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INTRODUCTION AND HOUSEHOLD SURVEY
METHODOLOGY

Introduction

Technical Paper 5 assesses the quantitative need, or capacity, for further retail
floorspace and commercial leisure facilities in the West Midlands Region. A key input
into the assessment of retail need is a survey of 11,000 households in the West
Midlands Study Area (WMSA), which is the Region and just beyond, as shown in
Figure 1.1. The survey was undertaken by NEMS Market Research in June 2004 for
the Black Country part of the Region (as part of the Black Country Centres Study) and
for the remainder of the WMSA in February 2005.

Methodology

The West Midlands Study Area, which contains 1.73m households and an estimated
population in 2005 of 5.98m, was divided into 101 survey zones, based on postcode
sectors, and NEMS ensured a minimum of 100 responding households in each zone.
All results were eventually weighted to the actual distribution of households by zone
and a further weighting ensured that the slight under-representation of households in
socio-economic groups DE and the slight over-representation in socio-economic
groups C1 and C2 was rectified.

The survey questionnaire - which is reproduced as Appendix 1 - sought to establish
current patterns of shopping for the following types of comparison goods, establishing,
in each category, the top three spending locations:

i) clothes, shoes and other fashion goods;
ii) furniture, floor coverings and household textiles;
iii) DIY and decorating goods;

iv) domestic appliances such as washing machines, fridges, cookers, IT equipment,
TV/DVD players and so on; and

v) personal/luxury goods, including books, jewellery, china, musical instructions,
sports equipment and so on.

The questionnaire also sought to establish the current pattern of visits to:
i) cinemas;

i) theatres/concert halls;

iii) museums/art galleries;

iv) Council services; and

v) financial and legal services.

For the comparison goods retail sector, we establish an overall composite pattern of
spending through the application of two sets of weights. The first weight reflects the
estimated proportion of expenditure accounted for by the top three spending locations
(excluding an allowance for Special Forms of Trading (SFT) and e-tailing); this first
weight was calculated by NEMS, using the results of the survey, to be approximately
as follows:

= top spend location = 88 per cent of expenditure
= second spend location =11 per cent of expenditure
= third spend location = 1 per cent of expenditure

Roger Tym & Partners
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Table 2.1 Existing Retail Hierarchy, as Defined by Comparison Goods Turnover

m
Strategic Centre (2001 Pricgs)
Birmingham 1876.74
Merry Hill Shopping Centre 699.73
Coventry 692.65
Hanley 643.47
Wolverhampton 581.87
Solihull Town Centre 485.70
Worcester 438.52
Shrewsbury 418.26
Walsall 372.26
Telford 344.41
Hereford 334.32
Burton-upon-Trent 333.86
Leamington Spa 315.94
Stafford 253.62
Redditch 250.16
Sutton Coldfield 242.87
Kidderminster 213.05
Stratford-upon-Avon 211.89
Tamworth 211.44
Nuneaton 198.33
Rugby 168.83
Cannock 166.55
Newcastle-under-Lyme 162.46
West Bromwich 140.17
Dudley 135.94
Lichfield 97.51

211 The fifth level includes three centres with turnovers approximately in the range £100m
to £150m, with Lichfield significantly smaller than West Bromwich and Dudley.
However, there remains a clear gap between Lichfield - the smallest of the PA11
centres in retail terms - and the largest non-strategic centre, Bromsgrove, which has a
comparison goods turnover of around £75m. After Bromsgrove, the next most
important of the non-strategic centres are Wednesbury® (£50m), Oswestry (£49m),
Stourbridge (£47m), Malvern (£42m) and Halesowen (£42m).

2.12  However, as stated in the introduction to this section, we then need to take account of
the primary role of each centre and the degree of competition which exists with other
strategic centres, as reflected in Figure 2.3 discussed later in this section. We also
take account of our qualitative assessment of the centres, as reported in Technical
Paper 4.

® Thereis a possibility that some of IKEA’s trade (at J9 of the M6) has been attributed, incorrectly, to
Wednesbury town centre.

Roger Tym & Partners
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Figure 2.1 Ranking of Centres by Comparison Goods Turnover
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Thus, we consider that the existing retail hierarchy is as set out in Table 2.2 and in
Figure 2.2. There are five levels in the hierarchy, based almost exclusively on our
estimates of comparison goods turnover which, in turn, reflects the numbers of people
served by the centres. However, we also identify the roles of each centre in terms of
the geographical areas being served. It is noteworthy that all of the centres located in
the MUAs operate in conditions of high competition, or with medium levels of
competition from other strategic centres. The overlapping of catchments is particularly
acute in the Black Country/South-West Birmingham corridor, as shown later in

Figure 2.3. Conversely, four of the five sub-regional foci centres operate in a less
competitive market, in that they have clear-cut, natural catchment areas. Residents in
the Shrewsbury and Hereford catchments to the west of the Region are particularly
reliant on their sub-regional foci centres and these centres have a ‘captive’customer
base.

Table 2.2 Existing Retail Hierarchy in the West Midlands Region

Strategic Centre RPG11 Primary Area Served Degree of
Location Competition/
Choice for
Catchment
Residents
Birmingham MUA Regional Centre High
Brierley Hill/Merry Hill MUA Black Country MUA High
Coventry MUA  Coventry MUA Medium
Hanley MUA North Staffs MUA Medium
Wolverhampton MUA Black Country MUA High
Solihull MUA  Birmingham/Solihull MUA Medium
Worcester Foci Worcester & its Rural Hinterlands Low
Shrewsbury Foci Shrewsbury & its Wide Rural Hinterlands Low
Walsall MUA  North East part of Black Country MUA High
Telford Foci Telford & its Rural Hinterlands Low
Hereford Foci Hereford & its Wide Rural Hinterlands Low
Burton-upon-Trent East Staffs District Low
Leamington Spa South Warwickshire Low
Stafford Stafford Borough Low
Redditch Redditch Borough Low
Sutton Coldfield MUA Northern part of Birmingham MUA High
Kidderminster Woyre Forest District Medium
Stratford-upon-Avon The District (for retail) & National (for tourism) Medium
Tamworth Tamworth Urban Area Low
Nuneaton Nuneaton Urban Area High
Rugby Foci Rugby District Medium
Newcastle-under -Lyme MUA  West Part of North Staffs MUA Medium
Cannock Cannock District Medium
West Bromwich MUA  East Black Country MUA High
Dudley MUA Dudley Borough High
Lichfield Lichfield District Medium

Roger Tym & Partners
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Figure 2.2 Strategic Centres: Current Retail Hierarchy
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We consider that all but one of the 25 strategic centres (plus Brierley Hill/Merry Hill) are
currently firmly positioned within these five levels; the exception is Solihull, which is
rapidly rising in influence and pushing to join the second tier. Lichfield is the smallest
of the 25 strategic centres and Bromsgrove is the only centre outside the PA11

network which is likely to be considered for strategic status in the period up to 2016.

The hierarchy set out in Table 2.2 represents current circumstances; it will evolve over
time, but in line with the provisions of PPS6, we consider that any change to the retail
hierarchy should occur through the five yearly review of the Regional Spatial Strategy.

Localised Comparison Goods Market Shares

Before we turn to the assessment of future need in the comparison goods retail sector,
we first use the findings of the survey of households to identify localised market shares
across the West Midlands Study Area (WMSA). This analysis of localised shares has
assisted us in formulating and evaluating the alternative options for meeting retail
need, as discussed in Sections 7 and 8 of the Main Report

We first assess those parts of the WMSA for which the aggregate market share for
comparison goods of the 25 Policy PA11 centres, plus Brierley Hill/Merry Hill*, is less
than 35 per cent’. The analysis, which is derived from the survey of households, is
summarised in Table 2.3 with full details set out in Spreadsheet 1

There are ten zones for which the strategic centres, in aggregate, have a comparison
goods market share of less than 35 per cent (see the ‘sub-tfotal for strategic centres’
row of Spreadsheet 1). However, all of these zones are located at the periphery of the
WMSA and most are well served by strategic centres located outside the WMSA - such
as Leicester, Crewe, Derby, Cheltenham and Gloucester - or by strategic centres
within the WMSA, but outside the WM Region, such as Banbury. Indeed, there are
only three zones not well served by a strategic centre, these being Zone 37 (served by
Congleton and Macclesfield), Zone 48 (served by Buxton and Leek) and Zone 54
(served by Oswestry). Thus, there are no obvious geographical gaps in the network of
strategic centres and - with the exception of Merry Hill, which is discussed in Section 7
- there is no need for any new retail centre of strategic significance.

Table 2.3 Zones Where the 25 Policy PA11 Centres Plus Merry Hill have an Aggregate
Market Share of Less than 35 Per Cent®

Zone Postcodes Reasons for Low Aggregate Market Share of PA11 Centres’
31 CV13, LE9 Hinckley (18%), Fosse Park (15%), and Leicester (38%)
35 CW24,CW3 Crewe (46%)
37 CW12,8T8 Congleton (23%), Macclesfield (15%)
38 DE6, ST14 Uttoxeter (14%), Ashbourne (11%) and Derby (30%)
40 GL17,GL18, GL19, GL20 Cheltenham (31%), and Gloucester (39%)
44 LE10, LE17 Hinckley (21%), Fosse Park (20%) and Leicester (14%)
45 NP7, NP8, NP25 Abergavenny (24%), Cheltenham (11%), Newport, S Wales (11%)
47 0OX15, OX16, OX17 Banbury (47%)
48 SK17,ST13 Buxton (24%), Leek (22%)
54 SY11, SY12, SY13 Oswestry (20%)

* Brierley Hill/Merry Hill had been identified by the Study of Black Country Centres as serving a strategic
function in the retail, leisure and office sectors.

® The threshold of 35 per cent was chosen on the basis of inspection of the findings of the survey of households, as
set out in Spreadsheet 1 of Technical Paper 5. None of the 101 zones in the WMSA has more than one centre
which attracts a market share of over 35 per cent of the comparison goods expenditure of its residents.
See ‘Sub-Total for Strategic Centres’row of Spreadsheet 1 of Technical Paper 5.

7 Because other centres outside the PA11 network are important destinations for comparison goods shopping,
as listed on the right hand side of Table 6.1.

Roger Tym & Partners

M939 - March 2006

11



West Midlands Regional Spatial Strategy
Technical Paper 5 - Quantitative Need in Retail and Leisure Sectors

219

Figure 2.3 presents the zonal market shares achieved by the 25 Policy PA11 centres
(plus Merry Hill), together with Banbury, Leicester, Crewe, Gloucester and
Abergavenny. The solid colours reveal zones where there is a dominant centre which
accounts for 35.0 per cent or more of the total comparison goods expenditure of
residents in that zone (the primary catchments), whereas the hatched colours indicate
zones for which one or more strategic centres have market shares of between 10.0 per
cent and 34.9 per cent (the secondary catchments).

2.20  None of the 101 zones in the WMSA has more than one dominant centre which
attracts a market share of over 35 per cent of its residents’ expenditure. However, 21
of the 101 zones have no ‘dominant’individual centre - that is a centre which achieves
a comparison goods market share of over 35 per cent, as listed in Table 2.4 Nine of
these 21 zones are in the survey area covered in the Study of Black Country Centres
(SBCCQC); they are clustered along the M5/M6 corridor from Bromsgrove in the south to
Wednesfield/Bloxwich in the north. This Black Country/South-West Birmingham
corridor is the most competitive part of the Region, where the catchments of the PA11
centres overlap most and make it hard for any one centre to dominate.

Table 2.4 Zones for Which No Individual Centre has a Dominant Market Share of over
35 Per Cent of the Comparison Goods Expenditure of its Residents

Zone Postcodes

Reasons For Absence of a Dominant Centre®

16  B37, B40, B46 Birmingham (34 %), Solihull (17%)
27 CV47,NN11 Leamington Spa (32%), Banbury (17%)
34 CV36, GL55, GL56, OX7 Stratford-upon-Avon (30%), Cheltenham (12%), Banbury (11%)
37 CW12,ST8 Hanley (30%), Congleton (23%), Macclesfield (15%)
38 DE6, SST14 Derby (30%), Buxton (21%); Uttoxeter (14%), Ashbourne (11%)
44  LE10, LE17 Hinckley (21%), Fosse Park (20%), Rugby (17%), Leicester (14%)
45 NP7, NP8, NP25 Abergavenny (24%), Cheltenham (11%), Newport, S Wales (11%)
48 SK17,ST13 Buxton (24%), Leek (22%), Hanley (21%)
54 SY11,8Y12,SY13 Shrewsbury (26%), Oswestry (20%)
60 HR8, HR9 Hereford (31%), Ross-on-Wye (17%), Cheltenham (11%)
62 WR7, WR10, WR11, Worcester (34%), Cheltenham (17%), Evesham (14%)
WR12
67 ST20,ST21, TF9 Stafford (34%), Telford (12%), Shrewsbury (12%), Market Drayton
(11%)
75 B32,B62 Birmingham (31%), Merry Hill (30%)
76  B38, B47, B48, B60, Bromsgrove (23%), Birmingham (19%), Redditch (19%)
B61
77 B43, B71 West Bromwich (25%), Birmingham (19%), Walsall (16%), Sutton
Coldfield (10%)
79 B65, B69 Merry Hill (32%), Birmingham (15%), West Bromwich (12%)
81 B67,B68 Birmingham (27%), Merry Hill (17%), West Bromwich (17%)
86 DY4 Merry Hill (27%), West Bromwich (13%), Dudley (12%),
Wolverhampton (12%)
88 DY7, WV5, WV15, Merry Hill (25%), Wolverhampton (17%), Telford (15%)
WV16
91  WS10 Walsall (34%), Wednesbury (16%)
98  WV12, WV13 Walsall (30%), Wolverhampton (28%)

8 Because residents of the zones divide their comparison goods expenditure into more than one important
destination as listed on the right hand side of Table 6.2.

Roger Tym & Partners
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INSERT FIGURE 2.3 - Strategic Centres’ Catchment Areas for Comparison Goods Retail
(File Name: Figure 2.3 of TP5, Page 13)

Roger Tym & Partners
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The next two measures of localised market shares, as shown in Table 2.5, are:

i) comparison goods turnover drawn from primary zones as a percentage of the
comparison goods expenditure of residents in these primary zones; and

ii) comparison goods turnover drawn from primary zones as a percentage of all
comparison goods turnover drawn from the WMSA.

Table 2.5 Localised Comparison Goods Market Shares

Comparison Total Total Measure 1: Measure 2:
Goods Comparison Comparison | Turnover drawn | Turnover drawn
Turnover Goods Goods from Primary from Primary

drawn from | Expenditure of Turnover |Zones as a % of | Zones as % of all

Primary Primary Zone | drawnfrom | Expenditurein | Turnover drawn

Zones Residents Study Area | Primary Zones | from Study Area
Zone |Strategic Centre (EM) (EM) (EM) (%) (%)

A B C *ax 100 *cx 100
20 |Birmingham 1009.4 1719.3 1728.0 59% 58%
26 | Coventry 533.3 802.5 670.9 66% 79%
87 |Merry Hill (Shopping Centre) 325.7 603.5 664.0 54% 49%
49 |Hanley 446.6 783.0 616.9 57% 72%
96 | Wolverhampton 4141 634.2 569.6 65% 73%
24 | Solihull 207.2 335.9 465.6 62% 44%
68 |Worcester 290.4 503.4 420.4 58% 69%
53 | Shrewsbury 2991 499.6 392.9 60% 76%
90 [Walsall 222.9 4311 364.4 52% 61%
57 | Telford 229.7 398.7 337.2 58% 68%
46 |Hereford 246.2 3924 323.9 63% 76%
36 |Burton-upon-Trent 258.5 444 .4 298.6 58% 87%
32 |Leamington Spa 160.6 234.3 283.8 69% 57%
52 | Stafford 126.7 184.2 2457 69% 52%
19 |Redditch 146.1 2141 242.3 68% 60%
23 | Sutton Coldfield 121.9 267.4 235.3 46% 52%
84 | Kidderminster 160.9 318.5 208.6 51% 77%
01 |Tamworth 139.5 234.4 202.7 60% 69%
29 |Nuneaton 144.9 311.0 192.1 47% 75%
22 | Stratford-upon-Avon 103.0 206.7 179.1 50% 57%
89 |Cannock 86.0 200.1 163.0 43% 53%
30 |Rugby 125.0 194.1 160.1 64% 78%
06 |Newcastle-under-Lyme 81.0 169.8 152.6 48% 53%
80 |West Bromwich 33.0 86.8 137.2 38% 24%
83 |Dudley® - - 133.1 - -

92 |Lichfield 59.9 162.3 945 37% 63%

9 There is no zone for which Dudley town centre attracts more than 35 per cent of the comparison goods expenditure
of residents of that zone.

Roger Tym & Partners
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2.22  The first measure indicates the dominance of a centre in its primary catchment,
whereas the second measure reflects the dependency of the centre on its primary
catchment as opposed to its wider geographical appeal.

2.23  The ten centres most locally dominant for comparison goods shopping are listed in
Table 2.6.

Table 2.6 The Most Locally Dominant of the PA11 Centres

Turnover Drawn from Primary Zone
as a % of Primary Zone Expenditure

= Leamington Spa 69
= Stafford 69
= Redditch 68
= Coventry 66
= Wolverhampton 65
= Rugby 64
= Hereford 63
= Solihull 62
= Shrewsbury 60
= Tamworth 60

2.24  The least locally dominant centres for comparison goods shopping are listed in Table
2.7.

Table 2.7 The Least Locally Dominant of the PA11 Centres

Turnover Drawn from Primary Zone
as a % of Primary Zone Expenditure

= Dudley 10 (No Primary Zone)
= Lichfield 37
= West Bromwich 38
= Cannock 43
= Sutton Coldfield 46
= Newcastle-under-Lyme 48
= Stratford upon Avon 50

2.25  The nine centres most dependent on their primary catchment areas for their
comparison goods turnover are listed in Table 2.8. These centres tend to have more
clear-cut catchment areas.

Table 2.8 The Centres Most Dependant on Their Primary Catchment Areas

% of Turnover Drawn
from Primary Catchment

= Burton-upon-Trent 87
= Coventry 79
= Rugby 78
= Kidderminster 77
= Hereford 76
= Shrewsbury 76
= Nuneaton 75
= Wolverhampton 73
= Hanley 72

% There is no zone for which Dudley town centre attracts more than 35 per cent of the comparison goods
expenditure of residents of that zone.

Roger Tym & Partners
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2.26  The centres least dependent on their primary catchment areas for their comparison
goods turnover are listed in Table 2.9. These centres are a mixture of strong centres
with big pulling power - such as Solihull and Merry Hill - and those which have a limited
primary catchment area - because they are dominant only locally - and are more
dependent on secondary and tertiary zones for which they have market shares of less
than 35 per cent.

Table 2.9 The Centres Least Dependant on Their Primary Catchment Areas

% of Turnover Drawn from

Primary Catchment Area
= Dudley11 (No primary zone)
= West Bromwich 24
= Solihull 44
= Merry Hill 49
= Stafford 52
= Sutton Coldfield 52
= Cannock 53
= Newcastle-under-Lyme 53

" There is no zone for which Dudley town centre attracts more than 35 per cent of the comparison goods
expenditure of residents of that zone.

Roger Tym & Partners
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3

3.1

3.2

QUANTITATIVE NEED FOR COMPARISON
GOODS RETAIL FLOORSPACE

Summary of Methodology and Data Inputs

The main steps in the assessment of the quantitative capacity for further comparison
goods retail floorspace, under the constant market shares base case, are as follows:

i) use the household survey data to establish the comparison goods spending
patterns of residents of the WMSA and assess the overall retention of expenditure
by centres and stores located within the WMSA, as set out in Spreadsheets 1
and 2;

ii) forecast the growth in comparison goods expenditure of the WMSA'’s residents
from 2005 to 2021, taking account of population change and the real growth, over
and above inflation, in per capita spending levels;

iii) make allowances for ‘claims’on comparison goods expenditure growth, which are:

o the growth in ‘turnover efficiency’ (turnover per sq.m sales area) for existing
retailers, in the range 2.0 per cent to 2.5 per cent, per annum, as advised by
Experian in Retail Planner Briefing Note 2.2 (April 2005); and

o our best estimate of the likely growth over time in Special Forms of Trading
(SFT) of which e-tail will be of most significance;

iv) make a decision as to whether an allowance should be made for any aggregate
level of under-trading, or over-trading, which exists in the 2005 base year; and then

v) take account of existing commitments for retail development.

We undertake the assessment of quantitative capacity - for the constant market shares
base case - under six data input scenarios, as set out in Table 3.1. Basically we have:

i) two alternative population projections:

o ONS 2003 based forecasts at district level, which suggest a growth in the
WMSA's population from 5.98m in 2005 to 6.27m in 2021; and

o the RPG Chelmer forecast, which suggests a growth in the WMSA'’s population
from 5.98m in 2005 to 6.24m in 2021, but with higher growth in the
metropolitan authorities compared to the ONS forecast;

i) three per capita expenditure growth rates:

o High = 5.15 per cent, per annum, this being the mid point between Maplnfo’s
long-term and medium-term past trends;

o Medium = 4.30 per cent, per annum, this being Experian’s ultra long-term past
trends and also the MapInfo/OEF forecast for the period 2004-16; and

o Low = 3.7 per cent, per annum, this being Experian’s forecast for 2003 to 2013.
iii) three floorspace efficiency growth rates:

o from 2.0 per cent, per annum (low), to 2.25 per cent, per annum (medium), to
2.5 per cent, per annum (high).

Roger Tym & Partners
M939 - March 2006 19
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3.3

3.4

3.5

3.6

Table 3.1 Comparison Goods Need - The Scenarios

Scenario Population  Per Capita  Floorspace E-tail % of Comparison Sales
Change Expenditure  Efficienc
Growth  Change® | 5005 5919 2016 2021
% p.a. p.a.
1 ONS 5.15@ 2.50 7.0 10.0 15.0 20.0
2 ONS 4309 2.25 7.0 10.0 15.0 20.0
3 ONS 3.70% 2.00 7.0 10.0 15.0 20.0
4 RPG 5.15 2.50 7.0 10.0 15.0 20.0
5 RPG 4.30 2.25 7.0 10.0 15.0 20.0
6 RPG 3.70 2.00 7.0 10.0 15.0 20.0

™ As recommended by Experian in Retail Planner Briefing Note 2.2.

@ Maplnfo Brief 05/02 - Mid point between long term and medium term past trends.

® Experian Retail Planner Briefing Note 2.0 - Ultra Long Term past trends and MaplInfo/OEF forecast in
Table 2 of Brief 05/02.

“ Experian Retail Briefing Note 2.0 - Table 3.2 EBS Forecast for the period 2003 to 2013.

As agreed at the Steering Group meeting of 17 May 2005, we match the high
expenditure with the high floorspace efficiency, the medium expenditure with the
medium floorspace efficiency and the low expenditure with the low floorspace
efficiency.

Quantitative Need Before Allowing for Commitments

For each of the six data input scenarios we assume that e-tail’s share of total
comparison goods sales will rise from 7.0 per cent in 2005, to 10.0 per centin 2011, to
15.0 per cent by 2016 and to 20.0 per cent by 2021. These e-tail shares represent our
best estimates. However, given the great uncertainty concerning the likely growth in
e-tail’'s share of comparison goods expenditure, we provide a sensitivity test in

Table 3.3 (at the end of this section), which examines the implications for quantitative
need across the WMSA, of each percentage point variation in the proportion of
comparison goods sales accounted for by e-tail in 2021. The sensitivity test reveals
that for each percentage point change in e-tail sales above or below 20 per cent by
2021, there is a variation in the residual comparison goods need across the whole of
the WMSA in the range plus or minus 29,200 sq.m sales area, under the RPG low
expenditure growth scenario, to plus or minus 33,800 sq.m sales area under the ONS
high expenditure growth scenario.

Thus, bearing in mind the implications of a change in the assumption for e-tail sales,
Spreadsheets 3 to 8 present our analysis of the quantitative need for comparison
goods sales floorspace across the whole of the WMSA, for each of the six data input
scenarios. The residual floorspace requirement for the WMSA in the period up to 2021
- before taking account of commitments - varies from 403,941 sq.m sales area under
the RPG population, low expenditure growth scenario to 855,729 sq.m sales area
under the ONS population, high expenditure growth forecast. In the six year period
2005 to 2011 the residual need - before taking account of commitments - is in the
range 175,301 sq.m sales area (under the RPG population, low expenditure growth
scenario) to 304,393 sq.m sales area (under the ONS population, high expenditure
growth scenario). Spreadsheet 9 presents the summary of our quantitative need
findings for all six data scenarios, but before allowing for planning commitments.

Over-Trading

The next step in the assessment of quantitative need for comparison goods retail
floorspace is a decision as to whether it is appropriate to seek to make an allowance
for any aggregate level of under-trading, or over-trading, which exists in the year 2005
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base year. In our opinion, there is a case, on a priorigrounds, for considering that
over-trading at the aggregate level - that is aggregate expenditure in relation to
aggregate floorspace across the catchment area - should represent an indicator of
both qualitative need and quantitative need'?.

Unfortunately, however, we have found it to be impossible to identify, accurately, the
extent to which aggregate comparison goods expenditure and aggregate comparison
goods sales floorspace are in balance’at the year 2005 base position. There are two
fundamental reasons for this methodological difficulty, as follows:

i) first, there is no accepted ‘norm’for comparison trading levels and we have merely
made an ‘expected’ estimate’ for the higher order centres in the PA11 network,
which averages at £5,500 per sq.m. sales area in 2005; and

ii) second, we have no data for net comparison goods sales areas and there are
significant differences in the gross comparison goods floorspace figures provided
by Experian - which total 1.48 million sq.m for the PA11 network, plus Merry Hill -
compared to the aggregate amount of gross floorspace derived from the ODPM
data - which is estimated to total around 1.60 million sq.m.

Nevertheless, notwithstanding the uncertainty surrounding the sales floorspace
estimates, the findings of the survey of households yields an estimated aggregate
turnover for the strategic centres which would imply an overall average sales density
which is significantly greater than our ‘expected’average of around £5,500 per sq.m
sales area. However, given the uncertainties with respect to sales floorspace
estimates and the ‘norm’issue, and the fact that the ‘over-frading’is occurring in town
centres - which, arguably, is a good thing if there is no customer discomfort and if
competition is not frustrated - we have decided not to make an allowance for over-
trading in our quantitative assessment of retail need.

Moreover, given that some of the strategic centres appear to be under-trading, we
believe that it is for local authorities to consider making adjustments for over/under-
trading when preparing their assessment of retail need in the LDF process. However,
in making such assessments of potential over/under-trading, local authorities should
take account of the potential implications for other centres in the hierarchy15. The best
indicators of under/over-trading are likely to comprise:

= hard quantitative data such as vacancy rates (low, if over-trading), changes in
Zone A retail rents (high, if over-trading), car park revenue (high, if over-trading)
and operator demand (rising, if over-trading); and

= qualitative information, from field observations and consumer surveys, relating to
customer attitudes, congestion within stores and car parks and pedestrian-
vehicular conflicts.

"2 In the Kidlington Court of Appeal Judgment of May 2005, it was held that over-trading does not necessarily mean
that there is an unmet quantitative need, but that it would be erroneous, in law, to suggest that over-trading cannot
be regarded as an indicator of quantitative need in any circumstances.

" This figure is derived by selecting a basket of retailers expected to be present in a middle ranking strategic centre
and then using floorspace efficiency data for these retailers from the publication Retail Rankings.

“ ODPM provides only a total gross floorspace for all A1 use and the estimate is based on the proportion of gross
floorspace in each centre that is occupied by comparison retailers, as provided by Experian.

'® | PAs should be mindful of the statement, at the end of paragraph 3.21of PPS6, that ..the identification of need
does not necessarily indicate that there will be no negative impact.
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Commitments

3.10  Thus, the final step in our assessment of the quantitative need for comparison goods
floorspace across the WMSA in the period up to 2021 is to take account of comparison
commitments; these are estimated to amount to around 203,000 sq.m sales area on
sites located within and on the edge of the strategic centres, but excluding out-of
centre commitments'®. We are unable, however, to make assumptions regarding the
timing of implementation of all of these commitments, so that our focus in this strategic
study is on the overall forecast period up to 2021, rather than the short-term horizon of
2011, as discussed further below.

Residual Comparison Goods Retail Need

3.11  Thus, the residual comparison goods requirement in the period up to 2021, over and
above commitments, amounts to around 427,000 sq.m sales area, using the mid-point
of our estimate of need (630,000 sq.m sales area mid-point of the need assessment,
minus 203,000 sg.m sales area for commitments). We consider that our mid-point
estimate of quantitative need in the comparison goods retail sector up to 2021 errs on
the side of caution in that:

i) we have made a substantial allowance for growth in the floorspace efficiency of all
comparison goods floorspace across the WMSA, whereas there is no policy
support for out-of-centre floorspace to increase its turnover;

ii) we have made a substantial allowance for a growth in e-tail sales to 20 per cent of
comparison goods expenditure by 2021; but

iii) we have not adjusted the estimate of residual need so as to reflect the evidence
which suggests, in all probability, that the 2005 base position - across all centres in
aggregate - appears to be one of over-trading”.

3.12  Paragraph 2.13 of PPS6 requires the Regional Planning Body to provide a broad
assessment of need for additional floorspace over the period of the RSS and for five
yearly periods within it. Thus, in Spreadsheets 3 to 9, we seek to assist this process by
presenting an analysis of aggregate quantitative need across the WMSA - but before
allowing for commitments - as at 2011, 2016 and 2021. However, in the main report,
we focus on our assessment of need - and its distribution (Section 7) - in the overall
forecast period up to 2021. Our rationale for the 2021 focus, particularly in relation to
the distribution of retail need across the network of centres, is that we do not wish to be
overly prescriptive in our recommendations as to the timing of needs being met in
individual centres. Major developments in town centres often take 10 to15 years to
come to fruition and the local planning authorities who are responsible for the
management of the individual strategic centres are at different stages in their proactive
planning processes. Indeed, the timing of implementation of major town centre
schemes is uncertain, even in instances where planning permissions already exist.

Distribution of Retail Need under the Constant Market Shares
Scenario

3.13  Table 3.2 sets out the range in comparison goods sales area need in the period up to
2021, before allowing for commitments and assuming constant market shares.

'® The 203,000 sq.m sales area relates to all extant permissions for comparison goods retail development, in both
town centre and edge-of-centre locations (in relation to currently drawn boundaries); see Appendix 7 for the
schedule of extant commitments, as provided by relevant LPAs. Commitments are defined as schemes with
extant planning permission; also included are minded to approve applications that are subject to a Section 106
Agreement. Proposed schemes in development plans, without planning permission, are not treated as
commitments.

7 Such an over-trading position may reflect difficulties experienced by some local authorities in the Region in
developing retail schemes in town centres at a pace which has been sufficient to meet residual need.
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Table 3.2 reveals that the 25 strategic centres, plus Brierley Hill/Merry Hill would

together account for a need of 686,000 sq.m sales area by 2021, under the ONS ‘hjgh’
expenditure growth scenario, and for 325,000 sq.m sales area by 2021, under the RPG
Tow’ expenditure growth scenario. In aggregate, the 25 strategic centres, plus Brierley
Hill/Merry Hill would meet approximately 80 per cent of the WMSA'’s overall

comparison goods need under the constant market share scenario, with 20 per cent

met by the WMSA'’s lower order centres and in out-of-centre locations.

Table 3.2 The Range in Quantitative Need for Comparison Goods Sales Area, from
2005 up to 2021, Before Allowing for Commitments and Assuming Constant Market

Shares
RPG + Low Expenditure] ONS + High

sq.m

sg.m sales

% sales area % area
Birmingham 14.58 58,877 14.83 126,935
Merry Hill Centre 5.55 22,420 5.45 46,626
Coventry 5.89 23,794 5.59 47,808
Hanley 5.07 20,474 5.00 42,771
\Wolverhampton 4.86 19,646 4.58 39,167
Solihull 3.93 15,864 3.92 33,560
\Worcester 3.47 14,037 3.66 31,304
Shrewsbury 3.42 13,801 3.30 28,223
Walsall 3.12 12,606 2.97 25,397
Telford 2.99 12,091 2.87 24,535
Hereford 2.84 11,471 2.82 24,160
Burton-upon-Trent 2.48 10,012 2.69 23,057
Leamington Spa 2.46 9,917 2.66 22,733
Stafford 2.06 8,305 2.08 17,778
Redditch 2.01 8,116 2.07 17,731
Sutton Coldfield 1.98 8,013 2.03 17,372
Kidderminster 1.73 6,976 1.72 14,721
Stratford-upon-Avon 1.54 6,202 1.61 13,803
Tamworth 1.70 6,851 1.70 14,560
Nuneaton 1.66 6,691 1.62 13,886
Rugby 1.38 5,573 1.42 12,139
Cannock 1.37 5,532 1.37 11,732
Newcastle-under-Lyme 1.26 5,084 1.23 10,544
West Bromwich 1.15 4,645 1.13 9,676
Dudley 1.1 4,490 1.09 9,310
Lichfield 0.79 3,179 0.80 6,870
All Strategic Centres 80.38 324,668 80.21 686,398
Other locations in the Study Aff 19.62 79,273 19.79 169,331
Total 100 403,941 100 855,729

Thus, the total need in the comparison goods retail sector in the WMSA in the period
2005 up to 2021 ranges from approximately 404,000 sq.m sales area under the RPG

Tow’ expenditure growth scenario to 856,000 sq.m under the ONS hjgh’ expenditure
growth scenario. The mid-point in the need range is therefore approximately 630,000
sq.m sales area, before allowing for commitments, and 427,000 sq.m sales area after

allowing for the commitments set out in Appendix 7 of the Main Report. These sales

area figures can be translated into gross floorspace figures by assuming a net to gross
ratio of around 70 per cent. Thus, the 630,000 sq.m sales area, mid-point need, before

commitments, will equate to around 900,000 sg.m gross.
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The distribution of the need for comparison goods floorspace under alternative
scenarios is presented in Sections 7 and 8 of the Main Report.

Finally, Table 3.3 sets out the implications for quantitative comparison good retail need
in the period up to 2021 as a result of a variation in the assumption with respect to the
proportion of comparison goods expenditure accounted for by e-tailing. Our
deliberately conservative assumption is that special forms of retailing (SFT), for which
e-tail will be the most significant element, will grow from 7 per cent of comparison
goods expenditure in 2005 to 20 per cent by 2021, as set out in Table 3.1 of this
Technical Paper. The 20 per cent figure for e-tailing was chosen as one of the three
conservative assumptions discussed in paragraph 6.22 of the Main Report. In

Table 3.3 we set out the impact on the residual need for comparison goods sales area
in the period up to 2021, if the e-tail assumption is varied so as to fall within a range
from 10 per cent of comparison goods expenditure in 2021 to 25 per cent.

Table 3.3 Impact on the Need for Comparison Goods Sales Area Floorspace in the
WMSA of Each Percentage Point Reduction in E-tail’'s Share of Comparison Goods
Expenditure from our Conservative Assumption of 20 per cent by 2021

E-tail's Share of Impact on Comparison Goods Need in the WMSA by 2021
Comparison Goods (sq.m sales area)
Expenditure as at 2021
(%) RPG 7ow’ ONS high’
10 +292,000 +338,000
11 +262,800 +304,200
12 +233,600 +270,400
13 +204,400 +236,600
14 +175,200 +202,800
15 +146,000 +169.000
16 +116,800 +135,200
17 +87,600 +101,400
18 +58,400 +67,600
19 +29,200 +33,800
20 0 0
21 -29,200 -33,800
22 -58,400 -67,600
23 -87,600 -101,400
24 -116,800 -135,200
25 -146,000 -169,000

Thus, if e-tail’s share of comparison goods expenditure in 2021 falls below our
assumption of 20 per cent, the residual need rises and vice versa if e-tail's share grows
beyond 20 per cent. However, we think the latter scenario is unlikely given Experian’s
recent presentation on this issue'®, which suggested that e-tail’s share of comparison
goods expenditure would reach a plateau of just below 12 per cent in the year 2014.

'® Experian gave a presentation in March 2006 which suggested that e-tailing’s market share of comparison
goods expenditure would increase to 11 per cent by 2011, but then flatten out to reach a plateau of just
under 12 per cent by 2014.
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4.1

4.2

4.3

4.4

4.5

LEISURE EXPENDITURE

Drivers of Change in the Leisure Industry
Social and Economic Change

The leisure industry has benefited from the continued growth in household disposable
income and final consumption. Competitive forces have reduced the price of
essentials, allowing an ever increasing proportion of consumer expenditure to be spent
on leisure items whether for in home entertainment or spent outside the home.

Table 4.1 reflects this continued trend both nationally and within the West Midlands
Region.

Table 4.1 Trends in Household Disposable Income and Consumption

1998 2004 2011 Growth Growth
£Bn £Bn £Bn 1998-2004 2004-2011
United Kingdom
Household Disposable Income 612.11 754.8 900.83 23.3% 19.3%
Household Final Consumption 587.54 719.27 851.70 22.4% 18.4%
West Midlands
Household Disposable Income 50.711 61.126 71.826 20.5% 17.5%
Household Final Consumption 47.038 56.115 64.415 19.3% 14.8%

Source: Experian, Autumn 2004. 2001 prices.

Other social and economic changes which have had, and will have, significant impacts
on the commercial leisure sector include:

= growth in the number of people employed (up by nearly 3 million since 1987) -
particularly females who account for 82 per cent of part-time jobs - with households
becoming increasingly ‘cash-rich’, but ‘time poor’;

= anincrease in households which fall within the A, B, and C1 social groupings, who
have a greater proportion of disposal income for leisure spending; and

= agrowth in the proportions of leisure time spent on the home computer with young
adults spending considerable time surfing the Internet, downloading music and
watching DVDs.

The Gambling Act 2005

The Gambling Act received Royal Assent on 7 April 2005. The consultations
undertaken in preparing the new legislation demonstrated that changes were required
because the previous legislation was unduly restrictive. Furthermore, the previous
legislation did not make any provision for the technological advances which have since
occurred, such as remote betting and gambling.

The 2005 Act now brings all aspects of the gambling industry under the auspices of
one body - the Gambling Commission - which came into being into October 2005.
Likewise all aspects of licensing were transferred from magistrates to local authorities,
who will act with advice and guidance from the Gambling Commission. The restriction
for casinos to be developed only in permitted areas’was dropped, as was the 24-hour
membership rule. Advertising by casinos is permitted, whereas demand tests for
casinos, licensed betting offices and bingo clubs are abolished.

The Government designated three new types of casino: regional’, large’and ‘small’,
as set out in Table 4.2 which compares provisions for the new facilities with those for
current casinos. The ‘regional’casinos will be allowed up to 1,250 machines, including
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some with unlimited jackpot prizes'®. The 7arge’and ‘small’casinos will be restricted
to jackpot machines with a maximum prize of £4,000, although the machine to table
ratios will be far more generous than for existing casino operators. The regional’and
large’casinos will be permitted to offer bingo and all categories will be able to offer
betting. Initially licences will be issued only for 17 additional casinos: one ‘regional’,
eight Jarge’and eight ‘small’

Table 4.2 Gaming Machines and Gaming Area

Casino Type Table Gaming Min No of Max. No. of Jackpot | Gaming Machine to
Area M2 Tables for Max | Gaming Machines Per | Table Ratio, and
No of Machines | Premises (Jackpot Limit*)
Regional 1,000 50 1,250 25:1 (Unlimited)
Large 1,000 30 150 5:1 (£4,000)
Small 500 40 80 2:1 (£4,000)
Existing Casinos |445 (some 14 20 **1.4 (£4,000)
Now expansion)
Existing Casinos | 445 14 10 **0.7 (£2,000)
Previously

Source: Department for Culture, Media and Sport/Gambling Commission

* Category A machines have unlimited jackpots. Category B machines now have a limit of £4,000
for the top prize.

**The 1968 Gaming Act did not impose table to machine ratios; this is for illustrative purposes only.

The Government believes that the presence of the new regional casinos may have a
marked impact on areas which are in need of regeneration. As well as bringing several
gambling activities under one roof, they are likely to include facilities such as hotel
accommodation, conference facilities, restaurants, bars, areas for live entertainment
and other leisure attractions. The Government believes that this may facilitate the
rejuvenation of deprived areas.

The Government has not stipulated where new casinos should be located. Instead it
wants Regional Planning Bodies and local authorities to submit proposals to an
independent Casino Advisory Panel, which the Government has appointed. This panel
will then make recommendations as to the locations of the one ‘regional’, eight large’
and efght 'small’casinos by the end of 2006. Parliament will have to approve the
locations, which is expected to be during the first quarter of 2007. When these
decisions have been made the casino operators will be able to submit applications to
the local licensing authorities, in the designated locations, for a casino premises
licence. Where there is more than one application, for any type of casino, the local
authority will run a competition to determine the successful applicant. However, in our
assessment, the fine details of actual implementation mechanisms remain uncertain.

Whilst there may be job creation in the catchment areas of the chosen casino
locations, we are not persuaded that there will be any gain to the national economy as
a result of the new legislation. Any increase in expenditure on gambling is likely to be
offset by cuts in other areas of leisure spending, or through cuts in retail expenditure,
reduced levels of savings, or whatever. Moreover, given the uncertain impacts of the
new Act for the Government’s social inclusion agenda, we would urge caution on those
Regional Planning Bodies who may be considering submitting proposals for casinos in
locations with low income catchments.

Quantitative Need in the Leisure Sector

The methodological approach to the assessment of quantitative need in the leisure
sector is less well developed than in the retail and office sectors; this is probably a

'® The Regional Casino will be vast in scale compared to existing provision; indeed in March 2004 there were only
976 jackpot machines in the whole of Great Britain (Gaming Board of Great Britain, Report 2003/04)
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reflection of the fact that property development in the leisure sector has historically
been very market led, and it is only recently that leisure development has been brought
into the range of uses covered by the sequential approach.

Nevertheless, Experian has recently published information on leisure spending in six
COICOPS (Classification of Individual Consumption by Purpose) categories®, as set
out in Table 4.3 for the UK as a whole.

Table 4.3 Leisure Spend in the UK in 2003

cotogories _ DeSCrpton N GapiaE _ Loisuro Spend
11.1.1 Restaurants, cafés, bars, etc 997 61.0
94.2 Cultural services 233 14.3
943 Games of chance 150 9.2
11.2 Accommodation services 92 5.6
9.4.1 Recreational and sporting services 92 5.6
12.1.1 Personal services 70 43
TOTAL 1,634 100.0

Table 4.3 reveals that restaurants, cafés and bars account for three fifths of the UK
spend on leisure services. ‘Cultural services’and ‘games of chance’are the second
and third highest categories, but these account for just 14 per cent of leisure spend
and 9 per cent of leisure spend respectively. Furthermore, commercially oriented
property developments, such as cinemas, account for only a small fraction of spend on
cultural services’ (5 per cent), with bingo halls accounting for just 6 per cent of spend
on ‘games of chance’, and with casinos accounting for just 14 per cent of spend on
‘games of chance?®’.

Bearing in mind the structure of current spend on leisure services, our next step in the
assessment of leisure need was to calculate the growth in leisure spend for residents
of the WMSA in the period up to 2021. We obtained per capita leisure expenditure
data from Experian for residents across the WMSA, as set out in Spreadsheet 10.
However, for the per capita leisure spend, the WMSA is divided into 58 zones and the
correspondence between these 58 leisure expenditure zones and the 101 retail
expenditure zones is set out in Appendix 2. Spreadsheet 10 shows how the leisure
spend is projected forward to the year 2021, using Experian’s recommended growth
rate for spending on leisure services of 1.5 per cent, per capita, per annum for the
period 2003 to 2013%, Spreadsheet 10 reveals that the total leisure spend for the
WMSA is projected to grow from £9,105m in 2003 to £12,237m in the year 2021.
Thus, the growth in spending on leisure services, at 34 per cent in the period up to
2021, far exceeds Experian’s projected population growth for the WMSA in this period
of just 3 per cent.

In absolute terms, the projected growth in leisure spending in the period to 2021
amounts to £3,132m, of which some £1,911m will be for restaurants, cafés and bars,
using Experian’s 61 per cent estimate for expenditure in this category. In contrast, the
growth that would be absorbed by cinemas, at current market shares, would be only
£21m, with bingo halls absorbing £15m and with casinos absorbing £35m. However,
these assumed amounts of expenditure growth for commercial leisure facilities assume
constant shares of leisure spending, whereas the introduction of a new generation

20 Retail Planner Briefing Note 2.0, Experian, August 2004, Table 2.1.

2! Three-fifths of spend on cultural services is accounted for by TV licenses, satellite/cable subscriptions, video hire,
and internet subscriptions. Betting and the lotteries together account for two-thirds of spending under the ‘games
of chance’category.

22 Retail Planner Briefing Note 2.0 Experian, August 2004, Table 3.2
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casino, for example, could be expected to generate custom from a very wide
catchment area and encourage increased participation in gambling. Nevertheless any
increase in expenditure on gambling is likely to be offset by reductions in expenditure
on other leisure pursuits, or reduced retail spending, or reduced levels of saving; thus,
we do not anticipate any material gain in leisure and retail expenditure for the Region,
even if a new style casino is introduced.

414  Data from Dodona suggest that the average multiplex screen accounts for an annual
spend of £301,000 in ticket revenue, whereas an independent screen accounts for
£148,000 per annum in ticket revenue. Thus, the £21m increase in cinema
expenditure could translate into, say, six additional ten-screen multiplex cinemas (60
screens in total) and 26 additional independent screens. Our recommendations in
relation to the identification of priority locations for investment in new cinema screens
are contained in Section 8 of the Main Report.

4.15  The additional £15m in bingo hall expenditure may translate into seven big’clubs
(Gala and Mecca generate average net stakes of £1.47m per branch), and ten ‘smaller’
clubs, for which net stakes average around £444,000 per branch.

4.16  The additional £35m in casino expenditure - at constant market shares - would
translate into ten additional small scale traditional casinos across the Region, each
with an average turnover of around £3.6m?3. Our advice in relation to the implications
of the Gambling Act 2005 for new style casinos is covered in Section 8 of the Main
Report. Given the limited number of such facilities to be allowed across the country,
we have no doubt that an individual new casino - whether it be ‘regional’, large’or
small’- would be a commercial success; custom would be attracted from a wide
geographical area, and people would be encouraged to switch expenditure into
gambling. However, as stated earlier, we consider that there would be little gain in
expenditure for the Region as a whole because the casino spend will be diverted from
other leisure destinations, or from other retail pursuits.

Conclusion in Relation to Leisure Need

417  Expenditure on leisure services by residents of the West Midlands Study Area (WMSA)
is expected to grow by 34 per cent from 2005 to 2021, which far exceeds Experian’s
projected population growth for the WMSA over this period of just 3 per cent.
Approximately, three fifths of the growth in expenditure on leisure services is expected
to be absorbed by restaurants, cafés and bars and these facilities will be vital to the
future health of the Region’s strategic centres.

418 In contrast, the expenditure undertaken in commercial facilities such as cinemas, bingo
halls and casinos represents only a very small fraction of expenditure on leisure
services. Nevertheless, we project a growth in cinema revenue amounting to £21m
per annum which would support about 60 screens in multiplex format and a further 26
independent screens. The growth in turnover for bingo halls is estimated to be £15m
per annum, which would support around seven big clubs (such as those operated by
Gala and Mecca) and ten smaller clubs.

4.19  On the basis of current market shares the growth in casino expenditure would amount
to £35m and this would support around10 further small-scale traditional casinos.
However, a new style casino - whether it be in the ‘regional’, large’or ‘small’ category -
is likely to generate its own market. Custom to a new style casino would be attracted
from a wide geographical area and people would be encouraged to switch expenditure
into gambling. However, we anticipate that the introduction of a new style casino
would cause diversions of trade from other leisure destinations, or from other retail
pursuits, so that there would be little gain in expenditure for the Region as a whole.

% Source - The Gambling Commission
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QA

Qo6

Qo7

Qo8

Qo9

Q10

Good afternoon / evening, | am ...... from NEMS Market Research, an
independent market research company, and we are conducting a short
survey in your area about shopping and leisure activities. Do you have
time to answer some questions?

Are you able to speak on behalf of your household in relation to the
location of the stores and town centres where most of the household's
money is spent on non-food shopping and leisure activities?

Yes
No

In which town centres, freestanding stores or retail parks have the
members of your household spent most money on clothes, footwear and
other fashion goods in the past six months?

RANK UP TO 3 ANSWERS
SEE LIST A

In which town centres, freestanding stores or retail parks have the
members of your household spent most money on furniture, floor
coverings and household textiles in the past six months?

RANK UP TO 3 ANSWERS
SEE LIST A

In which town centres, freestanding stores, or retail parks have the
members of your household spent most money on DIY and decorating
goods in the past six months?

RANK UP TO 3 ANSWERS
SEELISTA

In which town centres, freestanding stores or retail parks have the
members of your household spent most money on domestic appliances
such as washing machines, fridges, cookers, IT equipment, TVs and
DVD/CD players in the past six months?

RANK UP TO 3 ANSWERS

SEELIST A

In which town centres, freestanding stores or retail parks have members
of your household spent most money on personal/luxury goods,
including books, jewellery, china, glass, cosmetics, musical instruments
& sports equipment in the past six months?

RANK UP TO 3 ANSWERS

SEE LIST A
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spent

Most money
spent

Most money
spent

Most money
spent

Most money
spent

2nd most
money
spent

2nd most
money
spent

2nd most
money
spent

2nd most
money
spent

2nd most
money
spent

3rd most
money
spent

3rd most
money
spent

3rd most
money
spent

3rd most
money
spent

3rd most
money
spent



Q11
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Q12a

Q13a

Q13b

How does your household normally travel when undertaking shopping
for non-food goods?
Car/ van (as driver)
Car/van (as passenger)
Bus

Motorcycle

Walk

Taxi

Metro

Train

Bicycle

Other (PLEASE WRITE IN)

ONE ANSWER ONLY

Where do you go most often to visit the cinema?
SEE LISTB

Where do you visit most often when you go to the Theatre/Concert Hall?
SEELISTC

Which city, town, district or local centres do you visit most often for the Museum /
following cultural activities and services? Art Gallery

SEELISTD

CLASSIFICATION

SEX

AGE

~N O OB W N -

Postcode (district and sector) for place of residence of household
DISTRICT | | | I[ |

SECTOR [ ]

Sex of respondent.
Male
Female

Could | ask, how old are you?
18to 24

25t034

35t044

4510 54

55to 64

65+

(Refused)

Council
Services /
visits to
Town Hall

Financial
& Legal
Services



CAR
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CA2
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WOR
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occ

POS

How many cars does your household own or have the use of?
None

One

Two

Three or more

(Refused)

Is there a car usually available for shopping and leisure purposes?
READ OUT. ONE ANSWER ONLY

Always available

Usually available

Rarely available

Never available

(Refused)

Which of the following best describes the chief wage earner of your
household's current employment situation?

READ OUT

Working full time

Working part time
Unemployed

Retired

A housewife

A student

Other (PLEASE WRITE IN)
(Refused)

What is the occupation of the chief income earner in your household?

(IF RETIRED OR UNEMPLOYED, PLEASE ASK PREVIOUS OCCUPATION)

Occupation / job description (PLEASE WRITE IN)
(Refused)

Please specify the postcode (district and sector) of the workplace
location of the household's chief income earner (NOT APPLICABLE IF
RETIRED OR UNEMPLOYED)

DISTRICT | [ || || |

SECTOR [ ]







APPENDIX 2

CORRESPONDENCE BETWEEN LEISURE
ZONES AND RETAIL ZONES






Leisure Zone

Retail Zone(s)

1 1 64
2 2 3
3 4 26
4 6 49
5 7 8
6 9 37
7 10 21
8 11 18
9 13

10 12 15
1 14 16
12 17 24
13 19

14 20 61
15 22

16 23

17 25

18 28 29
19 30

20 31 44
21 32 43
22 5 33
23 34 62
24 35 67
25 36 41
26 42

27 40 60
28 46 51
29 27 47
30 38 48
31 50 58
32 52

33 53 65
34 39 55
35 54 56
36 57 59
37 63 70
38 45 66
39 68 69
40 71 81
4 72
42 73 74
43 75 78
44 76
45 77 80
46 79 83
47 86 el
48 82 95
49 92

50 84

51 85 87
52 88 101
53 89

54 90 94
55 98 99
56 93

57 97

58 96 100










