petty Cury, Lion Yard, Market Hill, Market Street, St Andrews Street and Sidney Street. There has

been no substantial development undertaken in this area since the mid 1970’s.  The city boasts extensive

upmarket and speciality shopping, as well as colleges, churches and other historic buildings which dominate

the city centre.  Retail provision extends across a large central area, with many key multiples situated some

distance from the prime pitch.  Many city centre units are not geared to meet the needs of modern retailers.

Nevertheless, Cambridge has an excellent mass market retail offer as well as upmarket and speciality retailers

scattered across the traditional city centre.  Department store provision includes Debenhams and John Lewis.

4.13 Cambridge has two managed shopping centres.  The Grafton Centre opened in 1983 and has a floorspace of

approximately 40,000 sq m gross.  The centre is anchored by Bhs and Debenhams, and a number of multiples

here also trade from the traditional city centre, including Boots, New Look and Next.  In contrast to the core

area, up market provision in the Grafton Centre is limited, and the emphasis is on main stream fashion. There

is also an 8 screen Warner Village multiplex cinema within the centre which was developed as part of an

extension in the mid 1990’s.  Planning permission to extend the centre was granted in March 2003.  The £10m

extension added circa 2,800 sq m gross of retail floorspace split into 7 new units.

4.14 The Lion Yard Shopping Centre is located within the historic core and flanks the prime pitch.  The enclosed

shopping centre opened in 1974 and has a retail floorspace of circa 11,000 sq m gross.  The units at Lion

Yard are small and there is no major anchor; amongst the largest occupiers are Dixons, Game and HMV.

Aberdeen Property Investors have permission for a 1,800 sq m extension to the centre however work is

unlikely to start before the Grand Arcade development gets underway.  The Lion Yard Shopping Centre will

eventually be linked to the new Grand Arcade shopping development.  Lion Yard has full planning permission

for further refurbishment work on the centre.  This will include a link to the Grand Arcade scheme and the

construction of a small food court.

4.15 The retail offer in Cambridge will be further enhanced following proposed regeneration and development

projects.  Full planning permission has been granted for a major redevelopment of the area around the

outmoded John Lewis department store on St Andrews Street, to create a new two level shopping centre – the

Grand Arcade.  The scheme will total around 42,000 sq m gross with the first phase being the construction of

a new 26,000 sq m gross John Lewis store. The existing John Lewis store will then be redeveloped to create

space for 50 unit shops and restaurants.  The start date for the scheme was January 2005 with the new

Robert Sayle store in St Andrews St opening in October 2007 and the Grand Arcade will open at the

beginning of 2008.

4.16 Also on Burleigh Street, Grosvenor Developments are currently redeveloping the former Co-op Store to create

2,000 sq m gross of unit shops, together with offices and flats on the upper floors. John Lewis have moved

into the redeveloped site on a temporary basis while the Grand Arcade scheme is being developed.

4.17 There is currently strong retailer demand to locate in Cambridge, and levels of demand have been consistently

high since April 2000.  In April 2000 Cambridge had 163 requirements ranking the centre 5, and in April 2005

requirements had risen to 201 and the rank position has increased to 3.  It is unlikely that retailer demand to

locate in Cambridge will decline over the next few years following the implementation of the Grand Arcade

Shopping Centre development.
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4.18 Retailers that have recently expressed interest at Cambridge include quality clothing multiples such as Reiss,

L K Bennett, and Krisp.  There is also a number of mid range multiples interested in Cambridge including,

Zara, Men’s Basewear, and The Officers Club.  A large number of restaurants, coffee shops and bars have

also expressed interest, including Bierodrome, Lomo and Santa Fe. Several large space users have

requirements, most notably Ikea and House of Fraser Department Stores, as well as Peacocks, TJ Hughes

and TK Maxx.

SUDBURY

4.19 Sudbury is situated in Babergh District Council and is located on the A131 equidistant between Bury St

Edmunds and Braintree.  Sudbury is the highest order retail centre in the District, and as such top of

Babergh’s retail hierarchy and the focus for further retail development in the District.  A Retail Capacity Study

commissioned by the Babergh Council concluded that “Sudbury town centre is in good and improving retail

and economic health.”  The study identified significant capacity for additional convenience and comparison

floorspace in the centre.

4.20 Sudbury draws circa £2.7m of comparison goods expenditure from the Forest Heath survey area, equating to

circa 0.4% of total available comparison goods expenditure.  It is therefore evident that Sudbury has a

relatively limited influence on the study area with Zone 7 attracting 90% of Sudbury’s trade.  The influence of

Sudbury on the Forest Heath study area is illustrated on Plan 13.

4.21 Sudbury has 278 retail units with its main retail offer concentrated around Market Street, Old Market Place and

North Street. A range of multiple retailers are located here including New Look, Woolworths, Boots, Argos and

Burtons. In terms of convenience provision, Sudbury has a Somerfield and a small Iceland as well as a

monthly Farmers Market. The centre has a high proportion of charity shops and vacant units although the

majority of these are on the outskirts of the town centre. There are currently 19 retailer requirements for

Sudbury from a range of operators including Peacocks, Ask and Pizza Express.

HAVERHILL

4.22 Haverhill is located in St Edmundsbury District Council and lies on the junction of the A1307 to Cambridge, the

A143 to Bury St Edmunds and the A107 to Braintree or Sudbury. Haverhill is situated at the top of the retail

hierarchy in the District and is designated as one of St Edmundsbury’s two Town Centres. Haverhill serves a

large area including the town itself and a considerable number of surrounding smaller settlements. The

proximity of and ease of access to larger centres (particularly Cambridge) limits Haverhill’s catchment in the

wider area.

4.23 Haverhill draws circa £29.7m of comparison goods expenditure from the Forest Heath survey area, equating

to circa 3.9% of total available comparison goods expenditure.  The centre is located in Zone 8 and as a

consequence the majority of its trade is drawn from Zone 7 where it has a market share of 23.4%. The

influence of Haverhill on the Forest Heath study area is illustrated on Plan 10.

4.24 Haverhill is a traditional linear centre with 171 retail units distributed along High Street, Market Hill and Queen

Street - there is no managed shopping centre in the town.  The majority of the multiple retailers including

Dorothy Perkins, Woolworths and New Look are located on High Street.  A Co-op is the only supermarket

provision in the town centre.  There are only 4 vacant units in the town and none of these are in the prime
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shopping area.  There are currently 13 retailer requirements for Haverhill from retailers including Shoe Zone,

Farmfoods and KFC.  It is clear the majority of the requirements are from lower order / discount retailers.

BURY ST EDMUNDS

4.25 Bury St Edmunds, situated in St Edmundsbury District Council, lies on the A14 with Cambridge to the west

and Ipswich to the east approximately 22km to the east of Newmarket.  It is positioned at the top end of the

retail hierarchy in the District and designated as one of St Edmundsbury’s two Town Centres.  The town acts

as a sub-regional centre, as defined by the Draft East of England Plan, serving both the town itself and

surrounding smaller settlements, as well as the needs of residents outside the District.

4.26 Bury St Edmunds draws circa £155.6m of comparison goods expenditure from the Forest Heath survey area,

equating to circa 20.4% of total available comparison goods expenditure. The majority of this trade is drawn

from its own Zone (6), with a market share of 57.1% and from Zone 7 with a market share of 41.2%. The

influence of Bury St Edmunds on the Forest Heath study area is illustrated on Plan 5.

4.27 The centre has 68,000 sq m of ground floor retail floorspace comprising approximately 430 retail units.  The

town retail offer is based around ‘Cornhill Walk’ shopping centre which opened in 1988.  Cornhill Walk is

anchored by Marks & Spencer, Palmers and Woolworths and also has an Iceland foodstore.  Other retailers in

the centre include Top Shop, Laura Ashley, Monsoon and East.  There are currently 66 retailer requirements

for Bury St Edmunds from a range of retailers including cafes such as Café Nero and Costa, clothes stores

such as Kew and Fat Face and furniture stores such as the Futon Company.

4.28 Planning permission has been granted for the ‘Cattle Market Site’, which will comprise an additional 24,000 sq

m gross retail floorspace, including a Debenhams store and 35 shop units.  The scheme is due for completion

mid 2008 and will substantially improve the retail offer in the town.

KING’S LYNN

4.29 King’s Lynn is located in the King’s Lynn and West Norfolk District and is well connected to the national road

network with direct links to Norwich to the east and Peterborough in the West through the A47.  It is located

58km to the north of Newmarket.  The centre is defined as a sub regional centre by the Draft Regional Spatial

Strategy.

4.30 It is evident from the results of the Household Telephone Survey that King’s Lynn draws circa £16.7m of

comparison goods expenditure from the Forest Heath Catchment area, equating to 2.2% of the total

expenditure.  Kings Lynn has a strong market share from Zone 10 (22.5%) and Zone 5 (5.7%).  The influence

of Kings Lynn on the Forest Heath study area is illustrated on Plan 8.

4.31 King’s Lynn is a relatively compact centre with a retail floorspace of approximately 73,000 sq m. The prime

pitch is concentrated on High Street, where the majority of multiple retailers are located.  These include HMV,

River Island, Laura Ashley, Next and Marks & Spencer.  The town also has two department stores,

Littlewoods and Westgate.

4.32 The town has recently benefited from a £26 million extension and improvement to the Vancouver Centre,

adding approximately 15,500 sq m of additional retail floorspace to the centre.  New retailers include New
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Look, TK Maxx and TJ Hughes, served by a new multi-storey car park and improvements to the bus station.

This has had a positive impact on market interest in the town helping to reinforce Kings Lynn’s role in the

wider sub region.

THETFORD

4.33 Thetford is located approximately 30 km to the north east of Newmarket.  The centre has approximately

34,740 sq m gross of retail floorspace with a relatively limited town centre retail offer. Thetford has no

department store and instead is anchored by Argos, Woolworths and WH Smiths.  The centre has no

managed shopping centre and can be viewed as one of Newmarket’s weakest competing centres.  This

position is not set to change in the near future in the absence of proposed or committed major retail schemes

to improve and consolidate the centres retail offer and influence in the catchment area.

ELY

4.34 Ely is located approximately 19 km to the north of Newmarket town centre.  Ely has approximately 43,730 sq

m of retail floorspace – which is larger in scale when compared to Newmarket.  The centres key anchor stores

include Woolworths, Boots the Chemist, Currys and New Look.  There is one managed shopping centre, The

Cloisters located in the North East of the centre.  This contains approximately 6,224 sq m of retail floorspace

and includes a number of mid-market operators including Wilkinson, Superdrug and Dorothy Perkins.

Waitrose is the key anchor store within the centre with a total floorspace of 1,394 sq m net.  At present, there

are no major retail schemes in the pipeline to significantly enhance the quality and choice of retail provision in

the centre.

4.35 Ely draws circa £31m of comparison expenditure from the survey area which equates to around 4.0% market

share.  The centre is located to the far west of Zone 4 and this is where the centre draws the majority of its

trade (£16.9m) from within the survey area (Plan 7).

4.36 Retailer demand to locate in Ely is relatively weak.  In April 2000 there were only 4 requirements from retailers

to locate in the town equating to a rank position of 652.  In April 2005 the number of requirements had risen to

11 but the rank position had fallen to 456.  The catchment area is constrained and shopping patterns have

little influence throughout the Forest Heath study area.  This position is unlikely to change in the future based

on the absence of proposed/pipeline retail schemes.

SUMMARY

� It is evident that Newmarket appears to be performing in line with its intended role as a small market

town.  Lower order centres, comparable in size to Newmarket, will continue to take a proportion of trade

from the catchment area, our findings highlight Cambridge and Bury St Edmunds as the key competing

centres in terms of trade draw.  These two centres benefit from proposals in the pipeline to consolidate

and strengthen retail provision in these centres still further. Cambridge has embarked on a major town

centre shopping scheme which is likely to impact upon shopping patterns in the catchment to some extent

– particularly given the ‘John Lewis’ attraction. In Bury St Edmunds planning permission has been

granted for the ‘Cattle Market Site’, comprising 24,000 sq m gross of additional retail floorspace.  We

consider the scheme will substantially improve the retail offer in the town and enhance its attractiveness

to people in the catchment area.
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5. QUALITATIVE ASSESSMENT OF NEWMARKET

5.1 Having examined the sub-regional context and identified the position and performance of Newmarket relative

to its principal competitors, in this section we set out the results of our detailed assessment of the vitality and

viability of the centre, based on the PPS6 indicators.  This draws on a number of data sources including GVA

Grimley’s on site survey work carried out in February 2006.

DIVERSITY OF USES

5.2 The Experian Goad Town Centre Report (February 2006) identifies a total of 38,182 sq m of ground floor

floorspace for retail trade and services, comprising 216 units.  The floorspace figures derived from the

Experian Goad Plan only show the footprint of units, within the building lines, and do not provide a definitive

figure of net or gross floorspace.

5.3 Table 5.1 highlights the composition of Newmarket by the number of units.  It is evident that the centre has a

below average representation of units occupied by retailers in the convenience and miscellaneous (i.e.

employment, careers, Post Offices) categories.  The number of comparison retail units is 5.27% above the

national average.

Table 5.1: Newmarket Retail Composition by Number of Units

Retail Category No.  of Units Percentage of

Total (%)

National Average
(%)

Variants (%)

Convenience 17 7.87 9.12 -1.25

Comparison 113 52.31 47.04 5.27

Service 77 35.65 32.25 3.4

Vacant 7 3.24 10.24 -7.0

Miscellaneous 2 0.93 1.35 -0.42

Total 216

Source: Experian Goad Town Centre Report, February 2006

5.4 When analysing the categories in more detail, the centre has distinct variations.  In the convenience category

the centre is over represented in the butchers and off licences category.  In the comparison category, the

centre is over represented in women’s, girls and children’s and mixed general clothing, chemists, toiletries,

opticians, jewellers and charity stores, but is under represented in men’s, boys wear, and footwear items.  In

the service category, the centre is over represented in the travel agents, banks and building societies, travel

agents but under represented in restaurants, cafes and fast food outlets.

RETAILER REPRESENTATION

5.5 A multiple retailer is defined as being part of a network of nine or more outlets.  The presence of multiple

outlets can enhance the appeal of a centre, and in February 2006, multiple retailers occupied 84 of the total

216 units in Newmarket (39%).  The national average is 34%, which suggests that Newmarket has a good

representation of multiple retailers.
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5.6 The High Street provides the main ‘spine route’ of retailing in Newmarket.  This main retail stretch extends for

approximately 500m, from The Avenue in the west to Exeter Road in the East.  The main ‘heart’ of the High

Street includes a mix of uses including a number of Hairdressers, Banks, Chemists, Newsagents, Travel

Agents and a mix of independent clothing retailers.  Key multiple retailers include B’wise, New Look, Dixons,

WH Smith, Boots the Chemist, Thorntons and Clarks whilst Woolworths and T K Maxx have units located

towards the north eastern end of the stretch.

5.7 The Rookery Shopping Centre provides the main additional retail provision in Newmarket.  The purpose built

covered Shopping Centre opened in December 1974 and has a retail floorspace of approximately 9,290 sq m

gross. It is located to the north west of units fronting onto the High Street and, as such, is rather concealed

from this prime stretch.  The shopping centre can be accessed from two entrance points, Wellington Street

and Market Street, and contains a good selection of national multiples, including Holland and Barrett,

Superdrug, Argos, Clarks, Adams, Carphone Warehouse, Peacocks, Marks & Spencer and All:sports.  With

the exception of four units, all of the units in the centre are in A1 use.

5.8 In general, we consider that The Rookery Shopping Centre could be more effectively integrated into

Newmarket by providing better linkages from the High Street to the centre.  As it stands, the centre is hidden

from High Street and as a consequence may not benefit from passing trade from people unfamiliar with the

centre.

5.9 Wellington Street, connecting The Rookery Shopping Centre with High Street provides a more secondary

retail area.  It contains a number of independent shops including a butchers, grocers and estates agents. Sun

Lane is located to the south of Wellington Street, and provides a mix of independent traders including a

hairdressers, solarium, jewellers and coffee shop.

5.10 Foodstore provision within the centre of Newmarket includes an Iceland, Waitrose and Marks & Spencer

foodhall, located within the Rookery Shopping Centre.  Waitrose is located in the northern part of the centre

adjacent to Fordham Road on Fred Archer Way.  The store opened in 2004 and has a floorspace of

approximately 2,461 sq m net.  It provides a modern, fully conforming superstore shopping environment with a

comprehensive food offer including a bakery, fresh salad bar, fish mongers, hot deli and meat counter and a

Café is located to the rear of the store. There is a small proportion of non-food retail offer including CDs,

DVDs and cards and stationery.  A surface level car park is located to the west of the store providing 430 free

parking spaces.

5.11 Iceland is located further south adjacent to High Street, on Crown Walk.  The store has 5 customer checkouts

and a retail floorspace of approximately 488 sq m net.  Although the store has no dedicated car parking,

customers are able to use the adjacent multi storey car park, on Fred Archer Way, which provides

approximately 540 spaces.

5.12 Newmarket has a vibrant night time economy withThe main concentration of bars and night clubs are located

towards the eastern end of High Street. In terms of other leisure provision, there is a reasonable selection of

restaurants located in the centre, including national chains such as Prezzo and Pizza Express.
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RETAILER DEMAND

5.13 Focus provides details of Retailer Requirements and ranks each centre across the UK. Table 5.2 summarises

the change in the number of retailer requirements for Newmarket, together with the relative change in its rank

order since 1999.  In October 2005, Newmarket had 23 retailer requirements equating to a rank order of 272.

The number of retailer requirements has increased since October 1999 and this is reflected in a reduction in

the rank order.  Overall, Newmarket has improved its position as a shopping destination in recent years,

although has fallen slightly, in terms of requirements, since April 2003.

Table 5.2: Newmarket Ranking of Retailer Requirements

Number of Requirements Ranking (1st Highest) Date

23 272 April 2005

23 283 April 2004

30 213 April 2003

25 243 April 2002

18 285 April 2001

20 251 April 2000

10 379 April 1999

Source: Focus Property Intelligence Database

5.14 Table 5.3 provides a more detailed picture of the requirements for Newmarket.  At present, the Focus Property

Intelligence database identifies 23 requirements, including 17 from comparison retailers, 3 from convenience

retailers and 3 from service providers.  In total, these operators require between 10,139 sq m and 15,201 sq m

gross of retail floorspace.  The full breakdown is attached in Appendix 2.

Table 5.3: Newmarket Town Centre Requirements

Retail Category No. of Units
Min. Floorspace sq m

gross

Max. Floorspace sq m

gross

Comparison 17 7,868 12,452

Convenience 3 1,839 2,145

Service 3 432 604

TOTAL 23 10,139 15,090

Source: Focus Property Intelligence Database
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5.15 The requirements include a range of comparison goods retailers, with a total floorspace requirement of

between 7,868 sq m and 12,452 sq m gross in Newmarket.  The most significant requirement is for a B&Q

Store between 3,716 sq m and 5,109 sq m gross.  Other multiple retailers seeking representation include,

Desire by Debenhams, the new format store aimed specifically at women, Laura Ashley, Bon Marche, 02 and

Tchibo.

5.16 The Focus Database identifies 3 convenience retailer requirements for Newmarket.  These include a

requirement from Aldi for a store of approximately 1,356 sq m gross and Farmfoods for a store of between

372 sq m and 557 sq m gross.  In general, given the level of competition for sites, the main convenience store

operators do not publish their requirements on national databases.

5.17 The Focus Database identifies 3 service operator requirements for Newmarket.  These include Costa, Pizza

Hut and Saks Hairdressers.  The exact locations of these operators within Newmarket should be a matter for

more detailed consideration, particularly in relation to the primary shopping frontages of the centre.

SHOPPING RENTS

5.18 The level of rent which retailers are prepared to pay for retail space within a centre is an indication of the

perceived strength of that centre (although other factors such as the availability of floorspace will have an

impact on rental value).  Whilst rental values can also provide a measure of the primacy of streets and

locations in a town centre, we have drawn on investment research, which focuses on Prime Zone A rental

values.

5.19 Table 5.4 outlines Prime Zone A retail rents in Newmarket and compares them with neighbouring and

competing centres.  In 2003, retail rents in Newmarket were £646 per sq m, higher than Sudbury, Ely and

Thetford.  Whilst rental levels in Newmarket were below other centres, this reflects the higher order role of

centres such as Cambridge and Bury St Edmunds within the sub-regional network of centres.
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Table 5.4: Comparison of Prime Retail Rents (£ Per Sq m)

Centre 2002 2003 2004 2005

Cambridge 2,583 2,583 2,583 2,583

Bury St Edmunds 1,130 1,130 1,130 1,130

King’s Lynn 915 915 915 915

Newmarket 646 646 700 700

Sudbury 592 592 646 646

Ely 484 538 592 646

Thetford 431 431 484 484

Haverhill 431 431 484 484

Mildenhall N/A N/A N/A N/A

Source:  Colliers CRE - June 2005

COMMERCIAL YIELDS

5.20 The commercial yield on non-domestic property is an indication of the confidence of investors in the long-term

profitability of the town centre.  However, both the Government and the RICS have warned that this requires

careful analysis and its limitations must be understood.  Yield on property investment represents the return (in

the form of rent) on capital to an investor.  As property investments do not usually produce a fixed income (i.e.

rents are reviewed according to market conditions, and the terms of the property’s lease), the greater the

prospect of future rental growth, the lower the initial yield which an investor would be prepared to accept.

Conversely, a higher yield reflects the lower expectation of future rental growth prospects.  Yields are

therefore an indicator of expectations of the general economic prospects for a town centre.

5.21 Table 5.5 compares prime retail yields in Newmarket with competing centres in the wider catchment area.  It is

evident that yields in Newmarket are currently 7.25%.  This is lower (stronger) than Thetford and Haverhill, but

higher (weaker) than Ely, Sudbury and King’s Lynn.  This reflects the strength of a number of centres

competing with Newmarket, as these are slightly larger, higher order centres.  Bury St Edmunds and

Cambridge have the lowest yields (i.e. best) at 5.25%.  Yields in Newmarket have fallen since April 2003

which is a positive indicator for the centre.
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Table 5.5 Comparison of Prime Retail Yields (%)

Centre April 1997 April 1999 April 2001 April 2003 January 2004

Bury St Edmunds 5.50 5.00 5.00 5.00 5.25

Cambridge 4.75 4.75 5.00 5.50 5.25

Sudbury 8.25 7.75 7.75 6.75 6.75

King’s Lynn 6.00 6.50 7.00 7.00 7.00

Ely 8.00 8.00 8.50 8.75 7.00

Newmarket 8.00 8.00 7.75 7.50 7.25

Haverhill 8.75 8.50 8.50 7.75 7.75

Thetford 8.50 8.50 10.00 >=10 >=10

Mildenhall n/a n/a n/a n/a n/a

Source:  Property Market Report 2004

VACANT RETAIL PROPERTY

5.22 The proportion of vacant street level property is one of the relevant indicators, which can be used when

assessing the vitality and viability of a town centre.  It should be used with caution, however, as vacancies can

arise even in the strongest town centres, particularly where properties are under alteration.  Conversely, the

absence of any vacancies can be a symptom of under provision of space, and prevent new retailers and

current retailers in the centre from securing new or enhanced representation.

5.23 Table 5.6 indicates that at the time of the Experian Goad Survey (February 2006), there were 7 vacant units in

Newmarket, equating to a vacancy rate of 3.24%.  This is significantly lower than the national average of

10.24%.  In terms of retail floorspace, 1.46% of floorspace in Newmarket town centre is vacant, compared to a

national average of 8.34%.

Table 5.6: Vacancy Rate in Newmarket by Unit and Floorspace

Vacant Units Percentage of

Total Units

National

Average (%)

Vacant Floorspace

 (sq m)

% of Total

 Floorspace

National

Average (%)

7 3.24 10.24 557 1.46 8.34

Source: Experian Goad Town Centre Report, February 2006

ACCESSIBILITY

5.24 Newmarket benefits from good links to the main road network. The A14 is located to the north of the town

linking Newmarket with Cambridge to the west (19km) and Bury St Edmunds to the east (20 km).  The A142

lies to the north of the centre and connects the town with Ely to the north (19km).  Whilst to the South West of
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Newmarket the A14 connects with the A11, which provides convenient access onto the M11, at Junction 9,

approximately 24 km from Newmarket.

5.25 Newmarket’s rail station is located in the southern part of the town, approximately 10 minutes walk from the

main shopping area. The station provides reasonable linkages to neighbouring areas. For example, the town

is approximately 22 minutes via train to Cambridge, whilst the same hourly service, operated by One Railway,

connects the town with Bury St Edmunds to the east in 20mins. Despite reasonable rail access the train

station is some distance from the main shopping areas and the Station would benefit from investment and

enhancement, in the form of improved public facilities.

5.26 Newmarket provides good bus services to a range of local and long distance locations, including London and

Ipswich.  The town benefits from park and ride facilities, with 215 long stay spaces located approximately

2.3km to the north of the town off the A142 on Willie Snath Road.

5.27 The town also has a number of car parks (Table 5.10), with approximately 935 off street parking spaces

located within the centre.  Parking charges are being introduced on both off street and on street facilities, to

encourage short stay parking and reduce the level of people using the long stay facilities.

CUSTOMER VIEWS AND BEHAVIOUR

5.28 We have drawn on the Household Telephone Survey which was commissioned to underpin this Retail Study

to assess customer views and behaviour.  The survey included a number of attitudinal questions which

highlight views on Newmarket town centre and the key competing centres.  The questions covered the range

and quality of retailing, other services, accessibility, safety, and the environment.  The full results illustrated in

graph format are attached in Appendix 3.

5.29 Shoppers that use Newmarket for their main clothing, footwear and fashion items like it for a number of

reasons.  For example, the survey revealed that 18.9% of people who shop in Newmarket found it

conveniently close to home and work, whilst 17.4% believed the centre contains a good quality environment.

With regard to the shopping provision, just under 16% of respondents thought the centre had a good range of

independent stores, whilst only 8.8% of visitors to the town felt that Newmarket had a good range of chain

stores.

5.30 In contrast, people’s main dislikes regarding Newmarket related to car parking.  Over 16% of respondents who

shop primarily in the centre found it difficult to park.  Further dislikes included over 7% of respondents

considered the centre had a weak provision of non-food stores.   The largest majority of people (59.4%),

however, considered that they disliked nothing about Newmarket.

ENVIRONMENTAL QUALITY

5.31 Two way traffic flows on High Street and can cause considerable congestion at peak times detracting from the

overall environment and pedestrian movements throughout centre.   On street parking is provided for people

travelling through who want to shop or browse.  Street paving on High Street, is generally well maintained and

in good condition.  High Street has a number of attractive buildings, in varying styles of architecture, protected

almost entirely with Conservation Area designations.  There are, however, a number of poorer quality modern



FOREST HEATH DISTRICT COUNCIL

Retail and Town Centre Study, June 2006

40

buildings, particularly the unit occupied by TK Maxx in the north eastern part of the High Street.  In general,

the majority of fascias are well maintained helping to provide an attractive shopping environment.

5.32 The Rookery Shopping Centre provides the main pedestrianised area of Newmarket.  The centre which

opened in the 1970s is not of high architectural quality and has a rather dated appearance.  Although the

shopping centre benefits from clean, relatively modern shop frontages and a light environment, we believe

there is potential to provide a higher quality modern shopping environment with improved integration and

linkages to the High Street.  This would be to the benefit of shoppers, businesses and visitors and would help

attract a greater array of multiple retailers to Newmarket.

NEWMARKET OUT-OF-CENTRE RETAIL PROVISION

i) Comparison

5.33 The Studlands Retail Park is located approximately 2.2km to the north of Newmarket town centre, on

Fordham Road (A142).  The Retail Park, obtained planning permission in 1987 and has a retail floorspace of

approximately 4,933 sq m net.  There are four retail warehouse units including Homebase, Powerhouse and

Carpetright and a Netto foodstore. A Burger King restaurant is also located to the north east of the site

adjacent to the entrance.  The Retail Park has a good provision of dedicated car parking and has restrictions

on the range of goods that can be sold.  Originally the Retail Park had a condition (6) restricting the sale of

food in the units, however, a planning application was submitted in 1993 to vary condition 6 to allow the use of

Class A1 food retailing in Unit 3 on the park.  This permission allowed Netto to move into the Retail Park.

ii) Convenience

5.34 Newmarket has one main out of centre food superstores: Tesco, Fordham Road.  Tesco is located to the

north west of Newmarket town centre just south of Studlands Retail Park.  The store benefits from a prominent

location on the main road network as it is just off Fordham Road (A142).  The store opened in 1988 and has a

floorspace of approximately 4,032 sq m gross (2,175 sq m net).  It has 19 customer checkouts a

comprehensive food offer including a Deli, Fish and Meat Counter.  Additional facilities include a

café/restaurant, petrol filling station, pharmacy, photo processing centre and creche.  The non-food retail offer

comprises a range of brown electrical goods and a music/CD section.

SUMMARY

� We consider Newmarket is a vital and viable town centre. Vacancy rates are well below the national

average and the centre has an above average representation of comparison units. The retail offer

provides the local shopping catchment and tourist population with a good range of shopping facilities for

a centre of its size and position in the retail hierarchy.  As you would expect, the range and choice of

retailer is considerably more limited than the competing centres of Cambridge and Kings Lynn.  There is

a reasonable range of multiple retailers on the High Street and in the Rookery Shopping Centre

reinforcing the attraction of the centre, although there is no department store at present.  Retailer

requirements are growing and Prime Zone A rents have increased since 2002.  Retail yields have also

fallen since 1999 and are currently lower than Haverhill and Thetford.  There have been recent

improvements and investment in public transport provision and car parking.
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� Our analysis has highlighted potential areas of opportunity to enhance and strengthen the centre over

the forthcoming LDF period.  The Rookery centre is occupied by a number of national multiple retailers,

but is relatively outdated and run down in appearance.  Refurbishment or redevelopment could

considerably enhance the shopping environment and retailer representation, and could even include a

major anchor retailer such as a small format department store operator.  This would strengthen the

centre in light of growing competition in the wider sub-region.  Difficulty to park their cars was regarded

by some people as a key issue in Newmarket, but the introduction of short stay car parking charges

could help to improve this problem.
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6. QUALITATIVE ASSESSMENT OF MILDENHALL, BRANDON AND

LAKENHEATH

6.1 In this section, we provide a qualitative assessment of the three principal shopping centres outside of

Newmarket. These include the two market towns of Mildenhall and Brandon, and the larger rural centre of

Lakenheath.

6.2 Experian Goad have surveyed both Brandon and Mildenhall.  The health check for Lakenheath draws largely

on data provided by Forest Heath District Council and from GVA Grimley’s on site survey carried out in

February 2006.  For each centre we consider the following:

i) Location, physical characteristics and layout of the centre;

ii) The retail composition of the centre;

iii) The range of uses, including vacancy rates;

iv) The key retailers;

v) The state of the environment, including any key features;

vi) The centre’s accessibility; and

vii) The level and quality of car parking.

MILDENHALL

6.3 Mildenhall is a historic town located approximately 13km north east of Newmarket in the centre of the District.

In terms of accessibility, Mildenhall is located within close proximity to the main road network, with the A11

connecting Mildenhall with Newmarket.  The A1065 travelling north also links the centre with Brandon.

6.4 The compact centre has two distinct shopping areas.  These include the managed shopping centre, The

Precincts, which opened in the 1970s, and the more traditional retail units located on St Andrew Street,

Market Street and High Street.  The market town has approximately 240 car parking spaces, primarily located

in the south east of the centre.  Approximately 60 of these spaces are dedicated to Budgens.

6.5 The Experian Goad Town Centre Report for Mildenhall (March 2004) identifies a total of 14,771 sq m of

ground floor floorspace for retail trade and services, comprising 95 units.  As previously stated, it should be

noted that the floorspace figures quoted by Experian Goad are neither the net, nor necessarily always the

gross area of the outlets.  The figures are derived from the Experian Goad Plan and only show the footprint of

units, within the building lines.

6.6 Table 6.1 highlights the composition of Mildenhall by the number of units.  It is evident that the centre has a

slightly below average number of units occupied by retailers in the convenience category, a below average

representation of comparison retail units and an above average representation of service units.
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Table 6.1: Mildenhall Retail Composition by Number of Units

Retail Category No. of Units

Percentage of

Total (%)

National Average

 (%)

Variants (%)

Convenience 8 8.42 9.17 -0.75

Comparison 40 42.11 47.83 -5.72

Service 34 35.79 31.38 4.41

Vacant 12 12.63 10.26 2.37

Miscellaneous 1 4.35 1.37 2.98

Total 95 100 100

Source: Experian Goad Town Centre Report, March 2004

6.7 Further detailed analysis of The Experian Goad Report indicates that Mildenhall has a particularly low

proportion of retailers in the clothing ‘categories’. Categories in which Mildenhall has an above average

representation are furniture/carpets, electrical/home entertainment; DIY/hardware; gifts, china and glass;

charity/pets and florists.  This indicates a reasonable range of comparison offer catering primarily for the

needs of the local community.   There is currently only one multiple retailers present in the comparison sector

in Mildenhall, a Card Fair in The Precincts, the remaining units are all independently owned.  Key independent

retailers include Pitstop Car Spares and Taylor Electrical Centre located on High Street.  This reflects the

lower order role that Mildenhall performs in the retail hierarchy.

6.8 In terms of convenience provision Mildenhall has an above average representation of butchers and grocers

and CTN units.  There are currently no fishmongers or bakers present within Mildenhall.  The principal

convenience anchor within Mildenhall is Budgens, located on St Andrews Street in the southern part of the

centre.  It has a floorspace of 943 sq m net (1,688 sq m gross).  There are approximately 80 surface level car

parking spaces located to the south of the store.  The store, which opened in 1986, has a clean well

maintained interior and exterior appearance, and appeared particularly busy on the day of the site visit

(Monday morning). Co-op is smaller, and more dated and has a floorspace of 553 sq m net.  The Store has a

Post Office and, as a consequence, benefits from linked trips.

6.9 The choice and range of service businesses in Mildenhall is strong.  The centre has an above representation

of units occupied by Hairdressers/beauty salons and Estate Agents.  Although there are 10 units occupied by

restaurants, cafes and fast food operators in Mildenhall, this is still below the national average.  The centre

also has two banks, a Barclays and a Lloyds TSB, and a Nationwide Building Society.  A Boots Optician is

also located in the north west of the centre.

6.10 In terms of vacant units, The Experian Goad Centre Report (March 2004) identified 12 vacant units,

accounting for 12.6% of the total provision.  This is slightly above the national average of 10.26%.  GVA

Grimley’s on site survey (February 2006) revealed 10 vacant units in the centre, indicating a fall in vacancy

rate since March 2004.
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6.11 Of the original 12 vacant units in March 2004, 3 have since been re-occupied, but 7 units have remained

vacant.  This suggests that Mildenhall is experiencing some difficulty in attracting new retailers.  Nevertheless,

the reduction in vacant units is a positive indicator for the centre.  In terms of retailer requirements, the Focus

Database identifies only one requirement from the British Heart Foundation for a unit between 56 sq m and

111 sq m.

6.12 The shopping environment in Mildenhall is mixed.  The open air pedestrianised Precincts Shopping Centre,

although well maintained, is not of high architectural quality and is out of keeping with the historic and

traditional parts of Mildenhall.  The managed shopping centre would benefit from refurbishment, or even

redevelopment, in order to provide a more user friendly shopping environment.

6.13 In terms of the remainder of the centre, Mildenhall is an attractive place with a number of attractive buildings

protected with conservation area designations.   Market Place provides the key focal point for the centre, with

market day on Friday. During the remainder of the week this area is severed by one way traffic flows which

travel through to Kings Street.  This restricts movement and generally detracts from the general shopping

environment.

6.14 The Household survey enables a more detailed understanding of people’s likes/dislikes of Mildenhall.

Shoppers that use Mildenhall, albeit a small proportion (16%), like it primarily because it has an attractive

environment (18.1%), is close to home (19.4%) and has good/free parking (10.6%).  With regards to

respondents dislikes, 10% considered Mildenhall to have a shortage of foodstores whilst 21.3% believed the

centre had a poor provision of non-foodstores.  The largest majority of people (54.4%), however, considered

they disliked nothing about Mildenhall.

BRANDON

6.15 Brandon is located in the north east of the District, approximately 26 km to the north east of Newmarket town

centre and 12 km to the north of Mildenhall.  It functions as a small market town, and is accessed via the

A1065 which runs through the town and provides direct access to Mildenhall in the south and Swaffham in the

north.

6.16 The linear High Street provides the main retail offer and stretches in a north – south direction covering

approximately 190 metres.  Market Hill in the south of centre also provides additional retail and leisure

provision in a pedestrianised square.  The main car park within Brandon, providing approximately 70 spaces,

is located in the north of the centre adjacent to the former Co-op store which is now vacant.

6.17 The Experian Goad Town Centre Report for Brandon (September 2005) identifies a total of 7,060 sq m of

ground floor floorspace for retail trade and service uses, comprising 59 units. Table 6.2 highlights the

composition of Brandon by the number of units.  It is evident that the centre has a slightly below average

number of units occupied by retailers in the convenience category, a significantly below average

representation of comparison retail units and an above average number of units 42% compared with the

average of 32% in the service category.
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Table 6.2: Retail Composition, Brandon

Retail Category No. of Units

Percentage of

Total (%)

National Average

 (%)

Variants (%)

Convenience 5 8.47 9.14 -0.67

Comparison 20 33.90 47.35 -13.45

Service 25 42.37 32.07 10.3

Vacant 8 13.56 10.08 3.48

Miscellaneous 1 1.69 1.36 0.33

Total 59 100 100

Source: Experian Goad Town Centre Report, September 2005

6.18 Quite significantly, at the time of the survey Brandon had no units selling clothing or footwear.  We are,

however, aware of a clothing retailer, which will open in the north of the High Street in Spring 2006.  The other

remaining comparison units comprise retailers in the furniture/carpets, electrical/home entertainment;

DIY/hardware categories.  There are also 3 units in the chemist/toiletries category and the same amount in the

charity/pets category.  The comparison offer within Brandon is all independently operated.

6.19 In terms of convenience goods, the centre’s principal food store is a small Spar located on the High Street.

Other convenience provision includes a butchers, bakers and a green grocer.  The centre faces strong

competition in this sector from the out of centre Tesco located to the south west of the town centre on London

Road.

6.20 Brandon has a strong representation of units in the service category.  There are 7 units in the Health and

Beauty category, including 4 hairdressers, and 2 restaurants independently owned, 2 fast food/takeaway

outlets and 3 public houses.  The centre also has 1 bank, a Barclays, and 6 Estate Agents.

6.21 Experian Goad has identified 8 vacant units present within Brandon, equating to a vacancy rate of 13.6% in

September 2005.  This is 3.5% above the national average.  GVA Grimley’s on site survey (February 2006)

also identified 8 vacant units.  Since the Experian Survey, one unit has become newly vacant and another

former vacant unit is soon to be reoccupied by a new clothing store. The limited time between surveys makes

it difficult to assess how the centre is performing in relation to reoccupation.  One key vacant unit, a former

Co-op is located in the north of centre, which we understand is under offer at the moment from a new

convenience operator.  This development site is discussed further in Section 8.

6.22 The centre is protected by Conservation Area status which helps provide a pleasant environment in which to

shop.  Market Hill has a good quality shopping environment with well maintained shops fronts.  The quality of

the environment does deteriorate slightly as the centre continues north along High Street, with this part

containing the majority of vacant units particularly on the western side of the High Street.
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6.23 Investment in Brandon has recently been undertaken in partnership with Forest Heath District Council, Suffolk

County Council, Brandon Communities Partnership and English Heritage. They have joined together in a 3-

year programme targeted at restoration called the Brandon Heritage Economic Regeneration scheme

(HERS), with the general aim of attracting more people to the town.  Approximately £300,000 of the work has

been used to fund Historic Building Grants to commercial properties for repairs/restoration works.  Other

regeneration activities are also taking place with grants, advice and support being provided to local

businesses.

6.24 To assess people’s perceptions of Brandon we have drawn on the Household Telephone Survey.  The small

minority of shoppers that use Brandon for non food shopping like it primarily because it has an attractive

environment (11.7%), is close to home (16%) and work (7.4%).  In contrast, respondents dislikes, included

just under 15% of people feeling the centre had a poor provision of foodstores, 21.3% raise the poor disabled

access in the centre, whilst 13.8% disliked the amount of vacant units in the centre.

LAKENHEATH

6.25 Lakenheath, is defined as a large rural centre in the Adopted Local Plan, and is located approximately 20km

to the north east of Newmarket, and approximately 7.6km  to the north of Mildenhall.  The centre is accessed

via the B1112 which runs directly through the centre.  It is an historical village, with the main retail offer spread

sporadically throughout the High Street.  Off street car parking within the centre is located off Wings Road in

the heart of the centre, although the majority of visitors take advantage of on street parking facilities.

6.26 GVA Grimley undertook a detailed on-site survey and centre audit in Lakenheath in February 2006.  The full

centre audit illustrating retailer representation is set out in Appendix 6, and the summary is highlighted here in

Table 6.3.  Our research highlights that Lakenheath is functioning well with a number of specialist shops which

attract visitors from beyond its surrounding residential areas.  The centre contains only 2 convenience goods

units, including a small Co-op supermarket, and a CTN store.

6.27 The service category is the most dominant within the centre with the main activities being estate agents, a

Filipino restaurant, opticians, Post Office and a public house.  Lakenheath only contains a single bank, a

Lloyds TSB.   Comparison units occupy only 3 units, including a mobile phone shop, florist and charity shop.

The limited provision of comparison outlets is typical for a centre of its size.  The on site survey also revealed

there to be only 1 vacant unit, which is a positive indicator for the centre and suggests that the centre is

serving its localised catchment area well.

Table 6.3: Retail Composition, Lakenheath

Retail Category No. of Outlets % of Total

Convenience 2 11

Comparison 3 17

Service 11 56

Vacant 1 5.5

Miscellaneous 1 5.5

TOTAL 18 100

Source: GVA Grimley On-Site Survey, February 2006
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6.28 The village centre is protected by Conservation Area status which helps Lakenheath retain its village

character and ensures a safe and pleasant environment in which to shop.  Shop fronts are generally well

maintained and street paving is of a good standard.  The level of vacancies will need to be monitored so that

the centre preserves is localised role and function. Ongoing investment is likely to be required to ensure that

Lakenheath retains its traditional character.

SUMMARY

� We consider that Mildenhall is fulfilling its role as a local top up food destination, and the number and variety

of shops in is adequate for the scale of the centre.  The high proportion of service retailers may be a cause for

concern in the future, particularly if this sector continues to grow at the expense of comparison and

convenience retailers, thereby undermining the retail function of the centre.  The managed Precincts shopping

centre is in need of refurbishment, ore even redevelopment, to ensure that it adds to, rather than detracts from

the overall shopping environment.

� Brandon is trading adequately, with a reasonable range of convenience and service facilities, suggesting that

the centre is serving its catchment with an adequate range of ‘everyday’ requirements.  The high proportion of

vacant units is a concern for the centre, although the recent investment in Brandon is helping to stem this

ongoing trend.  The arrival of a new clothes shop suggests an improvement in the retail offer in the centre,

although this will need to be monitored.  The reoccupation of the vacant former Co-op store, will also add

more convenience variety to the centre and will prevent people travelling to the out of centre Tesco located on

London Road, encouraging linked trips in the town centre.

� We consider that Lakenheath provides a good range of ‘everyday’ goods to meet the needs of the local

catchment.  The centre is smaller than both Mildenhall and Brandon and will need to ensure it retains its

current role in the retail hierarchy through ongoing monitoring and investment.
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7. CAPACITY PROJECTIONS

7.1 In this section we estimate the current performance of the town centres and out-of-centre retail provision in the

district, as the basis for forecasting the need for further retail floorspace to the period 2021, incorporating

interim years of 2011 and 2016.  The capacity tables accompanying this assessment are attached in Appendix

4 and 5.

7.2 We have used a conventional and widely accepted step by step methodology which draws upon the results of

the Household Telephone Survey of existing shopping patterns to model the existing flows of available

expenditure to each retail destination.  To develop the baseline position, we have:-

� Calculated the total amount of convenience and comparison goods expenditure which is available

within the postcode areas comprising the Forest Heath survey area;

� Allocated the available expenditure to the convenience and comparison goods shopping destinations

on the basis of the Household Telephone Survey of shopping patterns, so as to provide estimates on

current sales and forecasts of future sales;

� Compared the total expenditure attracted to each shopping destination with current retail floorspace to

assess sales densities in each shopping destination.

7.3 Building on the baseline position, we have explored the capacity for further convenience and comparison retail

floorspace within two scenarios.  First, we forecast capacity at a global level for the whole of the district; and

second, we forecast capacity within each of the three town centres: Newmarket, Mildenhall and Brandon.

DATA INPUTS

i) Survey Area and Household Survey

7.4 In order to provide detailed factual information on the shopping patterns in the District, we commissioned a

new Household Interview Survey covering 1,000 households.  GVA Grimley designed the survey

questionnaire in consultation with Council Officers, and Research & Marketing – who undertook interviewing

and data processing.  The survey area is illustrated on Plan 2.

7.5 The survey results identify shopping habits of households for both convenience and comparison goods.

Where necessary, the survey results have been re-based to remove certain responses, such as ‘internet/mail

order shopping’, to ensure consistency with categories excluded in expenditure projections.  For convenience

goods, the Household Telephone Survey included questions on main food and top-up food shopping.  The

results of the two types of food expenditure were then merged through the application of a weight, which

reflects the estimated proportion of expenditure accounted for by each type.  For food we use a 75%/25% top-

up food weighting.  This forms a composite pattern of convenience spending, expressed as a market share for

each destination centre or foodstore, for each survey zone.
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7.6 The survey also includes six questions on specific comparison goods types which coincide with Experian

Business Solutions definitions of comparison goods expenditure.  The retail and needs modelling exercise

uses the weighted averages of the household survey responses for each goods type based on the proportion

of per capita expenditure on that goods type.  This process will establish the pattern of spending for residents

of each zone in terms of the following types of goods:

� Clothing and footwear;

� Furniture, floor coverings and household textiles;

� DIY and decorating goods;

� Domestic electrical appliances;

� TV, hi-fi and radio, and photographic equipment;

� Personal/luxury goods.

ii) Estimates of Population in the Survey Area

7.7 Population estimates and forecasts for each of the survey Zones were prepared from the Experian E-marketer

in house system.  This provides estimates of population in 2006, 2011, 2016 and 2021.  Experian data is

based on trend line projections and the 2001 census for small, localised areas.  Overall, the population of the

survey area is currently 286,183.  It is forecast to grow to 298,420 by 2011, 308,706 by 2016, and again to

318,992 by 2021 (Table 1, Appendix 4).  These figures represent a strong growth of 11% between 2006 and

2021, with some Zones experiencing stronger increases in population than others (Table 1A, Appendix 4).

iii) Available Expenditure in the Survey Area

7.8 The Experian E-marketer system provides estimates of per capita expenditure for convenience and

comparison goods in 2003 prices.  We have made deductions for special forms of trading which represent

expenditure not available to spend in the shops i.e. internet and catalogue shopping.  We have applied

individual per capita expenditure figures to each survey zone, enabling a localised review of available

expenditure.

7.9 In terms of expenditure growth in the district, we have drawn on comparison and convenience goods growth

rates provided by Experian Business Solutions.  These indicate that more growth will take place on

comparison goods as opposed to convenience goods; the scope to purchase more food is more limited than

the scope to purchase non-food goods.  Experian Business Solutions estimate a convenience growth rate of

0.7% per annum and a comparison goods growth rate of 4.3% per annum.

7.10 In terms of convenience goods, the current per capita expenditure ranges from £1,537 per annum in Zone 3 to

£1,737 per annum in Zone 7.  Within this range these figures are forecast to grow to £1,727 per annum in

Zone 3 to £1,952 per annum in Zone 7 by 2021.  Table 3, Appendix 4 applies per capita expenditure to

population forecasts, which indicates that total available convenience goods expenditure within the Forest
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Heath survey area is currently £466m.  This is forecast to grow to £502.7m by 2011, £538.4m by 2016 and

£576m by 2021.  This equates to an overall growth of £110.3m (23.7%) between 2006 and 2021 (Table 3,

Appendix 4).

7.11 In terms of comparison goods, the current per capita expenditure ranges from £2,276 per annum in Zone 3 to

£2,797 per annum in Zone 7.  Within this range, this is forecast to grow to £4,545 per annum in Zone 3 to

£5,586 per annum in Zone 7 by 2021.  Total available comparison goods expenditure within the Forest Heath

survey area is currently £763.6m, and is forecast to grow to £982.6m by 2011, £1,254m by 2016 and again to

£1,599m by 2021.  This equates to an overall growth of £836m (109%) between 2006 and 2021. (Table 3,

Appendix 4).

iv) Floorspace Data

7.12 The comparison and convenience goods floorspace data used in our modelling has been drawn from the

Institute of Grocery Distribution (IGD), Forest Heath District Council, Experian Goad and the Trevor Wood

Retail Warehouse Database.  Our floorspace assumptions for the foodstores include, where appropriate, an

adjustment to identify the proportion of purely convenience goods floorspace.  Most superstores include a

proportion of non-food floorspace; we have adjusted the net floorspace to identify the proportion of sales

space allocated for convenience goods.  This accords with the expenditure data and the expenditure

assumptions used.

CONVENIENCE GOODS CAPACITY PROJECTIONS

7.13 Addressing each town centre and out-of-centre destination in turn, we review shopping patterns and the

performance of existing convenience goods floorspace.  We then highlight forecast capacity within two

scenarios, i.e. one: global; and two: for each individual town centre.  Modelling tables are set out in Appendix

4.

i) Newmarket Town Centre: Performance

7.14 We have estimated the trade draw of Newmarket town centre for convenience goods (Table 4, Appendix 4).

This includes an examination of the trade drawn to Waitrose, and a total town centre convenience goods trade

draw.  The trade draw of the convenience stores in Newmarket town centre was made up of main food and

top-up food shopping.  ‘Other’ town centre foodstores include all other units in the town centre selling

convenience goods, including bakers, butchers and greengrocers.

7.15 It is evident from our analysis that the town centre convenience goods trade draw is relatively self-contained.

Newmarket is located in Zone 2 of the survey area, and as we would expect the highest convenience goods

trade draw is in Zone 2 (41%).  Market shares are considerably lower throughout the remainder of the survey

area, falling below 4% in each of the remaining Zones.  (Table 4, Appendix 4).

7.16 It is evident that the Waitrose store to the north of the town centre has the strongest influence within Zone 2

(29%) and a level of influence in Zone 1 (4%), Zone 8 (3%) and Zone 4 (2%).  The stores catchment area is

considerably self contained but does draw a minimal level of trade from adjoining Zones.  In total, we estimate

that the store has a total convenience goods turnover of approximately £21m (Table 5, Appendix 4).  Based
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on a net convenience goods floorspace of 1,551 sq m, this equates to a sales density of circa £13,565 per sq

m net.  Compared to an average sales density for Waitrose of £10,879 per sq m net, this analysis indicates

that the store is trading well, marginally above expected company average levels.  We understand that the

Waitrose Store has only recently been trading in line with company averages after a slow start.

7.17 The Iceland store on Crown Walk has a market share of 6% in Zone, but 0% throughout the rest of the survey

area.  In total, we estimate that the store has a convenience goods turnover of approximately £3.1m (Table 5,

Appendix 4).  Based on a net convenience goods floorspace of 488 sq m, this equates to a sales density of

circa £6,357 per sq m net.  Compared to an average sales density for Iceland of £4,717 per sq m net, this

analysis indicates that the store is trading well, above expected company average levels.

7.18 It is apparent that the Marks and Spencer Food Hall in the Rookery has less influence on shopping patterns,

drawing only 4% of trade available in Zone 2 and 1% in Zone 8.  In total, we estimate that the Food Hall has a

total convenience goods turnover of £2.5m (Table 5, Appendix 4).  Based on a net convenience goods

floorspace of 151 sq m, this equates to a sales density of circa £16,400 per sq m net.  Compared to an

average sales density for Marks and Spencer of £10,292 per sq m net, this analysis indicates that the store is

trading exceptionally well above expected company average levels.

7.19 Trade draw to other smaller and independent convenience goods retailers in Newmarket town centre is

weaker than Waitrose, although this is to be expected when they perform smaller top-up shopping roles.

These retailers have a market share of only 3% in Zone 2, but market shares fall to 0% throughout the

remainder of the survey area.  We forecast that collectively they achieve a turnover of approximately £2.1m,

equating to an average turnover of £1,588 per sq m (Table 5, Appendix 4).  Based on experience elsewhere,

we consider this is a reasonably good trading level for foodstores catering principally for ‘top-up’ convenience

goods shops.

7.20 We estimate that the total convenience goods turnover in Newmarket town centre is currently £28.7m,

approximately 6% of total available convenience goods expenditure in the survey area.  Based upon a total

net sales floorspace of approximately 3,498 sq m, Newmarket town centre currently has an average

convenience goods sales density of £8,207 per sq m net.  This is higher than our estimate of company

average sales densities for the principal and local foodstores in the town centre £7,234 per sq m net.

ii) Newmarket Out-of-Centre: Performance

7.21 Our analysis of the Household Telephone Survey has identified the trade draw and catchment area of the

main out-of-centre foodstores in Newmarket: Tesco, Fordham Road and Netto, Fordham Retail Park.  It is

evident from our analysis that the Tesco store has a greater degree of influence in the survey area when

compared to town centre convenience goods foodstores although the Netto is less influential.

7.22 The Tesco store on Fordham Road has a market share of 40% in Zone 2, 17% in Zone 1, 12% in Zone 4 and

9 and 1% in Zone 5, 6, 8 and 10.  This reflects the greater degree of influence the store has across the survey

area.  We estimate that the store currently has a turnover of approximately £41.8m (Table 7, Appendix 4),

which equates to approximately 9% of total available convenience goods expenditure in the survey area, and

71% of the combined turnover of the out-of-centre foodstores in the district.   Based upon the turnover of the

store, with a net convenience goods sales area of approximately 1,849 sq m, the sales density of the store is
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approximately £22,633 per sq m net, significantly higher than the level based upon Tesco’s company average

sales density (£11,932 per sq m net).

7.23 The Netto foodstore on Fordham Retail Park has a market share of 4% in Zone 2 and 4, with a lower market

share in Zone 7 (2%) and 1, 3, 8 and 9 (1%).  In total, we estimate that the store has a total convenience

goods turnover of approximately £6m (Table 7, Appendix 4).  This equates to a sales density of circa £12,537

per sq m net.  Compared to an average sales density for Netto of circa £2,977 per sq m net, this analysis

indicates that the store is trading particularly well, at above average levels.

iii) Mildenhall Town Centre: Performance

7.24 We have estimated that trade draw of Mildenhall town centre for convenience goods (Table 8, Appendix 4).

This includes an examination of the trade drawn to the Budgens on St Andrews Street, and the combined

draw of other smaller and independent convenience stores, and a total town centre convenience trade draw.

The trade draw of the convenience stores in Mildenhall town centre is made up of main food and top-up food

shopping.  ‘Other’ town centre foodstores include all other units in the town centre selling convenience goods,

and generally comprise small scale and independent retailers including bakers, butchers and greengrocers.

7.25 It is evident from our analysis that the town centre convenience goods trade draw is particularly self-contained.

Mildenhall is located in Zone 1 of the survey area, and as we would expect the highest convenience goods

trade draw is in this Zone (29%).  Foodstore provision in Mildenhall has a market share of 1% in Zone 4 but

0% throughout the rest of the survey area.  The catchment area of foodstore provision in Mildenhall is

contained by Brandon to the north, Bury St Edmunds to the east, Newmarket to the south and Ely to the west.

7.26 The town centre Budgens on St Andrews Street has a market share of 24% in Zone 1 and 1% in Zone 4.  The

store draws no trade from the remainder of the survey area.  In total, we estimate that the store has a total

convenience goods turnover of approximately £9.2m (Table 9, Appendix 4).  Based on a net sales area of

approximately 943 sq m, this equates to a sales density of circa £9,771 per sq m net.  Compared to an

average sales density for Budgens of circa £3,348 per sq m net, this analysis indicates that the store is trading

particularly well, at above average levels.

7.27 The town centre Co-op has a market of 5% in Zone 1, but a 0% market share throughout the rest of the survey

area.  In total, we estimate that the store has a total convenience goods turnover of £1.7m (Table 9, Appendix

4).  Based on a net sales area of approximately 553 sq m, this equates to a sales density of circa £3,099 per

sq m net.  Compared to an average sales density for Co-Op of circa £3,575 per sq m net, this analysis

indicates that the store is trading at below average levels.

7.28 Trade draw to other smaller and independent convenience goods retailers in Mildenhall town centre is

considerably weaker than Budgens, although this is to be expected when they perform smaller top-up

shopping roles.  These retailers have a market share of less than 1% Zone 1, but 0% throughout the

remainder of the survey area.  We forecast that collectively they achieve a turnover of approximately £0.2m,

equating to an average turnover of £232 per sq m net (Table 9, Appendix 4).  Based on experience elsewhere

we consider this is a weak trading level for foodstores catering principally for ‘top-up’ convenience goods

shopping.
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7.29 We estimate that the total convenience goods turnover in Mildenhall town centre is currently £11.1m,

approximately 2.4% of total available convenience goods expenditure in the survey area.  Based upon a total

net sales floorspace of approximately 2,236 sq m, Mildenhall town centre currently has an average

convenience goods sales density of £4,964 per sq m net.  This is higher than our estimate of company

average sales densities for the principal and local foodstores in the town centre £2,793 per sq m net.

iv) Brandon Town Centre: Performance

7.30 We have estimated the trade draw of Brandon town centre for convenience goods (Table 8, Appendix 4).  This

incorporates an examination of the combined draw of smaller independent convenience stores in the town

centre.  At present, Brandon does not have a major anchor foodstore.  The town centre Co-Op is currently

vacant, and the future of the unit is discussed further in Section 8.  The trade draw of the convenience stores

in Brandon town centre is made up of main food and top-up convenience goods shopping.  ‘Other’ town centre

foodstores include all other units in the town centre selling convenience goods, and generally comprise small

scale and independent retailers including bakers, butchers and greengrocers.

7.31 It is evident from our analysis that foodstore provision in Brandon is significantly less influential than in

Newmarket and Mildenhall.  Brandon is located in Zone 3 of the survey area, and as we would expect the

highest convenience goods trade draw is in Zone 3 (5%).  Foodstore provision in Brandon draws only a small

proportion of trade from the remainder of the survey area, and faces strong competition from the out-of-centre

Tesco on London Road.  Collectively, other foodstores in Brandon town centre achieve a turnover of

approximately £2.2m, equating to an average turnover of £4,007 per sq m net (Table 11, Appendix 4).  We

consider this is a strong trading level for local town centre convenience shops, particularly given the level of

competition from the out-of-centre Tesco.

v) Brandon Out-of-Centre Foodstore Provision: Performance

7.32 Our analysis of the Household Telephone Survey has identified the trade draw and catchment area of the out-

of-centre Tesco on London Road.  It is evident from our analysis that the out-of-centre Tesco store in Brandon

is considerably smaller and less influential than the out-of-centre Tesco on Fordham Road in Newmarket.  The

store has a market share of 16% in Zone 3, the Zone in which it is located, 11% in Zone 10, an adjoining

Zone, and less than 2% throughout the remainder the survey area.

7.33 We estimate that the store currently has a turnover of approximately £11m which equates to approximately

2.3% of total available convenience goods expenditure, but 19% of the combined turnover of the out-of-centre

foodstores in the district (listed in Tables 11 and 13, Appendix 4).  Based upon this turnover, with a net

convenience goods sales area of 955 sq m, the sales density of the store is approximately £11,558 per sq m

net.  This sales density is in line with the level of Tesco’s company average sales density (£11,932 per sq m

net).

CONVENIENCE GOODS GLOBAL CAPACITY

7.34 We consider that there will be surplus expenditure available to support further convenience goods floorspace

in the district between 2006 and 2021.  Our projections are summarised in Table 16, Appendix 4, which

indicates that by 2011 there will be £41.6m of residual expenditure to support new convenience goods
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floorspace, which is forecast to grow to £48.7m by 2016 and again to £56.1m by 2021.  At present, we are not

aware of any commitments in the district which may absorb this expenditure.

7.35 When converting total residual expenditure into floorspace we have incorporated a sales density of £10,000

per sq m net, a minimum level required by most major foodstore operators.  On this basis, there is capacity for

an additional 4,158 sq m net of convenience goods floorspace by 2011, growing to 4,865 sq m net by 2016,

and again to 5,608 sq m net by 2021.  These figures exclude the vacant Co-op foodstore in Brandon town

centre, and if a foodstore operator were to re-open in this unit, it would absorb some of this identified capacity.

CONVENIENCE GOODS TOWN CENTRE CAPACITY

7.36 We have reviewed the capacity for additional convenience goods floorspace in Newmarket, Mildenhall and

Brandon based on current market shares.  Our figures for each incorporate the performance of both town

centre and out-of-centre foodstore provision within each centres urban area.  Capacity forecasts for Brandon

exclude the vacant foodstore in the town centre.  This analysis is set out in Tables 19 to 21 of Appendix 4 and

summarised here in Table 7.1 and 7.2.

Table 7.1: Residual Convenience Goods Expenditure by Centre (£m)

2011 (£m) 2016 (£m) 2021 (£m)

Newmarket 33.8 39.2 44.8

Mildenhall 5.7 6.5 7.3

Brandon 2.1 3.0 4.0

Table 7.2: Future Shop Floorspace Capacity in Forest Heath by Centre (sq m net)

2011 (sq m net) 2016 (sq m net) 2021 (sq m net)

Newmarket 3,379 3,917 4,482

Mildenhall 572 647 726

Brandon 207 301 400

Total 4,158 4,865 5,608

7.37 In line with Government policy the objective should be to direct global capacity into the town centres.  We

consider the Council should be cautious in terms of new major out-of-centre foodstore proposals given the

impact on existing centres.  Any foodstore proposal in an edge or out-of-centre location must demonstrate that

they meet the following requirements, set out in PPS6:

� The need for development;
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� That the development is of an appropriate scale;

� That there are no more central sites for the development;

� That there are no unacceptable impacts on existing centres;

� That locations are accessible.

COMPARISON GOODS ASSESSMENT

i) Newmarket Town Centre

7.38 Table 4, Appendix 5 indicates the trade draw of Newmarket town centre.  The comparison goods catchment of

Newmarket is largely constrained to Zones 1, 2, 4 and 9.  These are the Zones closest to Newmarket and

reflect the settlement pattern in the catchment area and competing provision in the wider catchment.  The

centre has its highest market share in Zone 2 (40%), the Zone in which it is located, and also achieves a

market share of 10%, 9% and 5% in Zones 1, 4 and 9 respectively.  Newmarket also has a minimal influence

in Zone 3 (2%), Zone 7 (2%) and Zone 8 (3%).  Plan 4 illustrates the extent of the town centres influence

throughout the defined survey area highlighting variations in market share.

7.39 Within the whole survey area, Newmarket town centre draws 7.6% of total available comparison goods

expenditure.  On the basis of market shares, we estimate that Newmarket town centre currently has a

comparison goods turnover of approximately £58.2m (Table 5, Appendix 5).  With an existing shop floorspace

of approximately 13,650 sq m net, we estimate that Newmarket town centre has a sales density of

approximately £4,264 per sq m net.  Based on our experience elsewhere, and considering the strong

competition in the sub-region and the centres position in the retail hierarchy, we consider that Newmarket is

performing reasonably well in this sector, although there is potential to improve performance.

ii) Newmarket Retail Warehousing

7.40 The key concentration of retail warehousing in and around Newmarket is located at the Studlands Retail Park,

occupied by Homebase, Powerhouse and Carpet Right.  The retail park is relatively influential as a shopping

destination in the district, with a market share of 10% in Zone 2 and 8% in Zone 4.  The retail park also draws

some trade from Zone 1, 3, 8 and 9 (Table 6, Appendix 5).

7.41 On the basis of current market shares we estimate that the retail park currently has a comparison goods

turnover of approximately £18.7m (Table 7, Appendix 5).  Based upon an existing retail floorspace of

approximately 4,933 sq m net, we estimate that the retail park has a sales density of approximately £3,783 per

sq m net.  Based upon a company average sales density for the whole retail park (£1,584 per sq m net) our

assessment indicates that the retail park is trading above expected company average levels, indicating a

strong performance.
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iii) Mildenhall Town Centre

7.42 Table 8, Appendix 5 and Plan 12 indicates the trade draw of Mildenhall town centre for comparison goods.

The comparison goods catchment area of Mildenhall is largely constrained to Zone 1 but also has a limited

influence in Zone 3 and 4.  These Zones are closest to Mildenhall and reflect the settlement pattern in the

catchment area and competing provision, particularly Newmarket, Bury St Edmunds, Brandon and Ely.  The

centre has its highest market share in Zone 1 (7%), the Zone in which it is located, and achieves a market

share of 1% in Zone 3 and 4.  Plan 12 illustrates the extent of the town centres influence throughout the

defined survey area highlighting variations in market share.

7.43 On the basis of current market shares we estimate that Mildenhall town centre currently has a comparison

goods turnover of £5.9m (Table 9, Appendix 5).  This equates to only 0.8% of total available comparison

goods expenditure within the survey area, and 7.3% of available comparison goods expenditure within the

most dominant Zone, Zone 1.  With an existing shop floorspace of approximately 4,349 sq m net, we estimate

that Mildenhall town centre has a sales density of approximately £1,347 per sq m net.  Based on our

experience elsewhere, we consider the centre is under performing and should be achieving a sales density of

at least £2,500 - £3,000 per sq m net, which reflects a good performing centre of this size.

iv) Brandon Town Centre

7.44 Table 10, Appendix 5 (Plan 11) indicates the trade draw of Brandon town centre.  The comparison goods

catchment of Brandon is significantly more constrained than both Newmarket and Mildenhall.  The centre has

a market share of only 2% in Zone 3, the Zone in which it is located, and 0% throughout the remainder of the

survey area.  Plan 11 illustrates the extent of the town centre’s influence throughout the defined survey area

highlighting variations in market share.

7.45 On the basis of current market shares, we estimate that Brandon town centre currently has a comparison

goods turnover of approximately £1.3m (Table 11, Appendix 5).  With an existing shop floorspace of

approximately 1,326 sq m net, we estimate that Brandon town centre has a sales density of approximately

£1,013 per sq m net.  Based on our experience elsewhere, we consider that Brandon is under performing for a

town centre of this size and at this level in the retail hierarchy, and should be aiming to achieve a sales density

of at least £2,500 - £3,000 per sq m net. This is primarily due to the limited comparison offer within the centre

but could also be a consequence of the vacant town centre Co-op foodstore i.e. Brandon does not benefit

from linked trips with a key anchor foodstore.

GLOBAL CAPACITY

7.46 In assessing capacity for future comparison goods floorspace, we have assumed that the efficiency with which

existing floorspace is being used will increase over time; we have assumed an annual growth rate in existing

sales per sq m net of 2.5%.  Drawing on our experience elsewhere in similar sized and performing centres we

have also assumed that new floorspace should achieve of approximately £4,500 per sq m net – an average

across the district.

7.47 In undertaking capacity projections, we have based our analysis on two scenarios.  First, we have undertaken

a ‘global’ estimate of comparison goods capacity based on current market shares for both the town centres
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and retail warehousing in the district.  Second, we put forward capacity projections for each of the individual

town centres based on current market shares, incorporating the performance of out-of-centre retail

warehousing in Newmarket.

7.48 This assessment has considered the effect of the district maintaining its existing market share and used

growth in available expenditure to support the development of new floorspace.  Potentially, over the latter part

of the LDF, Forest Heath will face increasing competition from centres in the wider sub-region if new town

centre schemes go ahead.  Maintaining existing market share will become increasingly important.

7.49 Based upon this assessment it is evident from Table 17, Appendix 5 that there will be capacity to support

further comparison goods floorspace in the district by virtue of growth in population and available expenditure.

We estimate that by 2011, based on current market shares, there would be theoretical capacity to support an

additional 2,928 sq m net of comparison goods floorspace, increasing to approximately 6,668 sq m net by

2016 and again to 11,777 sq m net by 2021.

7.50 In order to translate these projections into gross town centre floorspace requirements, it is necessary to

incorporate an appropriate net:gross ratio.  Conventionally, a figure of 65% has been assumed although

improved design may enable higher net:gross ratios to be achieved.  It would also be reasonable to provide

and additional 15% of floorspace (of the total scheme) for A2/A3 uses.  In this scenario, these net capacity

figures equate to a gross capacity figure of 5,300 sq m by 2011, 12,069 sq m by 2016 and 21,316 sq m by

2021.  These do not include leisure floorspace, which is becoming a common feature of town centre

development proposals in the UK.

COMPARISON GOODS TOWN CENTRE CAPACITY

7.51 We have reviewed the capacity for additional comparison floorspace in each of the three town centres based

on current market shares.  This analysis is set out in detail in Table 19 to 21 of Appendix 5 and summarised

here in Table 7.3 and 7.4.

Table 7.3: Residual Comparison Goods Expenditure by Centre (£m)

2011 (£m) 2016 (£m) 2021 (£m)

Newmarket 12.0 27.4 48.4

Mildenhall 0.9 2.1 3.7

Brandon 0.2 0.5 0.9
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Table 7.4: Future Shop Floorspace Capacity by Centre (sq m net)

2011 (sq m net) 2016 (sq m net) 2021 (sq m net)

Newmarket 2,676 6,095 10,766

Mildenhall 205 465 821

Brandon 48 108 191

Total 2,928 6,668 11,777

LEISURE GOODS EXPENDITURE PROJECTIONS

7.52 The Experian E-marketer Report calculates annual consumer leisure expenditure per person on leisure and

recreation goods and services (2003 price base), based upon the demographic profile of the catchment area.

Leisure expenditure as defined by Experian includes recreation and sporting services, cultural services,

games of chance and bars/restaurants.

7.53 We have projected available expenditure per capita up to 2021, based on the population projections from the

study area, and assume an ultra long term growth rate in available expenditure of 2% per annum for leisure

goods.  This ultra long term growth rate figure is derived from Experian Business Solutions.

Table 7.5 : Per Capita Leisure Goods Expenditure Adjustments – Total study area

2006 (£) 2011 (£) 2016 (£) 2021 (£)

1,518 1,611 1,779 2,168

Source: Experian Business Solutions, Emarketer, 2006

7.54 The annual consumer expenditure per person on leisure goods, in the catchment is currently £1,518 (2003

prices) based on an average across the study area.  Per capita expenditure on these goods will grow to

£2,168 by 2021 (Table 7.5).  At present (2006) per capita spending on leisure goods in the study area is

approximately 8% below the national average.

7.55 If we apply the per capita goods expenditure to the total population of the catchment area it highlights that

there is currently over £461 million of available leisure expenditure in the catchment area.  This is expected to

rise to just over £691 million by 2021 (Table 7.6)

Table 7.6: Total Leisure Expenditure catchment area

2004 (£000) 2011 (£000) 2016 (£000) 2021 (£000)

Total Catchment 461,016 530,764 606,204 691,599

Source: Experian Business Solutions, Emarketer, 2006

7.56 The demand for additional quality leisure facilities will naturally grow as the population increases, and within

the catchment area the current network of centres, for example Newmarket, should remain the main policy

focus for leisure growth.
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KEY LEISURE DESTINATIONS

7.57 Below the global leisure growth projections outlined above, we have undertaken more detailed analysis of two

sub sectors.  Cinemas perform a key ‘anchor’ function, and require economies of scale.  As such, we have

examined how many new facilities will be supported.  We have also examined the Casino/Gaming market as

this represents a significant new growth sector, which the ODPM indicates the RSS should address.  Like

cinemas, the market for large / regional scale casinos is such that in practice only a limited number of facilities

will be supportable. As a consequence, careful consideration needs to be given to defining appropriate centres

in which to accommodate the identified capacity.  Our assessment also examines future available expenditure

to support restaurants and cafes in the catchment area.

i) Cinema Capacity

7.58 It is evident that, at the current time, there are no cinema screens serving the residents within the District.

The household survey revealed that the majority of people, who visit cinemas from within the survey area use

either the Vue Cinema in Cambridge (27.2%) or the Cineworld in Bury St Edmunds.

7.59 We have undertaken a generic quantitative need assessment for new cinemas within Forest Heath.  The

methodology compares population per screen UK average with population per screen in Forest Heath.  The

shortfall highlights the need for new screens to bring Forest Heath back in line with the national average.  The

process also projects forward to 2021 taking into consideration population forecasts and the consequent

growth in the need for cinema screens.

7.60 Table 7.7 highlights the number of screens within the survey area.  We assume that a proportion of  of the

cinemas are drawing 50% of their trade from within the catchment area. Whilst the cinema provision in

Cambridge draws 30%,  this is based on the location of these on the periphery of the catchment area.  This

exercise suggests that the survey area is currently served by 11.5 cinema screens. Inevitably residents in the

survey area will also use the  facilities outside this area,

Table 7.7: Number of Cinema Screens Serving Catchment

Cinema No.of Screens
% of Catchment

Overlap

Screens Serving
local authority
boundaries

Cineworld, Bury St Edmunds 8 50 4

Hollywood Film Centre, Bury St Edmunds 2 50 1

The Maltings, Ely 1 50 0.5

Arts Picture House, Cambridge 3 30 0.9

Cineworld, Cambridge 9 30 2.7

Vue Crafton Centre 8 30 2.4

TOTAL 20 11.5

Source: Cinemagoing, Dodona Research 2005

7.61 Table 7.8 outlines the population per screen in the UK and in the Forest Heath catchment area projecting

provision to 2006, 2011 and 2021.  Using the population figures it is evident that in our projected years Forest

Heath has significantly more people per screen than the national average.  This is because the UK population
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per screen average falls when the population per screen in Forest Heath increases.  This suggests that there

is a deficiency in cinema provision and/or likelihood that residents in the catchment area are using facilities

situated outside the area.

Table 7.8 Population Per Screen

Estimated Population (m) No. of Screens Population Per Screen

UK (2006) 59.26 3,420 17,327

Survey Area  (2006) 0.286 11.5 24,870

UK (2011) 59.94 3,978 15,068

Survey Area  (2011) 0.298 11.5 25,913

UK (2021) 61.14 5,094 12,002

Survey Area  (2021) 0.318 11.5 27,652

7.62 Table 7.9 draws on the comparison with the UK average and illustrates the capacity for additional cinema

provision within the catchment area, on the assumption that catchment areas serve their own needs and

attract a level of patronage from beyond.  On this basis, our assessment highlights capacity for an additional

5.0 (2006), 8 (2011) and 15 (2021) cinema screens within the catchment area to meet national average

cinema provision based on our population figures.

Table 7.9: Capacity for Additional Cinema Provision in the Catchment Area

Survey Area
Population

UK Population Per
Screen

Cinemas Necessary
to Match UK

Average

Shortfall of Cinema
Screens in Forest

Heath

2006 286,183 17,327 16.5 5.0

2011 298,420 15,068 19.8 8.31

2021 318,992 12,002 26.6 15.08

7.63 The analysis suggests that a cinema would be a significant attraction within the District and as a principal

centre Newmarket would be the preferable location for any such facility, subject to operator demand.  This

theoretical capacity should be reviewed throughout the LDF period, as other cinema provision beyond the

district comes forward.

ii) Casino / Gaming Capacity

7.64 Casino expenditure within the survey area can be established by combining Experian’s breakdown of

gambling expenditure per capita and Mintel’s estimates of the casino market.  As detailed below in Table 7.10,

a breakdown of the catchment populations expenditure per capita identifies the extent of the existing gaming

market within the catchment and from this the current level of casino expenditure is estimated.
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Table 7.10: Existing Casino Expenditure

Year Total Population
Gaming Expenditure

£ (m)
Casino Expenditure

£ (m)

2006 286.2 37.5 3.4

2011 298.4 39.1 3.5

2016 308.7 40.4 3.6

2021 319.0 41.4 3.8

Note:

1: Gaming Expenditure based on “games of chance” spend per capita of £129  -  As per Experian Retail Planner
Report issued Feb 2006.

2: Casino expenditure assumed as 9% of total gaming market.  As per Mintel net gambling expenditure - Mintel
Gambler, Nov 2002.

3: 2003 Prices

4: Gaming expenditure grown at 5.3% as per the average growth of casino stakes over the last 5 years - Mintel
Gambler, Nov 2002.

7.65 If the market remains subject to the current legislative regulations, using the population projections, it is

estimated that as a result of increases in gambling expenditure per head, total expenditure in Casinos from

within the survey area will total £3.4 million by 2006 and rise to £3.8 million by 2021.

7.66 In submissions to the Joint Committee on the Draft Gambling Bill, the Cross Industry Group for the gaming

industry (CIG) has formulated, in partnership with Pion Economics, an impact model to establish the existing

level of expenditure within casinos and to estimate the level to which this will increase following deregulation.

Whilst relatively complex in detail, Pion Economics detail the CIG impact model as:

“A baseline position is established that accords with “known “features of the existing gambling

landscape.  This baseline is then adjusted to reflect a “post-regulation” environment and

impact of change assessed in terms of various parameters…”

7.67 Accordingly Pion have developed a baseline position i.e. current, that has been balanced back to evidence of

existing UK adult participation with average spend/visit/play figures set in accordance with reported sector

profiles, namely that:

� adult participation in UK Casinos will grow from 3 to 10%;

� Average visits to casinos per person, per annum, will increase from 9 to 12;

� average spend per casino visit will fall from £55 to £45.

7.68 The CIG Impact Model has been formulated to anticipate the increase in the market following deregulation as

opposed to the ongoing evolution of the market and as such does not make any allowance for year on year

expenditure increases per capita.  The analysis indicates that following deregulation casino expenditure in the

Forest Heath catchment area will grow by a factor of 3.64.

7.69 Following deregulation the level of participation in casino gambling is expected to rise significantly.  Based on

input from the Cross Industry Gambling Group, the Pion model assumes that post deregulation participation in

casino gambling should be remodelled at a rate of 10% with average trips increasing to around 12% per
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annum, whilst average spend is anticipated to decline to £45 per visit.  These assumptions have been applied

to the Forest Heath catchment below to estimate what the possible casino spend within the catchment may be

following deregulation.

7.70 In reaching a view on these judgements it is important to note that a post deregulation participation rate of only

10% is relatively low in relation to experience elsewhere.  In the US for example participation can be as high

as 40% in some states, and averages 26% across the US as a whole.  We have used these working

assumptions therefore as a conservative basis upon which to examine the gaming market within the study

area.

7.71 It should also be noted that the Pi-on model seeks simply to quantify the expansion of the market resulting

from the new casinos.  As such it does not account for year on year growth stemming from population and

expenditure growth.

7.72 To provide a full picture of how the market may evolve we have applied the factor of growth resulting from the

Pion model to Experian’s nationally sourced data on the current level of gambling expenditure.

Table 7.11: Future Casino Spend

Year Total Population
Existing Casino

Expenditure
£ (m)

Anticipated Casino Expenditure
£ (m)

2006 286.2 3.4 12.3

2011 298.4 3.5 12.8

2016 308.7 3.6 13.2

2021 319.0 3.8 13.7

  Notes: Anticipated Casino Expenditure assumed at factor of 3.64

7.73 On this basis it is anticipated that following deregulation casino expenditure within the study area will grow to

£12.3 million, and that as a result of year on year growth the level of expenditure, from within the study area,

in casinos will exceed £13.7 million by 2021 (Table 7.11).  This assessment is based on existing levels of

growth.  It is anticipated that following deregulation casino’s will be able to establish themselves as a

mainstream leisure activity and as such the annual growth in casino expenditure is likely to exceed that of the

last five years.  On the basis of this assessment, and given that the catchment area currently has no such

facilities, it is evident that there is sufficient expenditure capacity in the catchment area to justify the

development of new casino facilities.

(iii) Restaurant/ Café Expenditure

7.74 According to Experian Business Solutions (2003), the average person, in the catchment area, spends £890

per annum in restaurants/cafes.  Experian also estimate that people’s average likely spend on leisure goods

such as eating out increases by 2% each annum.  Currently the total spend available for restaurant/cafés in

the study area is £270.3 million, increasing to £405.5 million in 2021, as identified in Table 7.11.
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7.75 This does not justify a more flexible policy approach in Primary Shopping Frontages, and A1 shop uses should

continue to be protected to underpin the vitality and viability of the town centres.  It may be appropriate to

allow a more flexible policy approach elsewhere in the Primary Shopping Areas and town centre boundaries,

enabling the representation of A3 and A4 uses which can enhance the vitality and viability of a centre and

encourage longer trip times.  The tighter control of A5 (hot food take-away) uses may be appropriate.

Table 7.12: Restaurant / Café Expenditure Forecasts – Total Study Area

Projection 2006 (£000) 2011 (£000) 2016 (£000) 2021 (£000)

Total Study Area 270,293 311,185 355,416 405,483

Source: Experian Business Solutions, Emarketer, 2004

7.76 On this basis, our assessment highlights sufficient growth in the study area to sustain a circa 33% growth in

this sector.  Clearly the profile of the catchment population, in relation to the proportion of ABs, will determine

the location, scale and quality of restaurants/cafés in the catchment area.

SUMMARY

� Our capacity projections indicate the total population of the survey area is forecast to grow from 286,183 in

2006 to 318,992 in 2021 – a strong increase of 11%.  Convenience goods expenditure is expected to increase

to £466m in 2006 to £576m by 2021.  In the comparison sector, higher growth rates illustrate that spending

will increase from £763m in 2006 to £1.6bn in 2021 – an overall growth of £836m of comparison goods

expenditure between 2006 and 2021.

� In terms of convenience provision, a number of key town centre foodstores are performing well compared to

estimated company averages: Waitrose, Newmarket town centre; Iceland, Newmarket town centre; Marks &

Spencer, Newmarket town centre; Budgens, Mildenhall town centre; and local foodstores in Brandon town

centre.  In terms of out of centre foodstore provision, the Tesco store on Fordham Road and the Netto store

on Fordham Retail Park are trading exceptionally well, and the Tesco on London Road, Brandon is trading in

line with company averages.

� We estimate there will be capacity for an additional 4,865 sq m net of convenience goods floorspace within

the district by 2016, growing to 5,608 sq m net by 2021.  Focusing on the three individual towns, our capacity

assessment identifies the largest capacity in Newmarket (4,482 sq m net by 2021), with some capacity in

Mildenhall (726 sq m net by 2021) and Brandon (400 sq m net by 2021).  These figures are based on current

markets i.e current shopping patterns. We consider there is an opportunity, if an appropriate proposal came

forward, to divert capacity arising in Newmarket to Mildenhall to address qualitative deficiencies.  This is

discussed further in Section 8.

� Capacity projections have identified the relatively good performance of Newmarket as a comparison goods

shopping destination, having a sales density in excess of £4,200 per sq m net.  Mildenhall and Brandon are

not, however, performing at the same level, with a weaker sales density of less than £2,000 per sq m net.  Our

figures suggest that the Studlands Retail Park is trading well above company expectations, providing a strong

shopping attraction in the district.
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� Our comparison goods capacity projections suggest there will be scope for additional floorspace in the period

up to 2021.  On the basis the district is able to maintain its market share in the face of growing competition, we

estimate capacity for 11,777 sq m net of comparison goods floorspace by 2021.  At a more local level, based

on current market shares, Newmarket, Mildenhall and Brandon town centres all have capacity for new

floorspace.

� In line with Government guidance any proposals for new retail development for food or non-food proposals,

should comply with the sequential test, exhausting all possible town centre sites before edge-of-centre and

out-of-centre are considered.  Proposals should also comply with the key policy tests of need, scale, impact

and accessibility.  The scope for new development is discussed further in Section 8.

� In this section we consider the issue of leisure need in quantitative terms.  There is no robust methodology for

forecasting capacity for specific forms of leisure development.  In any event, new leisure formats are

continually evolving, fuelled by the factors described in Section 3.  However, to provide an indication of

capacity for additional commercial leisure facilities, we have examined current and forecast growth in leisure

expenditure, and reviewed the specific quantitative need for new cinema screens and Casinos within Forest

Heath.  These are the two sub categories where there is sufficient data to support broad based capacity

projections.

� Total expenditure on leisure goods in the Forest Heath Catchment is currently £461 million, and predicted to

increase to £691.6 million by 2021, an overall growth of approximately £230.6m or about 33.3%.  Within these

global estimates the main commercial leisure elements which are potentially of strategic significance and likely

to underpin plans for the centres are cinemas and, following deregulation of the gaming industry, the potential

for new casino facilities.

� In our baseline scenario we estimate a current capacity for circa 11 cinema screens within Forest Heath,

increasing to 21 by 2021.  We anticipate significant potential to incorporate further cinema provision to meet

identified deficiencies to supplement existing facilities in all the sub regional centres.

� At present, there are no casinos in the Forest Heath catchment.  With the effect of population growth and

deregulation we estimate that expenditure for the casino sector will increase to circa £13.7m by 2021.  This

suggests that there is scope for additional casino provision leading up to 2021.

� In the restaurant/café sector, we estimate growth of circa 33% in the catchment area.  We envisage that this

will help sustain significant growth in the scale and quality of eating/drinking facilities within the catchment

area.
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8.    SCOPE FOR NEW DEVELOPMENT/RECOMMENDATIONS

8.1 Drawing on our qualitative and quantitative analysis, including our assessment of retailer demand, this section

considers the scope for accommodating new retail development in the District.  We examine each of the key

centres assessed in this report in turn.

NEWMARKET

8.2 In terms of policy, Newmarket is described as a market town in the Draft East of England Plan.  The Plan

states that town centres within the East of England will continue to be the focus for investment, environmental

enhancement and regeneration.  The plan also acknowledges that centres such as Newmarket, should

capitalise on the close proximity of the Cambridge area to diversify and strengthen their economies.  Within

the now outdated Local Plan, the general aim is to develop Newmarket as the largest shopping centre and

provide new retail facilities compatible to the scale of the centre.

8.3 The adopted Local Plan describes Newmarket as a large town centre. Our findings indicate the strength of the

centre within the retail hierarchy in the District and we recommend that Newmarket retains this designation

over the forthcoming LDF period, as defined in PPS6:

“Town centres will usually be the second level of centres after city centres and, in

many cases, they will be the principal centre or centres in a local authority's areas.  In

planning for the future of town centres, local planning authorities should consider the

function of different parts of the centre and how these contribute to its overall vitality

and viability.”

Annex A: Typologies, PPS6, 2005

8.4 In terms of the sub-regional context, Newmarket faces strong competition from the competing centres of

Cambridge and Bury St Edmunds.  As new town centre retail schemes come forward in each of these centres

over the LDF period, it will become increasingly important for Newmarket to enhance its retail offer to maintain

market share.  As the largest centre in the District, Newmarket should strengthen its role as a comparison

goods shopping destination, preventing any increase in the leakage of trade from the District.

8.5 Our assessment of Newmarket has identified a relatively healthy centre, performing well in a number of vitality

and viability indicators.  In particular, vacancy rates are well below the national average and the centre has an

above average representation of comparison units.  Furthermore, retailer requirements have increased since

2001, rents have risen since 2002, the centre has a popular outdoor market, and a reasonable range of mid-

market comparison goods retailers.  The general quality of the environment of Newmarket is particularly good

in parts.

8.6 The analysis did, however, highlight potential signs of vulnerability and areas of opportunity to enhance and

strengthen the centre over the period to 2021.  Although retailer requirements have risen since 2001, there are

only 23 known registered requirements from retailers to locate in the centre.  The current unit size is relatively

small and outdated and the centre is unlikely to generate any interest from retailers looking for larger unit sizes

in its present form.  Nevertheless we do consider the centre is performing in line with its intended role as a
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market town.  There may be potential to provide larger units in the centre through redevelopment options,

these are discussed below.

8.7 More specifically, the High Street could be better integrated with the Rookery Shopping Centre.  Linkages and

signage could be improved.  Furthermore, linkages from the town centre through to the Waitrose food

superstore and adjoining car park are weak.  The foodstore is performing well and attracts people from

beyond the district, and we believe there is significant potential for the town centre to benefit from linked trips

to a greater degree.  We therefore consider there is some potential to improve pedestrian circulation and

linkages throughout the full extent of the centre, and discuss these opportunities later in this section.

8.8 In qualitative terms, the centre is performing adequately, but demand from retailers for space is weak and an

appropriate unit stock does not exist to enhance retailer interest over the LDF period.  There is some potential

to rectify this position, enhance the environment, and improve linkages and pedestrian circulation throughout

the centre.

8.9 In terms of convenience goods, our analysis has highlighted a strong representation of retailers from both

national multiples and smaller, independent retailers such as bakers and butchers.  Waitrose is the key anchor

retailer, occupying a large format store within the town centre boundary, but with poor links to the core

shopping area.  The Waitrose Store is trading marginally above the expected company average sales.

Although we understand this is only recent following a slow start.  Supplementary town centre foodstores

include an Iceland on Crown Walk, whilst a proportion of the Marks and Spencer store, located in the Rookery,

is dedicated to the sale of food.

8.10 The location of Tesco along Fordham Road, in an out of centre location, could be a factor in Waitrose under

performing.  In terms of market share, the store is the dominant foodstore in Zones 1 and 2 acting as a

significant pull for shoppers throughout the catchment area.  The Tesco store is trading significantly well,

above expected company average levels.

8.11 Our convenience goods capacity projections for the District have highlighted capacity for an additional 3,379

sq m net of convenience goods floorspace in Newmarket by 2011, growing to 3,917 sq m net by 2016, and

again to 4,482 sq m net by 2021.  This capacity has arisen on the basis of constant market shares, a growth in

population and the strong performance of current foodstore provision.

8.12 On the basis of current market shares, it is evident from the results of our analysis that foodstore provision in

Newmarket town centre (excluding out of centre foodstores) has a turnover of circa £28.7m, accounting for

28% of total available convenience goods expenditure in the survey area.  In its more localised catchment

area, however, town centre foodstore provision is dominant in Zones 1, 2, 4, 8 and 9 and within these Zones

convenience goods floorspace accounts for 27% of total available expenditure.  In order to increase this

market share further, the Council should seek to maintain this shopper attraction in conjunction with improved

linkages, to the benefit of the town centre as a whole.

8.13 Although the figures have identified a quantitative surplus of expenditure to support additional convenience

goods floorspace, it will be necessary to protect the performance of town centre foodstore provision and resist

out of centre floorspace that will have an impact on trading performance.  In particular, the Council should

explore all town centre options before permitting any further edge of centre or out of centre convenience

retailing.
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8.14 The local authority should promote and support the enhancement of town centre foodstore provision, and

improve linkages from the Waitrose store through to the core shopping area.  Identified capacity does not

automatically lead to a need for additional floorspace, and any proposal must comply with the key policy tests

outlined in PPS6, including the sequential approach and impact.  We consider that Newmarket could enhance

its convenience provision through additional small scale facilities but we do not consider the centre should be

the focus for any large scale foodstore.  A proportion of the capacity identified for Newmarket could be

redirected to Mildenhall.  This is discussed further in this section.

8.15 Table 8.1 illustrates the key foodstore shopping destinations within the zones surrounding Newmarket.  At

present, in these Zones, it is clear that a large proportion of convenience spend is going to stores outside of

the District, in particular Tesco’s in Ely and Bury St Edmunds and Sainsbury’s in Haverhill.  The local authority

should monitor foodstore proposals beyond the district boundary as well as within, and resist development

where necessary.  Identified capacity does not highlight a need to enhance market share to support new

development, and we do not consider a greater level of floorspace than identified is required over the LDF

period.

Table 8.1: Foodstore Market Shares in Zones 1, 2, 4, 7, 8 and 9

Zone 1
Market Share

Zone 2    Market
Share

Zone 4    Market
Share

Zone 7    Market
Share

Zone 8    Market
Share

Zone 9   Market
Share

Tesco, Fordham
Rd – 21.0%

Tesco, Fordham
Rd – 44.7%

Tesco, Angel
Drive, Ely –

40.8%

Tesco, St
Saviours, Bury St

Edmunds –
27.3%

Sainsbury’s,
Hanchett End,

Haverhill –
44.2%

Tesco, Angel
Drove, Ely 27.5%

Budgens, St
Andrews St,
Mildenhall –

18.5%

Waitrose, Fred
Archer Way,
Newmarket –

5.0%

Tesco, Fordham
Road,

Newmarket –
14.3%

Sainsbury’s,
Moreton Hall,

Bury St Edmunds
– 15.2%

Tesco, Cherry
Hinton – 7.5%

Tesco,
Cambridge Rd,
Cambridge –

18.3%

Tesco, St
Saviours, Bury St
Edmunds – 9.2%

Iceland, Crown
Walk,

Newmarket –
5.8%

Waitrose, Brays
Lane, Ely –

10.2%

Sainsbury’s,
Hanchett End,

Haverhill – 9.1%

Tesco, Radwinter
Road,

Cambridge –
5.0%

Tesco, Fordham
Road,

Newmarket –
13.8%

Waitrose, Fred
Archer Way,
Newmarket –

5.0%

Netto, Oaks
Drive,

Newmarket –
3.9%

Waitrose, Fred
Archer Way,
Newmarket –

3.1%

Waitrose, Robert
Boby Way, Bury
St Edmunds  -

7.6%

Sainsbury’s,
Brooks Road,
Cambridge –

4.2%

Sainsbury’s,
Brooks Road,
Cambridge –

5.5%

8.16 Driven by a strong growth in retail expenditure and growing competition in the wider Sub-Region, we consider

there is the potential to improve and consolidate comparison goods retail floorspace in Newmarket in line with

its role as a Town Centre.  Improvements through refurbishment or redevelopment will help to consolidate the

centre and maintain market share over the LDF period.

8.17 The Household Telephone Survey highlights that Newmarket is performing reasonably well at present, with a

turnover of £76.9m and a sales density of £4,136 per sq m net. This sales performance incorporates the

turnover of the Studlands Retail Park, located approximately 2.2km to the north of the town centre.   Our

capacity projections identify capacity for additional comparison goods floorspace in the town centre between

2006 and 2021.  On the basis it is able to maintain its current market share in the face of growing competition,

we estimate capacity for circa 2,676 sq m net (3,612 sq m gross) by 2011, growing to 6,095 sq m net (8,229

sq m gross) by 2016, and again to 10,766 sq m net (14,534 sq. m gross) by 2021.
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8.18 At present, Newmarket accounts for 7.3% of total available comparison goods expenditure in the centre’s

most dominant catchment area (Zones 1, 2, 4, 7, 8 and 9).  Focusing on the total survey area, Newmarket

accounts for only 7% of total available comparison goods expenditure.  Residual comparison goods

expenditure is travelling to a number of alternative shopping destinations.

8.19 We consider that sufficient capacity has been identified to support new floorspace in Newmarket to enhance

retail provision and consolidate the attraction of the centre based on current market shares, although there is

potential to enhance this further through claw-back.  We consider this would require careful consideration to

ensure the scale of development is appropriate to the centre’s built form and its role in the retail hierarchy.

8.20 It is critical that any new development is effectively integrated into the established core, and planned in such a

way as to reinforce the centre as a whole.  Our analysis has identified appropriate Primary Frontage’s

boundaries as illustrated on Plan 14.  In its current form, we recommend that primary shopping frontages

include The Rookery Shopping Centre and the High Street from 28-122 on the north side and from 15-91 on

the south side.  Secondary shopping frontages should include the southern and northern parts of High Street

and also the retail provision residing on Wellington Street, Sun Lane, Exeter Road and Old Station Road.  The

new designations do not cover Waitrose, this store would therefore fall within an edge of centre location.

8.21 Based on our overview of the opportunities in the centre, we have identified several key opportunity areas as

having the potential to accommodate identified floorspace capacity, and to contribute to meeting Newmarket’s

long term comparison/convenience shopping and other needs (Plan 17).

8.22 We also consider that there is potential to develop the site to the west of Wellington Street, to the rear of the

B’Wise unit.  This site is currently used as an access/service area for the retail units fronting High Street.  If an

appropriate scheme came forward to develop the site, it would be a good opportunity to enhance the area

through retail led mixed use development including perhaps a leisure element. In order for such a scheme to

be successful the development may have to include an element of the units currently fronting onto Wellington

Street. This could help integrate Wellington Street more successfully into the overall shopping area.

8.23 As we have discussed above, the Waitrose food superstore acts as a significant pull to the town centre, but is

poorly integrated into the core comparison goods shopping area.  Units on Crown Walk and Exeter Road are

disjointed in layout and form a barrier between the foodstore and core shopping area.  In particular the Council

should promote improvements to the linkages between the two shopping destinations to enhance linked trips,

focusing on site lines and pedestrian routes from the Waitrose car park.  This may involve the

demolition/redevelopment of the units mentioned above.

8.24 We would also recommend improvements and enhancement to the Rookery Shopping Centre. Although the

managed shopping centre currently has a reasonable shopping environment we believe it has the potential for

further enhancement so it can act as a key focal point in the town.  For this to take place the centre should

also actively encourage pedestrian circulation throughout the entire stretch of the shopping centre and provide

improved linkages through to the High Street.  Currently the Rookery does not have any frontage onto High

Street.  Therefore to attract the necessary footfall between the Rookery and the High Street the Council

should encourage retail anchors along the two main links, Market Street and Wellington Street, to enhance the

pedestrian flows.
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8.25 The site to the south west of the Rookery Shopping Centre which is currently used as a car park and Market

place could be utilised more successfully to extend the retail floorspace in the Rookery Shopping Centre.  We

consider that this car park / market place could occupy further retail provision, and the Council may wish to

consider the markets relocation within the centre over the LDF period to free up space for a greater range of

multiple retailer, and perhaps even a small format department store operator.  The options for relocation, and

the pros and cons of such an approach, should be carefully considered.

8.26 In general, proposals for the centre over the LDF period should promote public realm improvements and

enhancement to the pedestrian environment.

MILDENHALL

8.27 In terms of policy, Mildenhall is described as a small market town by the local plan.  Drawing on our findings

we recommend that Mildenhall is designated as a small town centre over the forthcoming LDF period.

8.28 In terms of the sub-regional context, Mildenhall does not and should not compete with higher order centres

such as Newmarket, Cambridge and Bury St Edmunds.  The centre performs a local shopping function and

should seek to enhance and consolidate this role over the LDF period.  The Council should focus on the

centre’s local catchment population, creating an attractive shopping centre with a good range of everyday

service and shopping requirements.  Mildenhall is smaller than Newmarket and functions at a lower level in

the retail hierarchy.  We have recommended that Newmarket is defined as a town centre over the LDF period.

8.29 Our assessment of Mildenhall indicates that the centre is performing its local function adequately with a good

range of everyday service requirements. We have, however, identified some weaknesses that could, if not

addressed, lead to the decline of Mildenhall over the LDF period. .  For instance, the centre has a below

average representation of comparison and convenience retailers, an above national average proportion of

vacant units and the centre has only one retailer requirement for space in the centre.  In quantitative terms,

Mildenhall has a low comparison goods floorspace efficiency.  Mildenhall does, however, have an above

average representation of service units.  The potential decline in the health of the centre will not generate

renewed interest from retailers for space in the centre.

8.30 We recommend that the managed centre, The Precincts, and the football club site should be the focus for the

long term success of the centre.  The overall strategy for Mildenhall should be to redevelop and consolidate in

this central area.  In accordance with recommendations outlined in PPS6 we have recommended Primary

Shopping Frontages as the units within The Precincts Shopping Centre.  The secondary frontages cover

Market Place, High Street, New Street and St Andrews Street (Plan 15).

8.31 In terms of convenience goods, Mildenhall has a Co-op foodstore in The Precincts and a Budgens located on

St Andrews Street which is the key anchor in the centre.  The Budgens foodstore appears to be trading well

and is supplemented with a reasonable range of smaller independent retailers in the centre including a

number of butchers and grocers.  Convenience goods floorspace in Mildenhall should be retained and the

Council should aim to maintain this position over the LDF period and strongly resist any proposal for out of

centre foodstore development.  The focus should be on maintaining and enhancing the foodstore offer in

Mildenhall town centre – any out of centre foodstore development would impact on the current provision.
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8.32 Our convenience goods capacity projections for the District have highlighted capacity for an additional 572 sq

m net of convenience floorspace by 2011, growing to 647 sq m net by 2016, and again to 726 sq m net by

2021.  There is currently one proposal for a new foodstore in Mildenhall, as discussed in paragraph 8.41.  The

centre could therefore support an uplift in convenience goods floorspace over the LDF period, and we strongly

recommend this is directed towards the town centre.  A proportion of convenience goods capacity identified in

Newmarket would instead be directed towards Mildenhall to balance out provision and encourage more

sustainable travel patterns.  This is particularly the case for shoppers in Zone 1 who lie between Newmarket

and Mildenhall.  At present, a number of local shoppers in Mildenhall are travelling to the Tesco on Fordham

Road, and this could be reversed through an appropriate quality foodstore development in Mildenhall.

8.33 Table 8.2 illustrates the key foodstore shopping destinations within the Zones closest to Mildenhall.  At present

in these Zones, the strongest proportion of trade is being directed towards Tesco Fordham Road.  The figures

also highlight the influence of Tesco in Ely and Sainsbury’s in Bury St Edmunds.  It is evident from this

analysis that foodstore provision in Mildenhall town centre has a localised catchment area confined to Zone 1.

This trade draw performance is in accordance with its role as a small town centre, but illustrates the risk of

new out of centre development eroding the centre’s market share.

Table 8.2: Foodstore Market Shares in Zones 1, 2, 3, 4 and 6

Zone 1     Market
Share

Zone 2    Market
Share

Zone 3    Market
Share

Zone 4    Market
Share

Zone 6    Market
Share

Tesco, Fordham Rd
– 21.0%

Tesco, Fordham Rd
– 44.7%

Tesco Norwich Road,
Thetford – 16.8%

Tesco, Angel Drive,
Ely – 40.8%

Sainsbury’s, Moreton
Hall, Bury St

Edmunds – 29.5%

Budgens, St
Andrews St,

Mildenhall – 18.5%

Waitrose, Fred
Archer Way – 5.0%

Tesco, London
Road, Brandon –

15.8%

Tesco, Fordham
Road, Newmarket –

14.3%

Tesco, St Saviours,
Bury St Edmunds –

24.6%

Tesco, St Saviours,
Bury St Edmunds –

9.2%

Iceland, Crown
Walk – 5.8%

Sainsbury’s, London
Road, Thetford

Waitrose, Brays
Lane, Ely – 10.2%

Waitrose, Bury St
Edmunds - 12.3%

Waitrose, Fred
Archer Way,

Newmarket – 5.0%

Netto, Oaks Drive,
Newmarket – 3.9%

Tesco superstore,
Thetford – 9.9%

Waitrose, Fred
Archer Way – 3.1%

Somerfield, Bury St
Edmunds – 8.2%

8.34 To ensure the regeneration and improved performance of Mildenhall over the LDF period, we consider it is

important to retain a strong convenience shopping role in this location.  Through the development of the LDF

strategy, the Council should support and encourage the redevelopment of The Precincts managed shopping

centre, discussed further below.  We consider there is the potential for additional foodstore provision over the

forthcoming LDF period in Mildenhall, provided the key policy tests in PPS6 are complied with.

8.35 The Household Telephone Survey highlights that Mildenhall is performing poorly in terms of comparison

goods floorspace in the centre.  With a current turnover of £5.9m the centre has a sales density of £1,347 per

sq m net, which is below what we would expect from a centre of this size and position in the retail hierarchy.

We consider that Mildenhall should be achieving at least £2-3,000 per sq m net.  The centre has a tight

catchment area, restricted almost entirely to Zones 1, 3 and 4.

8.36 On the basis of current market shares, we have identified capacity for an additional 205 sq m net of

comparison goods floorspace by 2011, growing to 465 sq m net by 2016, and again to 821 sq m net by 2021.

The study has therefore identified capacity for additional comparison goods floorspace, and we consider any
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new development should focus on and incorporate the redevelopment/recycling of existing space centred on

The Precincts.  If required, we believe there is the potential to uplift market share to support an uplift in

floorspace if required.

8.37 We have identified The Precincts as a potential development opportunity site.  We recommend that the

Council, in partnership with the landlord, explore possible demolition/redevelopment of the site.  The scale of

development would need to be appropriate to the centre’s identified role as a small district centre.

8.38 The key development site in Mildenhall is the 2.64 hectare site currently accommodating a social club, bowling

green, swimming pool, Mildenhall Town Football Club and associated car parking in the east of the centre.

We understand that the Council is examining various options for comprehensive redevelopment of the site and

existing facilities to include a new Supermarket which would become the main anchor for Mildenhall.  Options

for the site are still being negotiated by the Council.  As explained above, Mildenhall could accommodate a

proportion of the capacity identified for Newmarket.  This site, located in the designated town centre, would

appear to be the most suitable location to accommodate further large-scale convenience provision in the town,

and could substantially enhance the vitality and viability the centre through an improved shopper attraction,

linked trips, claw-back of trade and the creation of more sustainable travel patterns.

8.39 As explained above, we have identified concerns regarding the health of the centre, and a quality large new

town centre foodstore development could prevent the centre’s decline.

As it stands, Market Place/Street is currently open to traffic on non market days and can get particularly busy

and congested throughout the day.  It conflicts with the pedestrian environment, and restricts pedestrian

circulation in this part of the centre.  We consider that the Council should explore possible improvements to

the overall environment and pedestrian circulation, including the possibility of pedestrianisation.  This would

require detailed consideration.

8.40 Towards the periphery of the centre, particularly on King Street and Mill Street, the level of retail provision

diminishes.  Within these areas the Council should monitor the level of vacancies and the LDF should

consider policies to help manage this process, by promoting the conversion of units to appropriate uses i.e.

residential if retail uses are not forthcoming.

BRANDON

8.41 In the adopted Local Plan, Brandon is designated as a town centre although is smaller in scale than

Mildenhall.  Drawing on our findings we recommend Brandon be retained as a small town centre over the

forthcoming LDF period.

8.42 In terms of the sub-regional context, like Mildenhall the town centre of Brandon does not and should not

compete with higher order centres such as Newmarket or Bury St Edmunds.  Like Mildenhall, the centre

performs a local shopping function and should seek to enhance and consolidate this role over the LDF period.

The Council should focus on the centre’s local catchment population, creating an attractive shopping centre

with a good range of everyday service and shopping requirements.

8.43 Our assessment of Brandon indicates that the centre is potentially vulnerable to decline.  In particular, the

proportion of comparison A1 retailers is significantly below the national average; vacancy rates are above the
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national average; there are no retailer requirements for the centre; a former Co-op store lies vacant in the

north of the shopping area; whilst a Tesco foodstore is beyond the south west of the centre some distance

from the core shopping area, and pedestrians are unlikely to undertake linked trips between the separate

shopping destinations.  Our qualitative analysis indicates a low floorspace efficiency.

8.44 Table 8.3 illustrates the key foodstore shopping destinations within Zones 1, 3, 4, 5, 6 and 10, the Zones

closest to Brandon.  It is evident that within Brandon’s own Zone (3), a large majority of people are travelling to

Thetford to undertake their main convenience shopping, although 15.8% in Zone 3 use the Tesco on London

Road.  Quite significantly, very few residents in Zone 1 travel north to Zone 3 instead they opt to travel south

to Tesco on Fordham Road. The Council should encourage the reoccupation of the vacant co-op store and

monitor, and if necessary, object to proposals for major new foodstore development over the LDF period, both

within and beyond the district boundary to protect the vitality and viability of Brandon.

Table 8.3: Foodstore Market Shares in Zones 1, 3, 4, 5, 6 and 10

Zone 1
Market Share

Zone 3    Market
Share

Zone 4    Market
Share

Zone 5
Market Share

Zone 6    Market
Share

Zone 10
Market Share

Tesco, Fordham
Rd – 21.0%

Tesco Norwich
Road, Thetford –

16.8%

Tesco, Angel
Drive, Ely –

40.8%

Tesco Norwich
Road, Thetford –

39.7%

Sainsbury’s,
Moreton Hall,

Bury St Edmunds
– 29.5%

Tesco, London
Road, Downham
Market – 36.1%

Budgens, St
Andrews St,
Mildenhall –

18.5%

Tesco, London
Road, Brandon

– 15.8%

Tesco, Fordham
Road,

Newmarket –
14.3%

Tesco,
Superstore,

Thetford – 13.2%

Tesco, St
Saviours, Bury St

Edmunds –
24.6%

Somerfield,
Bridge Street,

Downham
Market

Tesco, St
Saviours, Bury St
Edmunds – 9.2%

Sainsbury’s,
London Road,

Thetford – 14.9%

Waitrose, Brays
Lane, Ely –

10.2%

Sainsbury’s,
London Road,

Thetford – 11.8%

Waitrose, Bury St
Edmunds -

12.3%

Tesco, Norwich
Road, Thetford –

4.2%

Waitrose, Fred
Archer Way,
Newmarket –

5.0%

Tesco
superstore,

Thetford – 9.9%

Waitrose, Fred
Archer Way –

3.1%

Tesco Thetford
Road, Watton –

5.9%

Somerfield, Bury
St Edmunds –

8.2%

Asda,
Leverington

Road, Wisbech –
4.2%

8.45 Our capacity projections for Brandon highlight surplus expenditure to support a further 207 sq m net of

convenience goods floorspace by 2011, growing to 301 sq m net by 2016 and again to 400 sq m net by 2021.

These figures exclude the vacant Co-op foodstore in the town centre which has a floorspace of 950 sq m net.

We understand a new foodstore operator will re-occupy the vacant unit.  On opening it will absorb all identified

capacity and would also need to claw back trade to support the stores turnover.  Town centre foodstore

provision has a market share of 5% within Zone 3 (the centres most dominant catchment area), and we

believe this trade draw could be increased to support more floorspace than identified if the quality of provision

was sufficient to attract new shoppers to the centre.
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8.46 Collectively, foodstore provision in Brandon town centre retains circa £2.2m from primarily Zones 1 and 3.

While we do not consider there is sufficient capacity for a further large food superstore, we believe there is

sufficient expenditure to support a new food operator in the existing vacant Co-op, or a redevelopment,

provided the quality is sufficient to claw back expenditure currently being lost elsewhere, for example Thetford.

8.47 In terms of out of centre foodstore provision, the Tesco on London Road has a market share of 16% in Zone 3

and 11% in Zone 10 and is trading in line with company average sales.  In order to protect Brandon, it will be

necessary to resist any further out of centre floorspace that will have an impact on trading performance.  In

particular, the Council should explore all town centre options before permitting any further edge of centre or

out of centre convenience retailing.

8.48 In terms of comparison goods, our assessment indicates that Brandon is trading, not surprisingly at a weaker

level than Mildenhall.  The centre has a market share of 2% in Zone 3, the centres core catchment area.

Brandon has a comparison goods turnover of approximately £1.3m and a relatively weak sales density for a

centre of this size and in this position in the retail hierarchy (£1,012 per sq m net).

8.49 Our quantitative analysis indicates minimal capacity to support further comparison goods floorspace in

Brandon town centre over the LDF period based on current market shares.  On the basis that it is able to

maintain market share, we forecast capacity for an additional 48 sq m net of comparison goods floorspace in

Brandon town centre by 2011, growing to 108 sq m net by 2016, and again to 191 sq m net (4,087 sq m

gross) by 2021.

8.50 The local authority should continue to consolidate and enhance the town centre over the LDF period, and we

believe there is potential to enhance market share to support a greater level of floorspace than identified in our

capacity projections.  Any uplift in market share would, however, be minimal due to the centres local ‘top up’

shopping role, and restrictions on the scale of development in a centre at this position in the retail hierarchy.

Proposals for new floorspace would need to be realistic about levels of claw back if required to support

additional floorspace, and we consider the Council should focus in the first instance on improving the

performance of existing floorspace, through, for example, environmental improvements and accessibility.

8.51 We are aware of one retail development site in the pipeline in Brandon town centre over the forthcoming LDF

period.  This involves the vacant former Co-op unit in the north of the centre which has a total floor area of

1,486 sq m gross.  We understand the Council are in discussions with an established food operator regarding

the reoccupation of this unit.  A quality anchor retailer in this unit will encourage shopping visits to the centre

and linked trips to the High Street.

8.52 The LDF should incorporate policies to continue to encourage investment in town centre enhancement

schemes to ensure it remains attractive to local shoppers.  In particular, the Council should consider the

pedestrian environment and enhancements to crossing points on High Street to encourage pedestrian

circulation and improve the physical environment further. In terms of enhancing the comparison offer in the

centre the Council should actively encourage the re-use of vacant premises in the centre.  The Council may

wish to introduce a policy to protect the proportion of A1 retail uses in the centre.

8.53 It is evident from Table 8.1 that there is a good opportunity to claw back trade from the centre’s local

catchment area currently being directed towards larger food superstores.  An extension or redevelopment of

the Co-op foodstore over the LDF period will enhance shopping facilities and the range of goods in light of



FOREST HEATH DISTRICT COUNCIL

Retail and Town Centre Study, June 2006

74

growing competition elsewhere.  It will be important to consolidate and improve the quality and choice of

convenience goods and associated services, to create more sustainable travel patterns offering the catchment

population quality local shopping facilities, thus consolidating the centres market share.

RETAIL WAREHOUSING

8.54 In accordance with Government requirements, this Retail Study has forecast the capacity for comparison

goods floorspace, and does not disaggregate into the capacity for bulky and non-bulky goods.  We do,

however, draw on our overall assessment to outline our recommendations in relation to the need for additional

bulky goods retail warehousing.

8.55 Retail warehousing in the District comprises the Studlands Retail Park.  It has a reasonable selection of retail

warehouse operator including Homebase, and is trading well at above company average levels.  It is evident

that Newmarket is currently retaining a reasonable proportion of bulky goods expenditure. Our analysis

however highlights strong competition in Cambridge and Bury St Edmunds.

Table 8.4: Where do you do most of your households shopping for DIY and decorating goods?

CENTRE ZONE 1
MARKET

SHARE (%)

ZONE 2
MARKET

SHARE (%)

ZONE 3
MARKET

SHARE (%)

ZONE 4
MARKET

SHARE (%)

Homebase, Studlands Retail Park,
Newmarket

21.0% 59.1% 11.9% 48.8%

Homebase, Bury St Edmunds 11.3% 4.5% 2.4% 2.4%

B&Q, Newmarket Road Cambridge 1.6% 4.5% 0% 9.8%

B&Q, Risbygate Street, Bury St Edmunds 12.9% 2.3% 11.9% 0%

Forest Retail Park, Thetford 1.6% 0% 40.5% 0%

Haverhill Retail Park, Haverhill 0% 0% 0% 0%

Cambridge Town Centre 3.2% 4.5% 0% 4.9%

Newmarket Town Centre 6.5% 15.9% 0% 9.8%

Source: Household Telephone Survey, 2006

Table 8.5: Where do you do most of your households shopping for your furniture, floor coverings and household

textiles?

CENTRE ZONE 1
MARKET

SHARE (%)

ZONE 2
MARKET

SHARE (%)

ZONE 3
MARKET

SHARE (%)

ZONE 4
MARKET

SHARE (%)

Cambridge Town Centre 15.0% 21.4% 2.9% 8.0%

Bury St Edmunds Town Centre 15.0% 7.1% 11.4% 8.0%

Haverhill Town Centre 0% 0% 0% 0%

Glasswells, Bury St Edmunds 7.5% 3.6% 2.9% 4.0%

Homebase, Studlands Retail Park,
Newmarket

5.0% 14..3% 2.9% 12.0%

Cambridge Retail Park, Cambridge 2.5% 0% 0% 0%

Newmarket Town Centre 5.0% 17.9% 0% 8.0%

Forest Retail Park, Thetford 2.5% 0% 11.4% 0%

Source: Household Telephone Survey, 2006
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8.56 If proposals were deemed acceptable and subsequently approved, retail warehouses selling ‘town centre’ type

goods, such as clothing and footwear, should however, be resisted due to unacceptable impact on the town

centres.  Any planning permission over the LDF period should be accompanied with appropriate conditions to

restrict the sale of goods and protect the health of the town centres.

8.57 The Council should assess applications for a new DIY retail warehouse on their own merits, within an

appropriately defined catchment area, demonstrating that they meet the following requirements, set out in

Section 3 of PPS6:

� The need for development;

� That the development is of an appropriate scale;

� That there are no more central sites for the development;

� That there are no unacceptable impacts on existing centres;

� That locations are accessible.

8.58 As a general rule, PPS6 states that local planning authorities should assess the applications on the basis of

these considerations and the evidence presented.  As a general rule, the development should satisfy all these

considerations, but in making their decision, local planning authorities should also consider relevant local

issues and other material considerations.

KEY POLICY RECOMMENDATIONS

Retail Hierarchy

� In the adopted Local Plan (1995), Newmarket, Mildenhall and Brandon are defined, in general as Town

Centres, although there is not clear policy setting out the retail hierarchy, and appropriate role each

should plan.

� We recommend that the LDF sets out a clear policy position on the designation and description of each

centre, and the role they should play, in accordance with PPS6.

� Newmarket is the largest and strongest centre in the District, performing the key comparison goods

shopping destination.  From our assessment, we recommend that Newmarket is defined as a Major

Town Centre over the forthcoming LDF period.

� Mildenhall is smaller in scale than Newmarket, and functions at a lower level in the retail hierarchy.

Although we conclude that the centre is potentially vulnerable to decline, we consider it should maintain

its position as a Town Centre over the forthcoming LDF period.  There are development opportunities in

the centre which, if implemented, will enhance the centres vitality and viability.  It’s designation as a Town

Centre will continue to encourage development over the forthcoming LDF period, but the centres health

and position should be monitored carefully.
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� Brandon is smaller in scale that Mildenhall and has fewer development opportunities.  It is vulnerable to

decline, and has a high vacancy rate.  We consider, however, that Brandon should retain its role as a

Town Centre.  As set out in the ‘town centre’ definition in PPS6, in rural areas there are likely to be

market towns and other centres of similar size and role which function as important service centres,

providing a range of facilities and services for extensive rural catchment areas.  The Council should

continue to encourage investment in the centre to reverse the decline that Brandon has experienced in

recent years.

� Although Mildenhall is perhaps larger and performing better than Brandon at present, both centres

perform important roles as town centres, providing a range of services to large rural catchment areas.

Investment should be encouraged and frontages protected through policy.

Newmarket

� Newmarket should be defined as a Major Town Centre in the LDF.

� Newmarket should strengthen its role as a comparison goods shopping destination, preventing any

increase in the leakage of trade from the District.

� Overall, the centre should aim to provide more modern retail units over the LDF period to generate

retailer interest, enhance the environment and improve linkages and pedestrian circulation throughout the

centre.

� Linkages between the Waitrose foodstore and car park through to the core comparison goods shopping

area should be enhanced over the LDF period.  The Waitrose is a strong pull in the district and the

Council should encourage linked trips with retail provision elsewhere in the centre.

� The town centre Waitrose is performing well and the Council should aim to maintain its dominant position

in the catchment area over the LDF period.  The Council should monitor proposals for major food

superstores within and beyond the district that may impact on the stores turnover and consequent health

of the town centre.

� Our analysis has identified capacity for 3,379 sq m net of convenience goods floorspace in Newmarket by

2021.  A proportion of this capacity should be re-directed to Mildenhall if a new scheme comes forward to

encourage more sustainable travel patterns.

� The Council should resist any out of centre foodstore and non-food proposal in the centre’s catchment

area that would cause detrimental impact on its trading performance.

� Our analysis has highlighted comparison goods capacity for 10,766 sq m net by 2021.  The Council

should encourage an improvement in clothing/fashion retailers through an increase in floorspace.

� Plan 14 illustrates recommended primary and secondary frontages in the town centre.

� We recommend the LDF promotes and encourages environmental and public realm improvements on

High Street.
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� Enhancement to the Rookery shopping centre to create a vibrant focal point for the town centre,

encouraging pedestrian flows throughout the centre.  Consideration should be given to redevelopment of

retail units to provide larger floorplates for higher order retailers.  The Rookery Shopping Centre and

adjoining car park could be defined as a Comprehensive Development Area.

Mildenhall

� Mildenhall should retain its definition as a Town Centre over the forthcoming LDF period.

� The Precincts managed shopping centre should be the focus for the long term success of the centre.  The

overall strategy should be to refurbish/redevelop and consolidate in this central area.

� The Council should resist any out of centre foodstore and non-food proposal in the centre’s catchment

area that would cause detrimental impact on its trading performance.

� We have identified 726 sq m net of convenience goods capacity by 2021.  If an appropriate quality

foodstore scheme came forward, we believe further floorspace should be supported through the claw

back of capacity identified in Newmarket, particularly focusing on the shopping patterns of those living in

Zone 1.

� We have identified capacity for 821 sq m gross of comparison goods floorspace in Mildenhall by 2021.

� We consider that the implementation of identified capacity should involve the redevelopment/recycling of

existing space centred on The Precincts.

� We have recommended primary and secondary frontage designations. (Plan 15).  The Council should

implement policies to protect A1 shop uses within the primary frontages, and allow a more flexible range

of Use Class A within the secondary frontages.  The Council should consider limiting the proportion of A4

and A5 Uses within the secondary frontages.

� The environmental quality and pedestrian environment throughout Mildenhall should be enhanced over

the LDF period.  Consideration should be given to the pedestrianisation of Market Place/Market Street to

improve pedestrian circulation.

Brandon

� Brandon should be designated as a Town Centre over the forthcoming LDF period.

� Our analysis identifies capacity for an additional 400 sq m net of convenience goods floorspace by 2021,

although we consider the centre could support a new foodstore operator in the vacant Co-op store through

claw back of trade from strong out of centre competition.

� The Council should monitor proposals within and beyond the district for major foodstore and non-food

proposals in the catchment area that may impact on Brandon’s trading performance.  The Council should

resist the proposal if it would lead to an unacceptable impact on Brandon.
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� We identify capacity for an additional 191 sq m gross of comparison goods floorspace by 2021.  There are

limited development opportunities in the centre, we therefore consider that the Council should actively

encourage the reoccupation of vacant units.

� We have not recommended primary and secondary shopping frontages. Instead we recommend that the

Council define a Primary Shopping Area (PSA).  (Plan 16).

� The Council should consider a policy to protect the proportion of A1 shop uses in the centre, for example,

preventing more than two adjoining units being occupied by an A3 retailer.  The policy should protect A1

frontages through this policy, whilst allowing a certain degree of flexibility throughout the centre for other Class

A uses to maintain a vibrant environment and ensure the local catchment have access to a range of services.

� The frontage policy should consider taking advantage of recent changes in the Use Classes Order to resist A4

and A5 Uses, for example, within every ten fascias there should be no more than one A5 use.

� The LDF should incorporate policies to continue to encourage further investment in town centre enhancement

schemes to ensure it remains attractive to local shoppers.

Lakenheath

� We consider that Lakenheath should retain its role as a large Village Centre.

� In line with PPS6, The Council should adopt policies which:

- Ensure that the importance of shops and services to the local community is taken into account in

assessing proposals which would result in their loss or change of use;

- Respond positively to proposals for the conversion and extension of shops which are designed to

improve their viability.

General Retail Policies

� We consider that the Council should incorporate separate policies which reflect the role of the three main town

centres in the District.

� We recommend policies relating to the definition of primary and secondary frontages in Newmarket Town

Centre, encouraging A1 comparison goods retailing in primary frontages and a more relaxed policy for uses in

secondary frontages.  The Council may wish to control the proportion of A4/A5 uses in secondary frontages to

maintain the health of the centre.

� A criteria based policy will remain appropriate for considering new retail and town centre development over the

LDF period.  The policy should include the requirements to demonstrate compliance with the key tests of

need, sequential approach, scale, impact and accessibility.  It should be noted that it is not necessary to

demonstrate the need for retail proposals within the Primary Shopping Area (as defined in PPS6), or the need

for other main town centre uses located within the town centre boundary.
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FOREST HEATH DISTRICT COUNCIL: STUDY CONTEXT AREA
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PLAN 2

HOUSEHOLD TELEPHONE SURVEY AREA
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COMPARISON GOODS EXPENDITURE LEAKAGE TO COMPETING CENTRES
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PLAN 4

NEWMARKET COMPARISON GOODS MARKET SHARE
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PLAN 5

BURY ST EDMUNDS COMPARISON GOODS MARKET SHARE
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PLAN 6

CAMBRIDGE COMPARISON GOODS MARKET SHARE
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PLAN 7

ELY COMPARISON GOODS MARKET SHARE





FOREST HEATH DISTRICT COUNCIL
Retail And Town Centre Study

PLAN 8

KINGS LYNN COMPARISON GOODS MARKET SHARE
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THETFORD COMPARISON GOODS MARKET SHARE
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PLAN 10

HAVERHILL COMPARISON GOODS MARKET SHARE
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PLAN 11

BRANDON COMPARISON GOODS MARKET SHARE
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PLAN 12

MILDENHALL COMPARISON GOOD MARKET SHARE
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PLAN 13

SUDBURY COMPARISON GOODS MARKET SHARE
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NEWMARKET: SHOPPING FRONTAGES AND TOWN CENTRE FOODSTORE PROVISION
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MILDENHALL: SHOPPING FRONTAGES AND TOWN CENTRE FOODSTORE PROVISION



H
IG

H
ST

R
EE

T

QUEENSWAY

KINGSWAY

N
O

R
T

H
T

E
R

R
A

C
E

ST ANDREWS STREET

M
AN

O
R

COURT

JU
B

I LE
E

W
A

Y

POLICE STATION SQUARE

K
IN

G
S

TR
E

E
T

RECREATION WAY

N
E

W
S

T
R

E
E

T

THE CHURCHYARD

CHURCH WALK

MARKET STREET

MARKET PLACE

MANOR ROAD

H
IG

H
S

T
R

E
E

T

M
IL

L
ST

R
EE

T

Mildenhall - Primary and Secondary Frontages

60 metres

Primary Frontage

Secondary Frontage

GVA Grimley 12/10/2006



FOREST HEATH DISTRICT COUNCIL
Retail And Town Centre Study

PLAN 16

BRANDON: PRIMARY SHOPPING AREA



LONDON ROAD

THETFORD ROAD

HIGH STREET

MARKET HILLSTORES STREET

SC
HO

OL
LA

N E

WHITE HART LANE

BURY ROAD

Brandon - Primary Shopping Area (PSA)

80 metres

GVA Grimley 12/10/2006



FOREST HEATH DISTRICT COUNCIL
Retail And Town Centre Study

PLAN 17

NEWMARKET: DEVELOPMENT OPPORTUNITIES
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MARKET SHARE AND TRADE RETENTION OF COMPETING CENTRES



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 1

COMPARISON GOODS ALLOCATION

% MARKET SHARE

RETAIL LOCATION
ZONE 1

%

ZONE 2

%

ZONE 3

%

ZONE 4

%

ZONE 5

%

ZONE 6

%

ZONE 7

%

ZONE 8

%

ZONE 9

%

ZONE 10

%

Newmarket 10.2 40.0 2.2 8.6 0.0 0.0 2.5 3.0 5.1 0.0

Bury St Edmonds 25.1 9.0 22.6 8.3 17.8 57.1 41.2 3.7 3.9 1.3

Cambridge 18.7 18.7 3.5 24.2 1.1 4.7 11.1 46.6 45.7 3.9

Ely 0.3 0.0 0.7 25.1 0.5 0.0 0.0 0.3 12.2 1.3

Kings Lynn 0.2 0.0 0.9 0.0 5.7 0.0 0.0 0.0 3.7 22.5

Thetford 1.4 0.0 11.9 0.0 25.7 5.0 0.0 0.0 0.0 0.7

Haverhill 0.0 0.0 0.0 0.0 0.0 0.4 2.1 23.4 0.0 0.0

Mildenhall 7.3 0.0 1.1 1.1 0.0 0.0 0.0 0.0 0.0 0.0

Sudbury 0.0 0.0 0.0 0.0 0.0 0.0 6.0 0.2 0.0 0.0

Brandon 0.0 0.0 1.7 0.0 0.0 0.0 0.0 0.0 0.0 0.0

SUB-TOTAL 63.2 67.6 42.8 67.3 50.7 67.2 62.9 77.3 70.4 29.8

Other 36.8 32.4 57.2 32.7 49.3 32.8 37.1 22.7 29.6 70.2

TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Source: Household Survey, December 2005

TABLE 2

COMPARISON GOODS ALLOCATION

SPEND (£)

RETAIL LOCATION
ZONE 1

(£000)

ZONE 2

(£000)

ZONE 3

(£000)

ZONE 4

(£000)

ZONE 5

(£000)

ZONE 6

(£000)

ZONE 7

(£000)

ZONE 8

(£000)

ZONE 9

(£000)

ZONE 10

(£000)

TOTAL

(£000)

Newmarket 6,076 35,080 1,499 5,798 0 0 1,009 3,623 5,113 0 58,197

Bury St Edmunds 15,026 7,908 15,220 5,590 5,778 80,226 16,899 4,455 3,893 600 155,597

Cambridge 11,162 16,402 2,334 16,311 351 6,581 4,562 56,157 45,978 1,799 161,636

Ely 209 0 443 16,869 168 0 0 330 12,261 615 30,895

Kings Lynn 125 0 586 0 1,841 0 0 0 3,687 10,442 16,681

Thetford 837 0 7,986 0 8,350 6,987 0 0 0 346 24,506

Haverhill 0 0 0 0 0 614 864 28,235 0 0 29,713

Mildenhall 4,368 0 740 740 0 0 0 0 0 0 5,848

Sudbury 0 0 0 0 0 0 2,465 273 0 0 2,738

Brandon 0 0 1,161 0 0 0 0 0 0 0 1,161

SUB-TOTAL 37,803 59,390 29,969 45,308 16,489 94,409 25,799 93,073 70,932 13,801 486,973

Other 22,037 28,413 37,290 21,974 16,019 46,025 15,220 27,380 29,757 32,551 276,665

TOTAL 59,840 87,804 67,259 67,281 32,507 140,434 41,019 120,453 100,688 46,352 763,638

GVA GRIMLEY
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FOREST HEATH RETAIL AND LESIURE STUDY, FEBRUARY 2006

RETAILER REQUIREMENTS: FOREST HEATH

Name Type Retail Catogary 
Min Req. 

'000 sq. m

Max Req. '000 

sq. m

1 B&Q Plc DIY/Hardware Comparison 3,716 5,109

2 Bathstore.com Bathrooms Comparison 232 557

3 Bon Marche Ltd Clothing Comparison 186 325

4 Desire by Debenhams Clothing Comparison 1,626 2,090

5 Halfords Ltd Bicycles Comparison 372 929

6 Laura Ashley Holdings Plc Clothing/Household Goods Comparison 279 743

7 O2 Mobile Phones Comparison 28 28

8 Penny Plain Ltd Clothing Comparison 74 139

9 Pets at Home Ltd Pets Comparison 372 1,115

10 Ponden Mill Ltd Soft Furnishings Comparison 139 279

11 Priceless Shoes Ltd Shoe Shop Comparison 139 186

12 Robert Dyas Ltd DIY/Hardware Comparison 232 279

13 Tchibo UK Ltd Bathrooms Comparison 75 75

14 Viyella Holdings Ltd Clothing Comparison 74 116

15 Works Publishers Outlet (the) Books Comparison 139 232

16 Zoom the Loom Ltd Clothing Comparison 111 111

17 Phones 4U Ltd Mobile Phones Comparison 74 139

SUB TOTAL COMPARISON 7,868 12,452

1 Aldi Stores Ltd Supermarkets Convenience 1,356 1,356

2 Farmfoods Ltd Supermarkets Convenience 372 557

3 Oddbins Ltd Off Licence Convenience 111 232

SUB TOTAL CONVENIENCE 1,839 2,145

1 Costa Ltd Café Service 70 186

2 Pizza Hut (UK) Ltd Restaurant Service 269 325

3 Saks Hair (Holdings) Ltd Hairdressers Service 93 93

SUB TOTAL SERVICE 432 604

TOTAL 10,139 15,201

GVA GRIMLEY
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TELEPHONE SURVEY: CUSTOMER VIEWS AND BEHAVIOUR



Forest Heath Telephone Survey – January 2006
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FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 1 TABLE 1A

SURVEY AREA POPULATION FORECASTS POPULATION GROWTH RATES

Catchment Postcode 2006 2011 2016 2021 2006-2011 2006-2016 2006-2021

Zone Sector Groupings (%) (%) (%)

1 IP28 6/7/8 23,036 23,959 24,575 25,191 4 7 9

2 CB8 0/7/8/9 31,860 33,086 33,856 34,626 4 6 9

3 IP24 3, IP27 0/9 27,826 29,219 30,176 31,133 5 8 12

4 CB7 4/5 25,150 26,707 27,951 29,195 6 11 16

5 IP24 1, IP26 5 13,188 14,068 14,773 15,478 7 12 17

6
IP24 2, IP31 3, IP32 6/7, IP33 1, 

IP33 2, IP33 3
52,641 54,611 56,707 58,803 4 8 12

7 CO10 8, IP29 4/5 13,809 13,892 14,010 14,128 1 1 2

8 CB1 5/6, CB9 0/7/8/9 45,550 47,416 49,324 51,232 4 8 12

9 CB4 8, CB5 0/9 CB6 3 35,899 37,893 39,471 41,049 6 10 14

10 IP26 4, PE38 0/9 17,224 17,569 17,863 18,157 2 4 5

TOTAL 286,183 298,420 308,706 318,992 4 8 11

SOURCE: Experian Business Solutions, January 2006

GROWTH RATES

GVA GRIMLEY
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TABLE 2

SURVEY AREA RETAIL EXPENDITURE FORECASTS PER CAPITA (2003 prices)

GROWTH IN PER CAPITA RETAIL EXPENDITURE:

Convenience Goods 0.70 %pa 2003-2021

Comparison Goods 4.30 %pa 2003-2021

2003 2003 2006 2011 2016 2021 2003 2003 2006 2011 2016 2021

Minus

SFT

Minus 

SFT

ZONE 

1 1,556 1,542 1,575 1,630 1,688 1,748 2,446 2,289 2,598 3,206 3,958 4,885

2 1,659 1,644 1,679 1,738 1,800 1,864 2,595 2,429 2,756 3,402 4,199 5,182

3 1,537 1,523 1,555 1,611 1,668 1,727 2,276 2,130 2,417 2,983 3,683 4,545

4 1,603 1,589 1,622 1,680 1,739 1,801 2,519 2,358 2,675 3,302 4,076 5,031

5 1,577 1,563 1,596 1,652 1,711 1,772 2,321 2,172 2,465 3,042 3,755 4,635

6 1,613 1,598 1,632 1,690 1,750 1,812 2,512 2,351 2,668 3,293 4,064 5,017

7 1,737 1,721 1,758 1,820 1,885 1,952 2,797 2,618 2,970 3,666 4,525 5,586

8 1,576 1,562 1,595 1,651 1,710 1,771 2,490 2,331 2,644 3,264 4,029 4,973

9 1,614 1,599 1,633 1,691 1,751 1,813 2,641 2,472 2,805 3,462 4,273 5,274

10 1,685 1,670 1,705 1,766 1,828 1,893 2,534 2,372 2,691 3,322 4,100 5,061

Note Special Forms of trading removed : -

i) Convenience goods 0.9%

ii) Comparison goods 6.4%

TABLE 3

SURVEY AREA RETAIL EXPENDITURE FORECASTS (2003 prices)

GROWTH IN PER CAPITA RETAIL EXPENDITURE:

Convenience Goods: 0.70 % pa 2003 - 2021

Comparison Goods: 4.30 % pa 2003 - 2021

2006 2011 2016 2021 2006 2011 2016 2021

ZONE (£000) (£000) (£000) (£000) (£000) (£000) (£000) (£000)

1 36,273 39,065 41,492 44,041 59,840 76,820 97,257 123,054

2 53,488 57,518 60,945 64,544 87,804 112,546 142,149 179,446

3 43,280 47,060 50,326 53,765 67,259 87,174 111,123 141,510

4 40,798 44,861 48,617 52,583 67,281 88,187 113,919 146,869

5 21,046 23,247 25,279 27,425 32,507 42,801 55,477 71,744

6 85,925 92,305 99,249 106,571 140,434 179,825 230,477 294,994

7 24,273 25,286 26,406 27,573 41,019 50,934 63,402 78,916

8 72,645 78,305 84,347 90,720 120,453 154,766 198,714 254,762

9 58,634 64,087 69,126 74,441 100,688 131,183 168,662 216,503

10 29,369 31,021 32,660 34,375 46,352 58,358 73,237 91,885

TOTAL 465,731 502,754 538,446 576,038 763,638 982,595 1,254,420 1,599,682

SOURCE: Table 1, Experian Business Solutions Growth Rates and Expenditure Data for Forest Heath

COMPARISON GOODS CONVENIENCE GOODS 

COMPARISON GOODSCONVENIENCE GOODS

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 4

CONVENIENCE GOODS ALLOCATION - % MARKET SHARE

Catchment

Zone
2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021

(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%)

1 4 4 4 4 0 0 0 0 0 0 0 0 0 0 0 0 4 4 4 4

2 29 29 29 29 6 6 6 6 4 4 4 4 3 3 3 3 41 41 41 41

3 1 1 1 1 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1

4 2 2 2 2 0 0 0 0 0 0 0 0 0 0 0 0 3 3 3 3

5 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

6 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

7 1 1 1 1 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1

8 3 3 3 3 0 0 0 0 1 1 1 1 0 0 0 0 3 3 3 3

9 1 1 1 1 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1

10 1 1 1 1 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1

SOURCE: Forest Heath Telephone Survey, December 2005

TABLE 5

CONVENIENCE GOODS ALLOCATION - SPEND (£) 2003 PRICES

Catchment

Zone
2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021

    (£000)     (£000) (£000)     (£000)     (£000)     (£000) (£000)     (£000)     (£000)     (£000) (£000)     (£000)     (£000)     (£000) (£000)     (£000)     (£000)     (£000) (£000)     (£000)

1 1,451 1,563 1,660 1,762 0 0 0 0 0 0 0 0 91 98 104 110 1,542 1,660 1,763 1,872

2 15,271 16,421 17,400 18,427 3,102 3,336 3,535 3,744 1,939 2,085 2,209 2,340 1,551 1,668 1,767 1,872 21,863 23,510 24,911 26,382

3 325 353 377 403 0 0 0 0 0 0 0 0 0 0 0 0 325 353 377 403

4 949 1,043 1,130 1,223 0 0 0 0 112 123 134 145 0 0 0 0 1,061 1,166 1,264 1,367

5 0 0 0 0 0 0 0 0 0 0 0 0 95 105 114 123 95 105 114 123

6 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

7 273 284 297 310 0 0 0 0 0 0 0 0 0 0 0 0 273 284 297 310

8 1,907 2,056 2,214 2,381 0 0 0 0 436 470 506 544 182 196 211 227 2,524 2,721 2,931 3,153

9 557 609 657 707 0 0 0 0 0 0 0 0 161 176 190 205 718 785 847 912

10 308 326 343 361 0 0 0 0 0 0 0 0 0 0 0 0 308 326 343 361

TOTALS 21,040 22,654 24,078 25,574 3,102 3,336 3,535 3,744 2,487 2,678 2,849 3,029 2,079 2,242 2,386 2,537 28,709 30,911 32,848 34,883

SOURCE: Tables 3 & 4

CONVENIENCE GOODS

NEWMARKET TOWN CENTRE

ICELAND, CROWN WALK MARKS & SPENCER, THE ROOKERY

OTHER  TOWN CENTRE CONVENIENCEWAITROSE, FRED ARCHER WAY

WAITROSE, FRED ARCHER WAY TOTAL

ICELAND, CROWN WALK MARKS & SPENCER, THE ROOKERY TOTAL

OTHER TOWN CENTRE CONVENIENCE

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 6

CONVENIENCE GOODS ALLOCATION - % MARKET SHARE

Catchment

Zone
2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021

(%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%)

1 17 17 17 17 1 1 1 1 18 18 18 18

2 40 40 40 40 4 4 4 4 44 44 44 44

3 0 0 0 0 1 1 1 1 1 1 1 1

4 12 12 12 12 4 4 4 4 16 16 16 16

5 1 1 1 1 0 0 0 0 1 1 1 1

6 1 1 1 1 0 0 0 0 1 1 1 1

7 4 4 4 4 2 2 2 2 5 5 5 5

8 1 1 1 1 1 1 1 1 1 1 1 1

9 12 12 12 12 1 1 1 1 12 12 12 12

10 1 1 1 1 0 0 0 0 1 1 1 1

SOURCE: Forest Heath Telephone Survey, Dec 2005

TABLE 7

CONVENIENCE GOODS ALLOCATION - SPEND (£) 2003 PRICES

Catchment

Zone
2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021

    (£000)     (£000) (£000)     (£000)     (£000)     (£000) (£000)     (£000)     (£000)     (£000) (£000)     (£000)

1 6,321 6,807 7,230 7,674 290 313 332 352 6,611 7,120 7,562 8,027

2 21,195 22,791 24,149 25,575 2,086 2,243 2,377 2,517 23,281 25,034 26,526 28,093

3 97 106 113 121 433 471 503 538 530 576 616 659

4 4,712 5,181 5,615 6,073 1,673 1,839 1,993 2,156 6,385 7,021 7,609 8,229

5 237 262 284 309 0 0 0 0 237 262 284 309

6 730 785 844 906 0 0 0 0 730 785 844 906

7 953 992 1,036 1,082 364 379 396 414 1,317 1,372 1,432 1,496

8 436 470 506 544 581 626 675 726 1,017 1,096 1,181 1,270

9 6,743 7,370 7,949 8,561 528 577 622 670 7,271 7,947 8,572 9,231

10 426 450 474 498 0 0 0 0 426 450 474 498

TOTALS 41,849 45,214 48,201 51,344 5,955 6,448 6,898 7,372 47,804 51,662 55,100 58,716

SOURCE: Tables 2 & 6

TOTAL

CONVENIENCE GOODS

NEWMARKET OUT OF CENTRE

TESCO, FORDHAM ROAD, NEWMARKET NETTO, FORDHAM RETAIL PARK TOTAL

TESCO, FORDHAM ROAD, NEWMARKET NETTO, FORDHAM RETAIL PARK

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

MILDENHALL

Table 8

CONVENIENCE GOODS ALLOCATION - % MARKET SHARE

Catchment 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021

Zone (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%) (%)

1 24 24 24 24 5 5 5 5 0 0 0 0 25 25 25 25

2 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

3 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

4 1 1 1 1 0 0 0 0 0 0 0 0 1 1 1 1

5 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

6 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

7 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

8 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

9 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

10 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

SOURCE: Forest Heath Telephone Survey, Dec 2005

TABLE 9

CONVENIENCE GOODS ALLOCATION - SPEND (£) 2003 PRICES

Catchment 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021 2006 2011 2016 2021

Zone     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000)     (£000) (£000)     (£000)

1 8,778 9,454 10,041 10,658 1,714 1,846 1,960 2,081 172 186 197 209 10,664 11,485 12,199 12,948

2 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

3 130 141 151 161 0 0 0 0 0 0 0 0 130 141 151 161

4 306 336 365 394 0 0 0 0 0 0 0 0 306 336 365 394

5 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

6 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

7 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

8 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

9 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

10 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0

TOTALS 9,214 9,931 10,557 11,214 1,714 1,846 1,960 2,081 172 186 197 209 11,100 11,963 12,714 13,504

SOURCE: Table 2 & 8

CO-OP

CO-OPBUDGENS, ST ANDREWS STREET OTHER TOWN CENTRE CONVENIENCE

CONVENIENCE GOODS  

BUDGENS, ST ANDREWS STREET OTHER TOWN CENTRE CONVENIENCE TOTAL 

TOTAL

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 10

CONVENIENCE GOODS ALLOCATION - % MARKET SHARE

Catchment

Zone
2006 2011 2016 2021

(%) (%) (%) (%)

1 0 0 0 0

2 0 0 0 0

3 5 5 5 5

4 0 0 0 0

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 0 0 0 0

10 0 0 0 0

SOURCE: Forest Heath Telephone Survey, Dec 2005

TABLE 11

CONVENIENCE GOODS ALLOCATION - SPEND (£) 2003 PRICES

Catchment

Zone
2006 2011 2016 2021

    (£000)     (£000) (£000)     (£000)

1 91 98 104 110

2 0 0 0 0

3 1,980 2,153 2,302 2,460

4 0 0 0 0

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 0 0 0 0

10 117 124 131 138

TOTALS 2,188 2,375 2,537 2,707

SOURCE: Tables 2 & 10

LOCAL STORES BRANDON

LOCAL STORES BRANDON

CONVENIENCE GOODS 

BRANDON

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 12

CONVENIENCE GOODS ALLOCATION - SPEND (£) 2003 PRICES

Catchment

Zone
2006 2011 2016 2021

(%) (%) (%) (%)

1 1 1 1 1

2 0 0 0 0

3 16 16 16 16

4 0 0 0 0

5 2 2 2 2

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 1 1 1 1

10 11 11 11 11

TABLE 13

CONVENIENCE GOODS ALLOCATION - SPEND (£) 2003 PRICES

Catchment

Zone
2006 2011 2016 2021

    (£000)     (£000) (£000)     (£000)

1 308 332 353 374

2 0 0 0 0

3 6,860 7,459 7,977 8,522

4 0 0 0 0

5 331 366 398 432

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 396 433 467 502

10 3,143 3,319 3,495 3,678

TOTALS 11,038 11,909 12,689 13,509

Source: Table 2 & 12

CONVENIENCE GOODS

BRANDON OUT OF CENTRE

TESCO, LONDON ROAD, BRANDON

TESCO, LONDON ROAD, BRANDON

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 14

NEWMARKET CONVENIENCE GOODS FLOORSPACE 

Net Net Con Net Co Average Average 

Flsp Ratio Convenience Sales Turnover 

(sqm) (%) (sqm) (£ per sq m net) (£000s)

TOWN CENTRE

Waitrose 1,723 90% 1,551 10,879 16,870

Iceland 488 100% 488 4,717 2,302

Marks & Spencer 151 100% 151 10,292 1,554

Other 1,454 90% 1,309 3,500 4,580

SUB TOTAL 3,816 3,498 7,234 25,306

OUT OF CENTRE

Tesco,  Fordham Road 2,175 85% 1,849 11,932 22,059

Netto, Fordham Retail Park 475 100% 475 2,977 1,414

TOTAL 6,466 5,822 8,378 48,780

TABLE 15

MILDENHALL CONVENIENCE GOODS FLOORSPACE 

Net Net Con Net Co Average Average 

Flsp Ratio Convenience Sales Turnover 

(sqm) (%) (sqm) (£ per sq m net) (£000s)

TOWN CENTRE

Budgens 943 100% 943 3,348 3,157

Co-op 553 100% 553 3,575 1,977

Other 740 100% 740 1,500 1,110

TOTAL 2,236 2,236 2,793 6,244

  

TABLE 16

BRANDON CONVENIENCE GOODS FLOORSPACE 

Net Net Con Net Co Average Average 

Flsp Ratio Convenience Sales Turnover 

(sqm) (%) (sqm) (£ per sq m net) (£000s)

TOWN CENTRE 

VACANT CO-OP 950 0% 0 0 0

Other 546 100% 546 1,500 819

SUB TOTAL 1,496 546 1,500 819

OUT OF CENTRE

Tesco,  London Road, Brandon 1,005 95% 955 11,932 11,392

TOTAL 2,501 1,501 8,137 12,211

TABLE 17

TOTAL CONVENIENCE FLOORSPACE

Store Net Net Co Average Average 

Flsp Convenience Sales Turnover 

(sqm) (sqm) (£ per sq m net) (£000s)

TOTAL 11,203 9,559 7,034 67,235

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

CAPACITY PROJECTIONS: CONVENIENCE GOODS - GLOBAL CAPACITY

TABLE 18

FUTURE SHOP FLOORSPACE CAPACITY IN FOREST HEATH DISTRICT

2006 2011 2016 2021

Residents Spending (£000) 100,839 108,819 115,887 123,319

Existing Shop Floorspace

(sq m net) 
9,559 9,559 9,559 9,559

Sales per sq m net £ 10,549 7,034 7,034 7,034

Sales from Existing

Floorspace (£000)
100,839 67,235 67,235 67,235

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 41,585 48,652 56,085

Sales per sq m net in new shops (£)

Based on large store format
10,000 10,000 10,000 10,000

Capacity for new floorspace (sq m net) 0 4,158 4,865 5,608

 CONVENIENCE  GOODS

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

CAPACITY PROJECTIONS: CONVENIENCE GOODS

TABLE 19

FUTURE SHOP FLOORSPACE CAPACITY IN NEWMARKET 

2006 2011 2016 2021

Residents Spending (£000) 76,513 82,573 87,948 93,600

Existing Shop Floorspace

(sq m net) 
5,822 5,822 5,822 5,822

Sales per sq m net £ 13,142 8,378 8,378 8,378

Sales from Existing

Floorspace (£000)
76,513 48,780 48,780 48,780

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 33,793 39,168 44,820

Sales per sq m net in new shops (£)

Based on large store format
10,000 10,000 10,000 10,000

Capacity for new floorspace (sq m net) 0 3,379 3,917 4,482

 CONVENIENCE  GOODS

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

CAPACITY PROJECTIONS: CONVENIENCE GOODS

TABLE 20

FUTURE SHOP FLOORSPACE CAPACITY IN MILDENHALL

2006 2011 2016 2021

Residents Spending (£000) 11,100 11,963 12,714 13,504

Existing Shop Floorspace

(sq m net) 
2,236 2,236 2,236 2,236

Sales per sq m net £ 4,964 2,793 2,793 2,793

Sales from Existing

Floorspace (£000)
11,100 6,244 6,244 6,244

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 5,719 6,470 7,260

Sales per sq m net in new shops (£)

Based on large store format 
10,000 10,000 10,000 10,000

Capacity for new floorspace (sq m net) 0 572 647 726

 CONVENIENCE  GOODS

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

CAPACITY PROJECTIONS: CONVENIENCE GOODS

TABLE 21

FUTURE SHOP FLOORSPACE CAPACITY IN BRANDON

2006 2011 2016 2021

Residents Spending (£000) 13,226 14,284 15,225 16,216

Existing Shop Floorspace

(sq m net) 
1,501 1,501 1,501 1,501

Sales per sq m net £ 8,813 8,137 8,137 8,137

Sales from Existing

Floorspace (£000)
13,226 12,211 12,211 12,211

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 2,073 3,014 4,005

Sales per sq m net in new shops (£)

Based on large store format
10,000 10,000 10,000 10,000

Capacity for new floorspace (sq m net) 0 207 301 400

 CONVENIENCE  GOODS

GVA GRIMLEY
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FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 1 TABLE 1A

SURVEY AREA POPULATION FORECASTS POPULATION GROWTH RATES

Catchment Postcode 2006 2011 2016 2021 2006-2011 2006-2016 2006-2021

Zone Sector Groupings (%) (%) (%)

1 IP28 6/7/8 23,036 23,959 24,575 25,191 4 7 9

2 CB8 0/7/8/9 31,860 33,086 33,856 34,626 4 6 9

3 IP24 3, IP27 0/9 27,826 29,219 30,176 31,133 5 8 12

4 CB7 4/5 25,150 26,707 27,951 29,195 6 11 16

5 IP24 1, IP26 5 13,188 14,068 14,773 15,478 7 12 17

6
IP24 2, IP31 3, IP32 6/7, IP33 1, 

IP33 2, IP33 3
52,641 54,611 56,707 58,803 4 8 12

7 CO10 8, IP29 4/5 13,809 13,892 14,010 14,128 1 1 2

8 CB1 5/6, CB9 0/7/8/9 45,550 47,416 49,324 51,232 4 8 12

9 CB4 8, CB5 0/9 CB6 3 35,899 37,893 39,471 41,049 6 10 14

10 IP26 4, PE38 0/9 17,224 17,569 17,863 18,157 2 4 5

TOTAL 286,183 298,420 308,706 318,992 4 8 11

SOURCE: Experian Business Solutions, January 2006

GROWTH RATES

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 2

SURVEY AREA RETAIL EXPENDITURE FORECASTS PER CAPITA (2003 prices)

GROWTH IN PER CAPITA RETAIL EXPENDITURE:

Convenience Goods 0.70 %pa 2003-2021

Comparison Goods 4.30 %pa 2003-2021

2003 2003 2006 2011 2016 2021 2003 2003 2006 2011 2016 2021

Minus

SFT

Minus 

SFT

ZONE 

1 1,556 1,542 1,575 1,630 1,688 1,748 2,446 2,289 2,598 3,206 3,958 4,885

2 1,659 1,644 1,679 1,738 1,800 1,864 2,595 2,429 2,756 3,402 4,199 5,182

3 1,537 1,523 1,555 1,611 1,668 1,727 2,276 2,130 2,417 2,983 3,683 4,545

4 1,603 1,589 1,622 1,680 1,739 1,801 2,519 2,358 2,675 3,302 4,076 5,031

5 1,577 1,563 1,596 1,652 1,711 1,772 2,321 2,172 2,465 3,042 3,755 4,635

6 1,613 1,598 1,632 1,690 1,750 1,812 2,512 2,351 2,668 3,293 4,064 5,017

7 1,737 1,721 1,758 1,820 1,885 1,952 2,797 2,618 2,970 3,666 4,525 5,586

8 1,576 1,562 1,595 1,651 1,710 1,771 2,490 2,331 2,644 3,264 4,029 4,973

9 1,614 1,599 1,633 1,691 1,751 1,813 2,641 2,472 2,805 3,462 4,273 5,274

10 1,685 1,670 1,705 1,766 1,828 1,893 2,534 2,372 2,691 3,322 4,100 5,061

Note Special Forms of trading removed : -

i) Convenience goods 0.9%

ii) Comparison goods 6.4%

TABLE 3

SURVEY AREA RETAIL EXPENDITURE FORECASTS (2003 prices)

GROWTH IN PER CAPITA RETAIL EXPENDITURE:

Convenience Goods: 0.70 % pa 2003 - 2021

Comparison Goods: 4.30 % pa 2003 - 2021

2006 2011 2016 2021 2006 2011 2016 2021

ZONE (£000) (£000) (£000) (£000) (£000) (£000) (£000) (£000)

1 36,273 39,065 41,492 44,041 59,840 76,820 97,257 123,054

2 53,488 57,518 60,945 64,544 87,804 112,546 142,149 179,446

3 43,280 47,060 50,326 53,765 67,259 87,174 111,123 141,510

4 40,798 44,861 48,617 52,583 67,281 88,187 113,919 146,869

5 21,046 23,247 25,279 27,425 32,507 42,801 55,477 71,744

6 85,925 92,305 99,249 106,571 140,434 179,825 230,477 294,994

7 24,273 25,286 26,406 27,573 41,019 50,934 63,402 78,916

8 72,645 78,305 84,347 90,720 120,453 154,766 198,714 254,762

9 58,634 64,087 69,126 74,441 100,688 131,183 168,662 216,503

10 29,369 31,021 32,660 34,375 46,352 58,358 73,237 91,885

TOTAL 465,731 502,754 538,446 576,038 763,638 982,595 1,254,420 1,599,682

SOURCE: Table 1, Experian Business Solutions Growth Rates and Expenditure Data for Forest Heath

COMPARISON GOODS CONVENIENCE GOODS 

COMPARISON GOODSCONVENIENCE GOODS

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 4

Catchment 2006 2011 2016 2021

Zone (%) (%) (%) (%)

1 10 10 10 10

2 40 40 40 40

3 2 2 2 2

4 9 9 9 9

5 0 0 0 0

6 0 0 0 0

7 2 2 2 2

8 3 3 3 3

9 5 5 5 5

10 0 0 0 0

SOURCE: Forest Heath Telephone Survey, Dec 2005

TABLE 5

Catchment 2006 2011 2016 2021

Zone (£000) (£000) (£000) (£000)

1 6,076 7,801 9,876 12,495

2 35,080 44,965 56,792 71,693

3 1,499 1,942 2,476 3,153

4 5,798 7,599 9,817 12,656

5 0 0 0 0

6 0 0 0 0

7 1,009 1,253 1,559 1,941

8 3,623 4,655 5,977 7,663

9 5,113 6,661 8,565 10,994

10 0 0 0 0

Total 58,197 74,877 95,062 120,595

Source: Table 3 & 4

COMPARISON GOODS ALLOCATION - MARKET SHARE %

NEWMARKET TOWN CENTRE

COMPARISON GOODS ALLOCATION - SPEND (£) 2003 PRICES

COMPARISON GOODS

NEWMARKET TOWN CENTRE

NEWMARKET TOWN CENTRE

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 6

COMPARISON GOODS ALLOCATION - MARKET SHARE %

Catchment 2006 2011 2016 2021

Zone (%) (%) (%) (%)

1 3 3 3 3

2 10 10 10 10

3 2 2 2 2

4 8 8 8 8

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 1 1 1 1

9 2 2 2 2

10 0 0 0 0

Source :Forest Heath Telephone Survey, Dec 2005

TABLE 7

Catchment 2006 2011 2016 2021

Zone (£000) (£000) (£000) (£000)

1 1,567 2,012 2,547 3,222

2 8,430 10,806 13,648 17,229

3 1,187 1,538 1,961 2,497

4 5,096 6,679 8,628 11,124

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 864 1,110 1,425 1,827

9 1,520 1,980 2,546 3,268

10 0 0 0 0

Total 18,664 24,125 30,755 39,168

Source: Table 3 & 6

STUDLANDS RETAIL PARK, OAK DRIVE

COMPARISON GOODS ALLOCATION - SPEND (£) 2003 PRICES

STUDLANDS RETAIL PARK, OAK DRIVE

COMPARISON GOODS

NEWMARKET OUT OF CENTRE

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 8

Catchment 2006 2011 2016 2021

Zone (%) (%) (%) (%)

1 7 7 7 7

2 0 0 0 0

3 1 1 1 1

4 1 1 1 1

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 0 0 0 0

10 0 0 0 0

SOURCE: Forest Heath Telephone Survey, Dec 2005

TABLE 9

Catchment 2006 2011 2016 2021

Zone (£000) (£000) (£000) (£000)

1 4,371 5,612 7,104 8,989

2 0 0 0 0

3 738 956 1,219 1,552

4 750 983 1,270 1,638

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 0 0 0 0

10 0 0 0 0

Total 5,859 7,551 9,593 12,178

Source: Table 3 & 8

COMPARISON GOODS ALLOCATION - SPEND (£) 2003 PRICES

MILDENHALL TOWN CENTRE

COMPARISON GOODS ALLOCATION - MARKET SHARE %

MILDENHALL TOWN CENTRE

COMPARISON GOODS

MILDENHALL TOWN CENTRE

GVA GRIMLEY



FOREST HEATH RETAIL STUDY 2006

TABLE 10

Catchment 2006 2011 2016 2021

Zone (%) (%) (%) (%)

1 0 0 0 0

2 0 0 0 0

3 2 2 2 2

4 0 0 0 0

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 0 0 0 0

10 0 0 0 0

SOURCE: Forest Heath Telephone Survey, Dec 2005

TABLE 11

Catchment 2006 2011 2016 2021

Zone (£000) (£000) (£000) (£000)

1 0 0 0 0

2 0 0 0 0

3 1,161 1,504 1,918 2,442

4 0 0 0 0

5 0 0 0 0

6 0 0 0 0

7 0 0 0 0

8 0 0 0 0

9 0 0 0 0

10 182 229 287 360

Total 1,343 1,733 2,205 2,803

Source: Table 3 & 10

COMPARISON GOODS ALLOCATION - MARKET SHARE %

BRANDON TOWN CENTRE

COMPARISON GOODS ALLOCATION - SPEND (£) 2003 PRICES

COMPARISON GOODS

BRANDON TOWN CENTRE

BRANDON TOWN CENTRE

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 12

NEWMARKET TOWN CENTRE COMPARISON GOODS FLOORSPACE

Net Floorspace

Sq m

Newmarket Town Centre   13,650

Source: Goad Centre Report

TABLE 13

MILDENHALL TOWN CENTRE COMPARISON GOODS FLOORSPACE

Net Floorspace

Sq m

Mildenhall Town Centre   4,349

Source: Goad Centre Report

TABLE 14

BRANDON TOWN CENTRE COMPARISON GOODS FLOORSPACE

Net Floorspace

Sq m

Brandon Town Centre   1,326

Source: Goad Centre Report

TABLE 15

TOTAL TOWN CENTRE COMPARISON GOODS FLOORSPACE

Net Floorspace

Sq m

Total Town Centre   19,325

Source: Goad Centre Report

TABLE 16

FOREST HEATH RETAIL WAREHOUSING FLOORSPACE

Net Floorspace

Sq m

Sales Density

£ per sq m

Turnover 2004

£000's

Studlands Retail Park 

Homebase 3,529 1,411 4,979

Powerhouse 660 2,602 1,717

Carpetright 744 1,500 1,116

TOTAL 4,933 1,584 7,813

Source: Trevor Wood, Mintel Retail Rankings 2005

GVA GRIMLEY



FOREST HEATH RETAIL AND TOWN CENTRE STUDY 2006

TABLE 17

FUTURE SHOP FLOORSPACE CAPACITY: TOTAL FOREST HEATH DISTRICT

GROWTH IN SALES PER SQ M COMPARISON 

GOODS 2.5 %pa '06-'21

2006 2011 2016 2021

Total Available Expenditure (£000) 763,638 982,595 1,254,420 1,599,682

Market Share from Survey Area 11 11 11 11

Survey Area Residents Spending (£000) 84,063 108,286 137,615 174,744

Existing Shop Floorspace

(sq m net) 
24,258 24,258 24,258 24,258

Sales per sq m net £ 3,465 3,921 4,436 5,019

Sales from Existing

Floorspace (£000)
84,063 95,109 107,607 121,748

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 13,177 30,008 52,996

Sales per sq m net in new shops (£) 4,500 4,500 4,500 4,500

Capacity for new floorspace (sq m net) 0 2,928 6,668 11,777

Capacity for new floorspace (sq m Gross) 0 3,953                          9,002                          15,899                        

 COMPARISON  GOODS 

GVA GRIMLEY
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TABLE 18

FUTURE SHOP FLOORSPACE CAPACITY: NEWMARKET

GROWTH IN SALES PER SQ M COMPARISON 

GOODS 2.5 %pa '06-'21

2006 2011 2016 2021

Total Available Expenditure (£000) 763,638 982,595 1,254,420 1,599,682

Market Share from Survey Area 10 10 10 10

Survey Area Residents Spending (£000) 76,861 99,002 125,817 159,763

Existing Shop Floorspace

(sq m net) 
18,583 18,583 18,583 18,583

Sales per sq m net £ 4,136 4,680 5,295 5,990

Sales from Existing

Floorspace (£000)
76,861 86,961 98,389 111,318

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 12,041 27,428 48,445

Sales per sq m net in new shops (£) 4,500 4,500 4,500 4,500

Capacity for new floorspace (sq m net) 0 2,676 6,095 10,766

Capacity for new floorspace (sq m gross) 0 3,612                          8,229                          14,534                        

 COMPARISON  GOODS 

GVA GRIMLEY
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TABLE 19

FUTURE SHOP FLOORSPACE CAPACITY: MILDENHALL

GROWTH IN SALES PER SQ M COMPARISON 

GOODS 2.5 %pa '06-'21

2006 2011 2016 2021

Total Available Expenditure (£000) 763,638 982,595 1,254,420 1,599,682

Market Share from Survey Area 1 1 1 1

Survey Area Residents Spending (£000) 5,859 7,551 9,593 12,178

Existing Shop Floorspace

(sq m net) 
4,349 4,349 4,349 4,349

Sales per sq m net £ 1,347 1,524 1,725 1,951

Sales from Existing

Floorspace (£000)
5,859 6,629 7,500 8,486

Sales from Committed

Floorspace (£000)
0 0 0 0

Residual Spending to

Support new shops (£000)
0 922 2,093 3,693

Sales per sq m net in new shops (£) 4,500 4,500 4,500 4,500

Capacity for new floorspace (sq m net) 0 205 465 821

Capacity for new floorspace (sq m gross) 0 277 628 1,108

 COMPARISON  GOODS 

GVA GRIMLEY



TABLE 20

FUTURE SHOP FLOORSPACE CAPACITY: BRANDON

GROWTH IN SALES PER SQ M COMPARISON 

GOODS 2.5 %pa '06-'21

2006 2011 2016 2021

Total Available Expenditure (£000) 763,638 982,595 1,254,420 1,599,682

Market Share from Survey Area 0 0 0 0

Survey Area Residents Spending (£000) 1,343 1,733 2,205 2,803

Existing Shop Floorspace

(sq m net) 
1,326 1,326 1,326 1,326

Sales per sq m net £ 1,012 1,146 1,296 1,466

Sales from Existing

Floorspace (£000)
1,343 1,519 1,719 1,944

Sales from Committed@Floorspace (£000) 0 0 0 0

Residual Spending to 

Support new shops (£000)
0 214 486 858

Sales per sq m net in new shops (£) 4,500 4,500 4,500 4,500

Capacity for new floorspace (sq m net) 0 48 108 191

Capacity for new floorspace (sq m gross) 0 64 146 257

 COMPARISON  GOODS 

GVA GRIMLEY
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APPENDIX 6

AUDIT OF LAKENHEATH



LAKENHEATH VILLAGE CENTRE - SURVEY 2006

Fascia Description Category Use Class

1 Network Communications Mobile Phones Comparison A1

2 Charity Shop Charity Comparison A1

3 Matthews Florist/Garden Centre Comparison A1

4 Co-op Convenience Store Convenience A1

5 Your Ideal Shop CTN Convenience A1

6 Post Office Post Office Miscellanous A1

7 Tumfills (Fish and Chips) Takeaway Service A5

8 Touch of Elegance Nail and Beauty Service A1

9 Studio Hair Hairdressers Service A1

10 Michael Denny and Sons Funeral Directors Service A1

11 R&B Property Agency Estate Agents Service A2

12 Shires Estate Agents Estate Agents Service A2

13 Lloyds TSB Bank Service A2

14 Filipiniana Restaurant Service A3

15 The Brewers Public House Service A4

16 Charlie's Kebab House Takeaway Service A5

17 Opticians Opticians Service D1

18 Vacant Vacant Vacant

Source: GVA Grimley On-Site Surveys

Breakdown

9 - A1

3 - A2

1 - A3

1 - A4

2 - A5

1 - D1

1 - Vacant

3 - Comparison

4 - Convenience

1 - Miscellanous

10 - Service

1 - Vacant
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