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1.0

INTRODUCTION

1.1

Strategic Perspectives LLP (‘SP’) was commissioned by the London Borough of Hackney
(‘LB Hackney’) in January 2011 to carry out the Retail Centres Study (the ‘study’). In
brief, the Council is seeking to improve the scale and quality of the retail and
commercial leisure offer of Dalston and Hackney Central (also known as Hackney Mare
Street), as well as provide an appropriate scale and complementary mix of retail and
commercial leisure floorspace in the two emerging smaller centres of Hackney Wick
and Manor House.

1.2

This introductory section summarises the background to, and key aims of the study.

BACKGROUND TO THE STUDY
1.3

The LB Hackney borders the Boroughs of Islington, Haringey, Waltham Forest, and
Tower Hamlets. It is close to the City of London to the south, the Olympic Park and
Stratford City in the east and Canary Wharf to the south-east.

1.4

The Borough has a diverse shopping offer, ranging from small parades, to designated
town centres and renowned street markets (specifically Ridley Road market). Dalston
is the borough’s ‘Major Town Centre’ and is the largest shopping centre in Hackney.
Hackney Central, Stoke Newington and Finsbury Park are defined as ‘District Centres’
by the London Plan and serve more local catchment areas, as well as providing
specialist town centre offers.

New centres for economic activity and residential

development are also identified in the Borough, including Manor House, Stoke
Newington Road, Shacklewell Lane and Hackney Wick. These centres and others have
been designated as local shopping centres and their roles will be maintained and
enhanced to better serve their local communities.
1.5

The LB Hackney is set to benefit significantly from the 2012 Olympic and Paralympic
Games and Legacy, including major new infrastructure and transport projects.

In

particular the 2012 Olympic Legacy is expected to act as a major catalyst for
improving the borough’s local economy and town centres.

The opening of the East

London Line Extension (ELLX) (London Overground) to Dalston, Haggerston and
Hoxton in 2010, as well as the improvements to the North London Line, will also
increase the attraction of the Borough and its centres for new investment.

Other

planned strategic transport proposals include Crossrail, the Thames Gateway and the
London-Stansted-Cambridge growth corridors.
1.6

Up to 2025 Hackney’s relatively young population is projected to increase to between
250,000 and 260,000, which represents a significant growth of 14% to 18% from
2008.

This population growth is likely to reinforce the Borough’s ethnically diverse

profile, which is made up of around 41% Black and Asian Ethnic Minorities (BAME) with
Black African and Caribbean groups making up the largest minority groups. Hackney
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also has a diversity of faith groups living in the borough with much larger proportions
of people of a Jewish and Muslim faiths living in Hackney compared to the rest of
London and England. In addition, the housing requirements of the draft replacement
London Plan 2009 are for 1,160 net additional new dwellings each year from 2011 to
2021.
1.7

Against this background of significant growth and change, the LB Hackney is
developing a comprehensive and complementary approach to the spatial regeneration
of the four main study centres.

This has included setting up a town centre

management (TCM) team to help deliver change and promote new investment. The
preparation of Area Action Plans (AAPs) is intended to provide the policy and
development framework needed to enable and guide a wide range of new investment
in these centres over the next 15 years, including new retail and commercial leisure
floorspace.
1.8

These AAPs are briefly reviewed in Section 3 (and covered in more detail by the Stage
2 Report – see below). In summary, the Dalston and Hackney Central AAPs are being
produced in a two-stage process. The Phase 1 AAPs were adopted as interim planning
guidance prior to the adoption of the Core Strategy in November 2010. The Phase 2
AAPs will be adopted as formal Development Plan Documents (DPD) as part of the
Council’s Local Development Framework (LDF). In brief, the plans for Dalston largely
focus on the potential for significant new retail, commercial and housing growth around
the new Dalston Junction station. For Hackney Central the aim is to strengthen the
centre’s administrative and cultural role.

1.9

Hackney Wick is situated on the edge of Hackney and after a period of decline it is now
becoming a centre for hi-tech manufacturing and London’s artistic community. It has
been identified as a neighbourhood of employment-led mixed use development to
maximise

the

2012

Olympic

Legacy

opportunities,

including

the

International

Broadcast Centre (IBC) and Main Press Centre (MPC). The AAP for Hackney Wick is
also being produced in a two-stage process and amongst its key aims is the creation of
a community ‘hub’.
1.10

Separate to the phased approach adopted for the other AAPs, the pre-submission
Manor House AAP is currently programmed for publication in April/ May 2011.

The

local centre at Manor House is situated on the Hackney and Haringey borders and its
small-scale offer is focussed around the Piccadilly Line Underground station.

Manor

House currently serves the Woodberry Down Estate, which is situated on both sides of
Seven Sisters and has been identified as the location for a new community, within a
regenerated housing estate.

Redevelopment will add 2,664 new dwellings to the

borough’s housing stock and it represents the largest housing renewal project in
Europe. A new Academy, expanded primary school, health centre, youth club and a
community centre are also proposed as part of the development. The increased
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population and new infrastructure at Woodberry Down will create the opportunity to
significantly improve Manor House’s retail and commercial leisure offer.
1.11

The Borough’s key centres and their relationship to transport infrastructure are shown
on the key diagram below.
Figure 1.1 Key Diagram

Source: LB Hackney Core Strategy (Map 4.1)

AIMS OF THE STUDY
1.12

This study has therefore been commissioned by the Council to assist with the further
development and implementation of its AAPs for each centre, specifically focusing on
practical recommendations on the appropriate scale and type of new retail and leisure
floorspace. The Council’s main policy and regeneration objective is to strengthen the
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vitality and viability of its mains centres and increase the retention of shoppers within
the Borough, particularly for comparison goods expenditure.
1.13

The Council requires the AAPs to be checked against adopted Core Strategy policies
and other recent evidence to help provide a robust assessment of the proposed retail
and leisure strategies for each centre. The two key elements of this study, as set out
in the Council’s Brief, are:


To advise and inform the further development of the interim AAPs to full DPDs in relation
to the retail and leisure strategies, as well as site development; and



To provide practical recommendations to the Council on improving the retail and leisure
offer in the centres, including identifying, developing and applying appropriate town
centre management strategies and application of demonstrable best practice, with a
particular focus on Dalston and Hackney Central.

1.14

The study has been divided into two separate but inter-related reports to meet the
Council’s key requirements, as described below.

Stage 1 Report
1.15

This Stage 1 Report provides a review of existing baseline evidence and research to
provide an up-to-date position and commentary on retail and leisure provision across
the Borough. This report covers a range of key inter-related tasks including:


A desk-top non-empirical review of the most recent LBH Retail and Leisure Study
prepared for the Council by Roger Tym & Partners in 2005; the 2010 Retail Health Check
of the key centres in LBH prepared by the Council; and the adopted Core Strategy revised post Examination in Public (EiP) version.



A review of the findings and analysis of the 2005 Retail and Leisure Study to identify and
understand relevant local trends;



A commentary on the key strategic local, regional and national retail trends since 2005,
to include a review of the potential opportunities / constraints for the Borough and
growth areas (including the impacts of major transport infrastructure development, such
as the East London Line Extension (ELLX); the 2012 Olympics; Stratford City; and the
emergence of other retail centres and influences outside the Borough).



Consideration of the likely impacts of the current downturn on retailing and leisure in the
Borough and advise on the future forecasts for these sectors.



To develop conclusions around retailing and leisure in the town centres from the 2010
Retail Health Check.

Stage 2 Report
1.16

The Stage 2 Report involves a more detailed review of the current retail and leisure
strategies for each AAP. This will be set out in a separate report and will provide:
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Recommendations on the quantum, location, type and timely provision of retail for the
long-term growth of Hackney Wick as a potential local centre.



Recommendations on the quantum and mix of retail at Manor House, considering its role
and relationship with the regeneration of Woodberry Down Estate for significant new
housing development.



A ‘soundness check’ for Dalston and Hackney Central AAPs in terms of retail and leisure
strategies, floorspace, mix and location of development proposed in the AAPs on
‘opportunity sites’. This will also involve an updated assessment of the potential impact
of major proposed development – i.e. the Tesco redevelopment in Hackney Central and
the Kingsland Shopping Centre extension in Dalston.



A clear framework of practical recommendations and strategies for developing and
improving the retail and leisure offer in the AAP areas, with a focus on Dalston and
Hackney Central.



A ‘toolkit’ for Dalston and Hackney Central and other centres to provide ‘best practice’
advice on how to manage retail/ leisure during the economic downturn and how to retail
and

attract

independent

and

multiple

retailers.

This

framework

will

outline

recommendations and possible interventions available to LBH to build upon and improve
existing town centre management in the Borough’s two main centres.

EVIDENCE BASE
1.17

Both the Stage 1 and Stage 2 Reports draw on a number of key planning policy
documents, evidenced based studies and research datasets, including:


LBH Retail and Leisure Study - prepared by Roger Tym & Partners (RTP) for the
Council this provided the evidence base used to inform the preparation of the Local
Development Framework (which will replace the existing UDP) and the various centre
Area Action Plans (AAPs). This study was informed by separate household survey, visitor
survey and healthcheck reports published in April 2005 (see Appendix 1 for background
to the different reports and the study area definition).



Unitary Development Plan (1995) – saved policies



Hackney’s 2010-25 Local Development Framework (LDF) Core Strategy –
adopted in November 2010.



LBH Retail Health Check 2010 - This research was prepared by the Council’s
Monitoring and Research Team and sets out a wide range of Key Performance Indicators
(KPIs) and planning data on the health of the LB Hackney’s main centres.

This will

provide the updated evidence base used to inform the Council’s future Development
Management Development Planning Documents (DPDs) and Site Allocations document.
The data underpinning the 2010 Retail Health Check was compiled in Land Use Surveys
conducted over Spring/Summer 2010 across all the designated retail centres.


Dalston & Hackney Central Area Action Plans (Phase 1) and supporting
information.



Hackney Wick AAP (Phase 1) and supporting information.
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Manor House Masterplan Draft AAP (Phase 1) and supporting information.



Manor House and Woodberry Grove Commercial Capacity Study (2005)



London Town Centre Health Check (TCHC) - undertaken by the Greater London
Authority (GLA) with support from the London boroughs, this health check was published
in December 2009 and forms part of an ongoing series of strategic London-wide health
checks. Based on a selection of strategic Key Performance Indicators (KPIs), it provides
a ‘snapshot’ of the health of over 200 of London’s larger town centres. This ‘strategic’
town centre health check has informed preparation of the draft replacement London Plan
and also contributes to the evidence base for local development plan policies,
development proposals and implementation of town centre and local strategies in
accordance with national planning policy statements.

REPORT STRUCTURE
1.18

This Stage 1 Report has been divided into the following inter-related sections:


Section 2: reviews the national and regional planning policy context material to the
planning and development of town centres.



Section 3: reviews LB Hackney’s extant and emerging development plan policies that
are relevant to the future planning, growth and regeneration of Dalston, Hackney
Central, Manor House and Hackney Wick as shopping and leisure destinations.



Section 4: briefly reviews the changing urban, retail and leisure landscape and the
implications for attracting new retail/ leisure investment and development to LB
Hackney. This is based on the more detailed research set out in Appendix 2 for the retail
sector and Appendix 3 for the commercial leisure sector.



Section 5: benchmarks LB Hackney’s retail and commercial leisure offer against the
main competing centres in neighbouring Boroughs. It also reviews the potential effects
of new and proposed retail floorspace in East London on the future vitality and viability
on Dalston and Hackney Central.



Sections 6 and 7: review and update, where possible, the health check assessments for
Dalston and Hackney Central to help determine the changes in their overall health and
performance since 2005.



Section 8: provides a brief summary and review of the Retail and Leisure Study carried
out for the Council in 2005.



Finally, Section 9 sets out the key findings of the Stage 1 Report drawing on the
research evidence.
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2.0

NATIONAL & REGIONAL PLANNING POLICY CONTEXT

2.1

This section summarises the national and regional policy context material to the
assessment of the development potential of the LB Hackney’s main centres for new
retail and commercial leisure floorspace, as well as wider town centre uses.

First,

however, we provide a brief overview of the reforms to the planning system proposed
and instigated by the new Coalition Government, as these could have a significant
impact on the future planning and development of Britain’s town centres.

COALITION GOVERNMENT’S PLANNING REFORM
2.2

The reform of the planning system is central to the new Coalition Government’s
programme. It includes the scrapping of Regional Spatial Strategies, the abolition of
the Infrastructure Planning Commission (IPC), the Comprehensive Spending Review
(CSR) and planning’s important role in the delivery of the Government’s ‘Big Society’
vision through the Localism Act.

2.3

In July 2010, the Secretary of State announced the revocation of Regional Strategies
with immediate effect, apart from Greater London. The implications of this decision are
yet to be fully felt, however initial guidance has been issued to respond to any
immediate matters that may arise. This programme returns decision-making powers
on housing and planning to local councils and neighbourhood plans. It has however
raised concerns that it could exacerbate ‘nimbyism’ at a time when bold steps are
needed to tackle the economic recession and the UK’s significant housing shortage.
The resulting implications in planning policy terms can be summarised as follows:


In determining planning applications, Local Planning Authorities (LPAs) must continue to
have regard to the Development Plan, which will now only consist of adopted
Development Plan Documents (DPD); saved policies; and any old style plans that have
not lapsed. LPAs should also continue to have regard to other material considerations
including national planning policy statements (such as PPS4).



Importantly, and in relation to the London Borough of Hackney, the London Plan will
continue to provide the planning framework for all London Boroughs. The Mayor will
continue to progress the draft Replacement London Plan, which recently underwent an
Examination in Public (EiP).



LPAs will still be required to progress their LDFs and will be encouraged to reflect local
people’s aspirations on planning issues. In circumstances where an authority has adopted
a DPD they will be permitted to review their plans where appropriate. Before doing this,
LPAs should take an approach that considers the stage the document has reached, the
extent of the work already undertaken and the scope of the policy changes that they will
be making.

2.4

The Coalition Government is not seeking to change the plan-making approach per se,
but by removing the regional tier of policy there will be inevitable delays to the LDF
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process. Authorities have therefore been encouraged to make their position clear on
the review of their LDF as a priority.

NATIONAL PLANNING POLICY
2.5

The Government’s main objectives, policy and advice are set out in a series of interrelated Planning Policy Statements (PPS), which provide broad principles relating to
spatial planning in England. The key policy statements of relevance to this study are
PPS1, PPS4 and PPG13. The following briefly summarises the key policies set out in
Planning Policy Statement 4 (PPS4) Planning for Sustainable Economic Growth. These
policies are particularly material to the preparation of local development documents
and the determination of planning applications for main retail and town centre uses.

2.6

The Government’s overarching planning policies are aimed at the delivery of
sustainable development through the planning system. It is the core principle
underpinning planning. At the heart of sustainable development is the aim to ensure a
better quality of life for everyone, for now and for future generations.

2.7

The spatial planning system requires local planning authorities to collaborate with a
wide range of stakeholders and agencies to help to shape local areas and deliver local
services. The spatial planning objectives for local areas, as set out in the LDF, should
therefore be aligned not only with national and regional plans, but also with the shared
local priorities set out in Sustainable Communities Strategies where these are
consistent with national and regional policy. Local development documents must be
soundly based, drawing on robust, comprehensive and credible evidence.

2.8

*
PPS4 sets out planning policies for sustainable economic growth and development and

was published in December 2009 alongside the Practice Guidance on Need, Impact and
the Sequential Approach.
2.9

The intended effect of the policy changes is for the planning system to contribute to
building prosperous economies by, amongst other objectives, improving the economic
performance of places; delivering sustainable patterns of development; and promoting
the vitality and viability of town centres. For town centres the key objectives include,
inter alia, focussing new main town centre uses in existing centres; remedying
deficiencies in provision in areas with poor access to facilities; allowing competition
between retailers; and enhancing consumer choice through the provision of innovative

* For the purposes of PPS4 economic development includes development within the B Use Classes; public and community
uses; and the main town centre uses. The main town centre uses are retail development (including warehouse clubs and
factory outlet centres); leisure, entertainment facilities, and the more intensive sport and recreation uses (including
cinemas, restaurants, drive-through restaurants, bars and pubs, nightclubs, casinos, health and fitness centres, indoor
bowling centres, and bingo halls); offices, and arts, culture and tourism development (including theatres, museums,
galleries and concert halls, hotels and conference facilities). The policies do not apply to housing development, as this is
covered by PPS3: Housing. References to town centre(s) or to centre(s) apply to all types of centre defined in Annex B to
PPS4 which should be identified in development plans.
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and efficient uses and services in town centres that allow genuine choice to meet the
needs of the entire community (particularly socially excluded groups).
2.10

PPS4 sets out policies that are intended to clarify the Government’s approach and
support for town centres. It is significantly different to PPS6 in that it is based on 19
policies organised around the following key planning processes using evidence to plan
positively (Policy EC1); plan making (Policies EC2 – EC8); monitoring (Policy EC9); and
development management (Policies EC10 – EC19).

2.11

At the local level, PPS4 (Policy EC1.3) advises that local planning authorities (LPAs)
should plan positively for growth and development by assessing the need for further
main town centre uses and ensure there is capacity to accommodate them (taking
account of the role of centres in the hierarchy); and identify any deficiencies in the
provision of local convenience shopping and other facilities which serve people’s dayto-day needs. In assessing need for retail and leisure development LPAs should take
account of both quantitative and qualitative need, giving additional weight to the latter
in deprived areas.

2.12

PPS4 states that, in planning for centres, regional and local planning authorities should
set out a strategy for the management and growth of centres over the plan period,
setting

flexible

policies

allowing

centres

to

respond

to

changing

economic

circumstances. Policy EC3.1 provides a useful “checklist” for plan-making, as it sets
out the scope of strategies, although the Practice Guidance advises that these should
be “...tailored to the specific circumstances and issues facing the area” (paragraph
2.6).
2.13

Reflecting the importance attached to developing positive strategies, and promoting
choice and competition, PPS4 (Policy EC4) reinforces the Government’s key policy
objectives, and sets out some of the issues which could be taken into account in
preparing and evaluating alternative town centre strategies and translating these into
the LDF.

2.14

At the time of writing, the sequential assessment remains at the ‘heart’ of the
Government’s objective to focus new development and investment in town centres
‘first’, ahead of edge and out-of-centre locations. It is a fundamental part of both plan
making (Policy EC5) and the determination of planning applications (Policy EC15).
Having identified sites for development, Policy EC5.5 states that LPAs should allocate
sufficient sites in development plan documents to meet at least the first five years’
identified need.

2.15

A more comprehensive ‘impact test’ has been introduced by PPS4 to help inform plan
making (for example, see Policies EC3.1.e, EC5.1.d and EC5.4) and development
management policies (see Policies EC14, EC16 and EC17).

The assessment of the

impact of proposed locations for development on existing centres by local planning
authorities as part of the plan making process will need to take account of the impact
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considerations set out in Policy EC16 focusing in particular on the first five years after
the implementation of a proposal (i.e. after the scheme has opened).
2.16

In addition, Policy EC10.2 identifies wider impact considerations that all applications
for economic development should be assessed against, including the effect on carbon
dioxide emissions and climate change; the accessibility of the proposal by a choice of
means of transport; whether the proposal secures a high quality and inclusive design;
the impact on economic and physical regeneration in the area, including the impact on
deprived areas and social inclusion objectives; and the impact on local employment.

2.17

In the assessment and determination of planning applications for retail and main town
centre uses that are not in a centre and not in accordance with an up to date
development plan, Policy EC17.1 is clear that local planning authorities should refuse
planning applications where:


the applicant has not demonstrated compliance with the sequential approach (Policy
EC15); or



there is clear evidence that the proposal is likely to lead to ‘significant adverse impacts’
in terms of any one of the key impacts set out in Policy EC10.2 and EC16.1. This will
need to take into account the likely

cumulative effect of recent permissions,

developments under construction and completed developments.

2.18

However, it is still for the decision maker to judge the extent to which the applicant
has demonstrated compliance with the sequential approach, and what constitutes a
“significant adverse impact”, based on the circumstances of each case.

Where the

evidence shows there is no “significant adverse impact” it will be necessary to balance
the positive and negative effects of proposals against the criteria set out in Policies
EC10.2 and EC16.1, together with any other local considerations and other wider
material considerations in reaching an overall planning judgement.

Policy EC17.3

states that judgements about the extent and significance of any impacts should be
informed by the development plan (where this is up to date); along with recent centre
health check assessments (based on the vitality and viability indicators set out in
Annex D to PPS4); and any other published local information (such as a town centre or
retail strategy).

REGIONAL PLANNING POLICY CONTEXT
2.19

The London Plan Spatial Development Strategy for Greater London published in
February 2008 (published consolidated with alterations since 2004) is the current plan
with legal development plan status. The Plan sets out an integrated social, economic
and environmental framework for the future development of London over the next 20–
25 years. Despite the intended scrapping of the regional tier of planning by the new
coalition Government, the London Plan will continue to provide the planning framework
for all London Boroughs.
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2.20

Following the election of a new Mayor in May 2008, an immediate full review of the
London Plan was instigated. The Replacement London

Plan †

was subject to

Examination in Public (EiP) in 2010 and the Panel's report is scheduled for publication
during February 2011, with adoption scheduled for the autumn.

Until then the

2004/2008 London Plan remains the statutory regional plan for London.

The London Plan (consolidated with alterations since 2004)
2.21

The Plan adopts a policy of ‘structured choice’, which concentrates the supply of retail
and leisure facilities and services in the most accessible places and distributes them
between central London, town centres and development areas such as the Thames
Gateway.

2.22

Under Policy 2A.8 London’s town centres are identified as a key spatial priority and
are central to the achievement of objectives for land use and transport integration.
Town Centres are key locations for a diverse range of activities and uses.

The

polycentric strategy for London’s development will aim to, inter alia, sustain and
enhance the vitality and viability of town centres; accommodate economic and housing
growth through intensification and selective expansion; and take account of the
relationship with town centres in adjoining sub-regions and in the regions adjoining
London, to provide strategic direction for the development of the network of centres.
2.23

Policy 3D.1 states that London Boroughs should enhance access to goods and
services and strengthen the wider role of their town centres to:


encourage retail, leisure and other related uses in town centres and discourage them
outside the town centres;



improve access to town centres by public transport, cycling and walking;



enhance the quality of retail and other consumer services in town centres;



designate core areas primarily for shopping uses and secondary areas for shopping and
other uses; and



2.24

Undertake regular town centre health-checks.

London has a complex pattern of town centres. While each centre performs a different
function according to the community and area it serves, five broad types of town
centre are identified by Map 3D.1 and Annex 1 to the London Plan. This provides the
basis for policy development and delivery within them.


International Centre - defined as major concentrations of globally attractive, specialist
or comparison shopping (i.e. Knightsbridge and the West End);

†
The London Plan - Spatial Development Strategy for Greater London (Consultation draft replacement plan), October
2009
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Metropolitan Centres – typically serve wide catchments which can extend over several
boroughs and into parts of the wider south east region. Typically they contain at least
100,000m2 of retail floorspace with a significant proportion of high-order comparison
goods relative to convenience goods. These centres generally have very good
accessibility and significant employment, service and leisure functions.



Major Centres - generally contain over 50,000m2 of retail floorspace with a relatively
high proportion of comparison goods relative to convenience goods. They may also have
significant employment, leisure, service and civic functions (including Dalston).



District Centres - typically have between 10,000m2 and 50,000m2 of retail floorspace
and mainly provide convenience goods, services and, in certain cases, more specialist
shopping functions for local communities (including Hackney Central, Finsbury Park and
Stoke Newington).



Neighbourhood / local centres – typically serve a localised catchment often most
accessible by walking and cycling and include local parades and small clusters of shops,
mostly for convenience goods and other services. They may include a small supermarket
(less than 2,000m2), sub-post office, pharmacy, laundrette and other useful local
services. Together with District centres they can play a key role in addressing areas
deficient in local retail and other services.

2.25

Within

the

Central

Activities

Zone

(CAZ)

the

CAZ

Frontages

represents

a

supplementary classification and refers to mixed use areas usually with a predominant
retail function.
2.26

Larger

centres,

such

as

Dalston,

are

identified

as

accommodating growth in comparison goods expenditure.

appropriate

locations

for

Smaller District Centres,

such as Hackney Central, are considered suitable for accommodating growth in
convenience goods floorspace. This means that Dalston is the focus for non-food retail
floorspace in LB Hackney, with less growth expected for either Hackney Central or
Stoke Newington.
2.27

In accordance with regional planning policy guidance, Policy 3D.2 states that DPD
policies should assess retail capacity and need. Where need for additional development
is established, capacity to accommodate such development should be identified within
the UDP following a sequential approach. The Policy goes on to state that the scale of
development should relate to the size and role of the centre and its catchment.

2.28

Policy 3D.3 states that Boroughs should work with retailers and others to prevent the
loss of retail facilities that provide essential convenience and specialist shopping.

2.29

The London Plan places the LB of Hackney in the ‘North London Sub-Region’, along
with the other boroughs of Barnet, Camden, Enfield, Haringey, Islington and
Westminster.
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Figure 2.1 North London Sub-Region

Source: GLA

2.30

North London is identified as having strong links to other important growth and
development areas, including Stratford and the Thames Gateway, which includes parts
of Hackney; the London-Stansted-Cambridge-Peterborough corridor; the Western
Wedge beginning at Paddington; the South Central Opportunity Areas in south London
and the London- Luton-Bedford corridor.

Strong retail growth is anticipated in the

sub-region and will assist the future of many town centres, which can also benefit from
strong tourism and leisure sector growth. The general policies for town centres are set
out in Policy 2A.8 and Chapter 3D. Dalston is identified as strategic major town
centre in the sub-region (Map 5B.1) along with Wood Green, Enfield, Edgware and
other centres should be considered as opportunities for more intensive development.
The Plan states that Boroughs should consider how their roles could be consolidated or
enhanced to meet retail and other consumer needs, as well as to increase capacity for
mixed-use development including housing.

It is intended that Brent Cross regional

shopping centre will evolve into an integrated town centre with a mix of uses including
housing.

In addition, Wood Green, Enfield, Edgware, Dalston and other centres are

identified as having the potential to provide sustainable access to higher quality goods
and services.

The Replacement London Plan
2.31

Policy 2.15 and Policies 4.7-4.9 of the Plan provide the strategic framework for
town centre policy development and implementation. The Replacement Plan’s town
centre policies are intended to provide Londoners with convenient and sustainable
access to the widest range of competitively priced goods and services. It therefore
provides a framework to coordinate the changing roles of individual centres, guiding
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evolution of the network as a whole toward this end. Each level in the network has
different, complementary and sometimes specialist roles to play in this process, for
example in arts, culture, entertainment and night time economic activity. Hackney is
part of the East Sub-Region, within Inner London, and Dalston is now an Area for
Intensification.
2.32

Annex 2 to the Plan identifies the existing role and function of town centres in the
network and provides a broad indication of the future growth potential of each town
centre together with anticipated changes to classifications over the Plan period. The
roles of town centres in the regeneration process and strategic clusters of night time
economic activity are also identified.

Under Table A2.1 of Annex 2, Dalston is

identified as a ‘Major’ centre and Hackney Central, Finsbury Park and Stoke Newington
are confirmed as ‘District’ Centres.

All four LB Hackney centres are identified as

having “medium growth potential” (i.e. town centres with moderate levels of demand
for retail, leisure or office floorspace and with physical and public transport capacity to
accommodate it) and regeneration potential.
2.33

Table A2.2 identifies potential future changes to the town centre network over the
development plan period.

Both Stratford and Brent Cross are identified as future

Metropolitan Centres and will benefit from a significant increase in their retail and
commercial leisure floorspace over the next decade (see Annex 1, Sections 5 and 20
for a more detailed description).

The smaller centres of Bromley by Bow and

Crossharbour in LB Tower Hamlets are also identified as potential new ‘District’
centres.
2.34

To meet identified needs and to support the vitality and viability of town centres
(under Policy 2.15), Policy 4.7 supports a proactive approach to managing growth
within and on the edges of town centres, and encourages joint work between public
and private sectors to identify and bring forward new retail, leisure and commercial
development opportunities. In carrying out town centre health checks, boroughs
should include an assessment of the capacity of each town centre to accommodate
additional retail and other commercial development appropriate to its role within the
network.

This supply-side assessment should be set against an assessment of the

need for new development on a borough and London-wide basis. Where need is
established, boroughs should adopt a sequential approach to identifying suitable sites
in accordance with national policy. Areas in and around town centres are identified as
the most appropriate locations for higher density development, in line with the
locational strategy in Chapter 2.
2.35

Policy 4.8 supports a successful and diverse retail sector.

As under extant Policy

3D.1 of the extant London Plan, larger centres (such as Dalston) are identified as
appropriate locations for accommodating much of the growth in comparison goods
retail expenditure and floorspace. Smaller centres (such as Hackney Central) are
particularly suitable for accommodating growth in convenience floorspace. The
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availability of accessible local shops and related uses meeting local needs for goods
and services (including post offices and public houses) is also important in securing
‘lifetime neighbourhoods’ (see Policy 7.1) – places that are welcoming, accessible and
inviting to everyone regardless of age, health or disability and which provide local
facilities available to all.
2.36

Under Policy 4.8 it is also recognised that street and farmers’ markets can make
valuable

and

distinctive

contributions

to

meeting

Londoners’

varied

dietary

requirements and extending competitive choice and access to a range of goods, as well
as contributing to the vitality and wider offer of town centres.

The planning system

can help address some of the challenges facing markets, but it is acknowledged that
broader actions are often required, especially in terms of management and
investment.
2.37

In LDFs, boroughs should consider opportunities for new or expanded local centres
where there is capacity to meet the needs of existing under-served areas or new
residential communities. Coordinated planning and other interventions may be
required to retain facilities, such as corner shops or small parades (such as those in
housing estates) that provide an essential social function but are on the margins of
economic viability. Improvements in e-infrastructure should be encouraged to enhance
access to a competitive choice of goods and services for all communities.

2.38

In considering proposals for large retail developments (typically over 2,500 sq m)
Policy 4.9 encourages the boroughs to seek contributions via s106 planning
obligations where appropriate, feasible and viable, to support the provision of
affordable shop units suitable for small or independent retailers and secure their
availability over time. The appropriateness of application of this policy will depend
upon local circumstances. For example, it may be appropriate in some parts of Central
London, where small shops are in short supply and affordability is a key concern,
particularly for independent retailers and small enterprises. However, the policy may
be less appropriate in other parts of London, for example where there is an excess
supply of small shop units, low rental values and high vacancy rates. Account should
also be taken of site characteristics and practical considerations including design and
layout. Viability is also a consideration, including its bearing on development costs and
other priority planning obligations. Application of this policy should be weighed against
other strategic priorities in planning obligations set out in Policy 8.2.

SUMMARY
2.39

National, regional and local planning policy is in a “state of flux” and could be subject
to considerable review and reform over the next few years. Notwithstanding this, the
Coalition Government has set out its commitment to promote new development and
investment in town centres first, balanced with opportunities for new out-of-centre
retail and leisure development where the appropriate policy ‘tests’ are met.
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2.40

PPS4 encourages local planning authorities to take a more proactive approach to the
planning, development and management of town centres. This should result in more
local authority-led opportunities appearing for town centre and edge-of-centre
development, particularly in medium-sized and smaller centres. However, some of
these may be aspirational rather than realistic, because commercial values in small
centres are sometimes too low to make new development viable and land assembly
can be highly problematic. A further obstacle could be the cost of creating good
linkages or breaching barriers to pedestrian movement, to enable a site to function as
edge-of-centre. The way forward could be higher density mixed uses. Meanwhile, the
largest centres will continue organic growth and consolidation, even if some major
schemes are curtailed following plan-led reviews of the retail hierarchy.

2.41

The policies in the extant and replacement London Plan mirror the Government’s main
objectives and policies set out in the national planning policy statements.

The

classification of different town centres in terms of their scale and function provides a
framework for new investment and development.

As a ‘Major’ centre Dalston has

potential to accommodate new comparison goods development over the plan period,
whereas Hackney ‘District’ centre will be the main focus for convenience goods and
other town centre uses to serve its more localised catchment.
2.42

This notwithstanding, although the Replacement Plan does not make provision for any
changes to Hackney’s town centre classifications over the plan period, this does not
preclude it from happening if a robust case can be made for a centre to be reclassified.
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3.0

LB HACKNEY DEVELOPMENT PLAN - CONTEXT & POLICIES

3.1

Hackney’s current statutory plan is the Unitary Development Plan (UDP) adopted in
1995. This is being replaced by the Local Development Framework (LDF) under then
requirements of the Planning and Compulsory Purchase Act 2004 and the Town &
Country Planning (Local Development) (England) (Amendment) Regulations 2008. A
LDF comprises a suite of individual planning documents, known as Local Development
Documents (LDDs).

As the individual LDDs are adopted they help to establish the

strategy and detail for Hackney’s future development and will replace the saved
policies in the 1995 Hackney Unitary Development Plan.

1995 UNITARY DEVELOPMENT PLAN
3.2

The UDP sets out in more locally-specific detail how Hackney Council will treat planning
applications and its attitude to development within its boundaries.

It designates

Dalston, Mare Street and Stoke Newington as ‘Town Centres’ and a number of smaller
sites as ‘shopping centres’. It sets out several policies outlining the types of uses that
are acceptable in these areas and the uses the Council will encourage. Additionally,
the UDP defines areas within town centres that are ‘core shopping areas’ where other
policies and protections apply.
3.3

Dalston Town Centre is also designated as an ‘area of major opportunity’ because sites
exist in Dalston Town Centre that are identified as being well suited for major retail
development to reinforce Dalston’s existing retail role. Office development and other
uses suited to the centre are also encouraged.

Following the adoption of the Core

Strategy in November 2010, Policies R1 and R8 are to be replaced, but Policies R3-R4,
R6-R7, R9-R15 are still ‘saved’ and material considerations.

LOCAL DEVELOPMENT FRAMEWORK
3.4

The Core Strategy is the main strategic Development Plan Document (DPD) for LB
Hackney and was formally adopted in November 2010. It guides the content of the
other LDDs and sets out the spatial planning framework for Hackney to help deliver the
Sustainable Community Strategy priorities and outcomes over the next 15 years. It
also sets out strategic locations for delivering this vision.

Detailed guidance on the

determination of planning applications will be contained in other documents, along with
more detailed Development Management Documents and locally-specific Area Actions
Plans (AAP’s).
3.5

The following commentary provides a brief overview of the Core Strategy’s key policies
relevant to retail planning and town centre uses, as well as providing a summary of the
emerging AAPs for the main centres. Please note that the Stage 2 Report will provide
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a more detailed review and appraisal of the retail and leisure strategies set out in each
AAP.

Adopted Core Strategy
3.6

The key policies in the Core Strategy that are material to the review and assessment
of the regeneration, investment and development potential of Dalston, Hackney
Central, Hackney Wick and Manor House, specifically for new retail and leisure uses
are:


Policy 1: Main Town Centres



Policy 5: Hackney Wick New Community



Policy 13: Town Centres



Policy 14: Street Markets



Policy 15: Evening and Night-Time Economy

3.7

These policies are reviewed in more detail below.

3.8

Policy 1 sets out the LB Hackney’s over-arching aims to encourage significant
economic and housing growth in Dalston Major Centre and Hackney Central District
Centre, to include the preparation of AAPs (see below). Dalston Centre is expected to
contribute approximately 3,000m2 of convenience shopping, based on the findings of
the 2005 Retail and Leisure Study and 6,000m2 of new employment space. This will
be in the form of a mixed-use offer, with office and workshop floorspace supporting
the creative cultural industries, new homes, a library and public square, open space
and children’s play facilities.

For Hackney Central the aim is to further develop its

civic, cultural and administrative role, supported by new homes, and a network of
retail and leisure services that represent the cultural diversity of the local community
and draw on the strengths of the area. Amongst other objectives, the Hackney Central
AAP will seek to improve the quality of the retail offer and accessibility through
redevelopment of the current Tesco site and its link to the Narrow Way retail centre.
Hackney Central Station will also be enhanced.
3.9

Policy 5 sets out the Council’s objective for Hackney Wick to build on the Olympic
Legacy and to create a new integrated and sustainable community, alongside its role
for digital media and creative industry. The AAP will maximise the opportunities for
the area, which include some 87,000m2 of employment space, an upgraded station,
some 620 net additional homes, new retail and Legacy facilities.

3.10

Policy 13 covers Town Centres and replaces ‘saved’ UDP Policies R1 (Town Centres)
and R8 (Protecting Local Shops). In line with national and regional policy, Policy 13
promotes and encourages the development of retail and other key town centre uses
within its main centres. The vitality and viability of these centres will be safeguarded
and where appropriate enhanced through a range of initiatives including, encouraging

February 2011

London Borough of Hackney
Retail Centres Study
Stage 1 Report

diversity of uses; enhancing their environmental quality; improving safety; resisting
the loss of shops where this would cause unacceptable harm; maintaining and
enhancing access to the centres by sustainable modes of transport; and addressing the
impacts of all-day traffic congestion.
3.11

Under Policy 13 Dalston is classified as a ‘Major Town Centre’, in line with the
London Plan, and is the principal area of growth within Hackney capable of
accommodating a range of new development, as well as evening and night time
economy uses. Hackney Central is classified as a ‘District Centre’, along with Stoke
Newington and Finsbury Park, and has been identified as the Borough’s civic and
cultural centre.

An appropriate scale and mix of town centres uses will be permitted

in all shopping centres and new developments will be expected to improve and
enhance their public realm, including accessibility.
3.12

The Core Strategy also identifies a number of mechanisms and major projects outside
the planning system that will be critical to focusing new investment and developments
in town centres. These include:


Regeneration Delivery Framework - will coordinate public investment in Hackney's
major physical regeneration projects.



Dalston Junction Scheme – delivered through a collaboration between Hackney
Council and other key partners (including TfL, LDA, DCLG, and private sector
developers). It will contribute to the regeneration of Dalston Town Centre by delivering a
mix of new shops, residential accommodation, public spaces, improved pedestrian access
to Kingsland Road from the east and better links between East London Line station and a
new bus interchange. This will help enhance the vitality and viability of Dalston town
centre.



East London Line Extension (ELLX) - extends the existing East London Line and
provide a new metro-style train service from Dalston to Shoreditch.



Enhancement of the Overground North London Railway Services - provides
Underground-style services on the North London Line from Hackney Central station to
other stations on the North London Line. TfL are working in partnership with DfT Access
Funding Programme and Network Rail to improve train services, including reopening the
old Hackney Central Ticket Hall to improve accessibility from the street.



Town Centre Management Initiatives – to improve the functionality and appeal of
Dalston and Hackney Central through streetscene improvements, wayfinding projects,
lighting, marketing/promotion and community safety.



Area-based town centre schemes - funded by Tfl (via the Local Implementation Plan)
will secure improvements to the environmental quality, safety and accessibility of the
borough's shopping centres by slowing and rationalising traffic flows, de-cluttering street
furniture and improving road signage, etc.

3.13

Policy 14 also recognises the contribution of Hackney’s street markets to the
economic, social and cultural life of the borough. The street markets of Ridley Road,
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Hoxton Street, Broadway Market, Kingsland Waste, and Well Street will all be
protected under the policy.
3.14

Policy 15 promotes the managed expansion of Hackney’s evening and night-time
economy, specifically in Hackney Central, Stoke Newington High Street, Broadway
Market and Dalston.

3.15

Other policies that are material to the review and assessment of the development and
investment potential of the main study centres for retail and leisure uses include:


Policy 16: Employment Opportunities – it is predicted that 18,000 new jobs will be
created in Hackney between 2006 and 2026.



Policy 17: Economic Development – the Council expects to be able to deliver some
407,000m2 of B class employment floorspace to meet future demand.

80% of this

employment floorspace will be delivered in South Shoreditch and Hackney Wick.

The

remaining 20% will be directed to existing centres and pockets of affordable workspace.


Policy 18: Promoting Employment Land –aimed at addressing the loss of a significant
amount of employment generating land to other uses, mainly residential, and the
increasing ‘gap’ between offer and demand in the Borough.

3.16

In Section 7 of the Core Strategy entitled ‘Providing Better Homes’ a number of the
key centres and areas are identified under Policy 19 as strategic locations for new
residential development, including Dalston, Hackney Central, Hackney Wick and
Woodberry Down.
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Figure 3.1 Town Centres, Employment & Industrial Areas

Source: Core Strategy (November 2010). Map 6.1, page 95.

Area Action Plans
3.17

The LB Hackney is seeking to direct growth and attract inward investment to its main
centres of Dalston and Hackney Central. AAPs are being prepared in parallel for both
Dalston and Hackney Central town centres to ensure that a complementary planning
strategy is pursued for each location.

3.18

Please note that the AAPs are only briefly reviewed here, as they will be assessed in
more detail in the Stage 2 Report.

3.19

LB Hackney adopted both the Hackney Central and Dalston AAP (Phase 1) Masterplans
as interim planning policy documents in November 2009. The Phase 2 AAPs will reflect
the adopted Core Strategy and any subsequent changes in the town centre. These
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Phase 2 AAPs will then proceed through a number of statutory stages before being
adopted by Cabinet as the final AAPs.
3.20

Both AAPs are intended to guide development, manage investment pressures and
promote the distinctive functions of Dalston as a ‘Major’ centre and Hackney Central as
a ‘District’ centre.

The AAPs are also being prepared to capitalise on the major rail

infrastructure improvements which will transform the way in which the centres are
connected to the London rail network. The key objective of the AAPs is to reduce the
amount of expenditure ‘leakage’, so that more local people carry out more of their
shopping, leisure and other activities within the borough.

These improvements

represent significant and challenges and opportunities for both centres in terms of new
regeneration and investment potential.
3.21

The Dalston (Phase 1) AAP has specific policies aimed at improving the town
centre’s retail provision (Policy DTC 08), leisure offer and evening economy (Policy
DTC 09).

The AAP defines a ‘primary shopping area’ (PSA), secondary area, the

‘Ridley Road Market Area’ and a neighbourhood centre. New retail development is to
be accommodated mainly in the PSA, particularly to increase the provision of
convenience retail.

The focus for new retail provision will be the redevelopment of

Kingsland Shopping Centre (Site F), the redevelopment of the Peacocks store (Site C)
and sites associated with the ‘Western Curve’ scheme (Sites D1 and D2). Within the
Secondary Shopping Area a mixture of uses will be permitted, including retail,
business, and entertainment uses, and small-scale independent retail and leisure uses.
Furthermore, a programme of ongoing improvements to Ridley Road Market and
adjacent small-scale shops will be pursued within the Ridley Road Improvement Area.
3.22

The Hackney Central (Phase 1) AAP establishes the framework for shaping the
regeneration of the town centre and to ensure the continued role of Hackney Central
as a District Town Centre. The AAP identifies a number of opportunity areas and sites
that constitute the principal areas of change within the town centre. Some of these
sites present opportunities for new development and others are more suited for
refurbishment or other site improvements. It includes policies promoting high quality
urban design and protecting character, enhancing the public realm, and ensuring a
functional town centre for living, working and shopping. Policy HCTC 09 (‘Supporting
the Town Centre Retail Strategy) specifically defines primary and secondary shopping
areas, a shopping circuit, an ‘inner’ shopping circuit, and the boundary of the ‘Bohemia
Place distinctive shopping area’. Developers are encouraged to work with the Council
in formulating large retail-led development proposals and new retail floorspace is
mainly directed to the proposed redevelopment of the Tesco site for a large format
anchor store and elsewhere within the primary shopping area.

The purpose of the

retail strategy is to strengthen the town centre retail offer to provide a distinctive,
attractive and unique experience.
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3.23

The Hackney Wick AAP (Phase 1) Masterplan was adopted in September 2010 in
advance of Hackney’s Core Strategy and responds to the significant opportunity
provided by the 2012 Olympics and associated infrastructure for the comprehensive
regeneration of the area. The AAP boundary covers approximately 67 hectares and is
entirely within LB Hackney. The area to the east of the Lee Navigation is within the
London 2012 Olympic and Legacy Masterplan Framework boundary and is home to the
International Broadcast Centre (IBC), the Main Press Centre (MPC) and the Multi-Use
Sports Venue (MUSV) buildings. The existing land use is predominantly industrial, with
many buildings currently used by creative and cultural businesses or light industrial
users.

Amongst the AAP’s 5 key objectives is the creation of a “...strong and

distinctive neighbourhood focus around the existing Hackney Wick station through
regeneration, to act as a centre or ‘hub’ of activity, promoting employment-led mixed
use opportunities for local retail provision and housing”. The aim is to provide a range
of services for new and existing communities in the area offering local shops, cafes,
restaurants, as well as places to live, work and visit other facilities.
3.24

Finally, the Manor House AAP (Phase 1) Masterplan draft for consultation sets out
the Council’s spatial planning policy for the regeneration of the area adjacent to the
Woodberry Down Estate and around Manor House underground station, at the
intersection of Seven Sisters Road and Green Lanes. It is identified as an important
local centre in the LB Hackney, but suffers from a poor street environment and a
limited retail, leisure and employment offer.

As described in Section 1, the Woodberry

Down Estate is currently being transformed and will more than double the current
amount of housing (delivering 4,664 new homes) over a 15 year period as well as
providing other uses, making it one of the larger regeneration projects in Europe.
Policy MH 01 of the AAP identifies the need to deliver a mixed-use local centre that
complements the role of Woodberry Down. A range of retail uses will be encouraged
within the Local Centre that reflect the established mix of specialist and convenience
retailers, as well as delivering new (Class A3-A4) food and drink uses (Policy MH 02).
The opportunity for a new hotel development is also supported and an opportunity site
is identified on the south-west corner of Manor House junction.

SUMMARY
3.25

In summary, the development plan policies for LB Hackney and the emerging AAPs are
focussed on the comprehensive and complementary regeneration and development of
Dalston, Hackney Central, Hackney Wick and Manor House/ Woodberry Down.

This

includes the provision of a scale and mix of retail floorspace and commercial leisure
uses appropriate to their respective roles and functions in the Borough’s network and
hierarchy of centres. This is in accordance with national policy (PPS4) and the London
Plan.
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4.0

THE CHANGING URBAN, RETAIL & LEISURE LANDSCAPE

4.1

Britain’s urban, retail and leisure landscape has changed dramatically since the 1980s.
The changes in the location of new retail and leisure development and the dynamic
shifts in the nation’s shopping and leisure habits have largely been shaped by the
complex interaction of policy, economic, social, consumer lifestyle and investment
trends. This section summarises some of the key trends that are driving change in the
retail and leisure sectors over the last three decades and forecasts. The more detailed
commentary that informs this section is set out in Appendix 2 for the retail sector and
Appendix 3 for the commercial leisure sector. Based on past and current trends, as
well as the far-reaching impact of the economic recession on the retail and leisure
sectors, this section also sets out our thinking as to the future for our town centres
and high streets as shopping and leisure destinations.

THE RETAIL SECTOR – KEY TRENDS
4.2

Following a unprecedented period of strong growth in consumer spending since the
mid-1990s, the onset of the economic recession in 2007 has had an equally dramatic
impact on household budgets, consumer spending, market demand and new
development.

4.3

The latest expenditure forecasts by Experian Business Strategies (EBS) show limited
growth over the short term, with average growth of +2.8% per annum for comparison
goods for the period 2012-2027 and +0.8% for convenience goods. These forecasts
are significantly lower than the forecasts previously assumed for retail planning studies
that informed both plan-making and the growth of major new shopping centre
floorspace up to 2008.

4.4

The economic recession has effectively “flushed out” some of the more expensive and
risky development schemes in more marginal shopping locations, including secondary
and smaller centres.

As a result, the estimated 185,800m2 of new shopping centre

space that opened in 2009 was substantially lower than the 745,000m2 of new
floorspace opened in the previous year.

Looking forward the retail development

pipeline has “slowed to a trickle” compared with the shopping centre “boom” over the
last decade.

Of the handful of shopping centre developments scheduled to open in

2011/12, the most high profile schemes are Parkway in Newbury town centre and the
Westfield development in Stratford City (see Section 5).

Many of Britain’s towns that

were set to benefit from much needed new investment and regeneration over the next
5 years may now have to wait several years before confidence and investors return.
Even then, the scale and type of new investment that will emerge in the postrecessionary period could be very different to the last decade of development.
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4.5

Turning to retail operators, they have been quick to respond to changes in customer
requirements, legislation (including extended opening hours and Sunday trading) and
planning policy over the last 10-20 years. For example, the major food operators have
introduced smaller store formats capable of being accommodated within town centres,
such as the Tesco Metro and Marks and Spencer’s Simply Foods formats.

Food

operators have also entered the local convenience store market. For example Tesco
Express opened its 1,000th store in 2009 and plans to open a further 1,000 smaller
stores in the next 4-5 years. The growth of European ‘deep discount’ food operators
(such as Aldi, Lidl and Netto) has also been dramatic during the last decade and the
established grocery retailers have responded through their own-range ‘value’ products.
4.6

In addition, the main grocery operators are seeking to increase the sale of non-food
products within their stores (including own-label clothing and electrical goods) due to
the limited forecast growth in convenience goods expenditure. This has resulted in an
increase in applications for extensions and/or mezzanines in existing stores over the
last 10-15 years to increase the non-food sales area, particularly by Tesco, Sainsbury’s
and Asda. It has also driven the growth of large store formats (such as Tesco Extra)
where more than 50% of sales area is set aside for non-food retailing.

4.7

Non-food retailers have also experienced significant growth since the 1990s, but are
now having to adapt themselves to the very different market conditions.

Those

retailers that are not flexible enough to respond to changing consumer needs or are
being squeezed in the increasingly competitive ‘middle ground’ between high end and
value retailing, have largely been the retailers that have struggled to maintain market
share over recent years and, in some cases, have disappeared from the retail
landscape (e.g. Woolworths).
4.8

The bulky goods retail warehouse sector has experienced a period of significant
rationalisation and there have been a number of mergers, as well as business failures.
For example there are fewer DIY operators, following the acquisition of Do It All, Great
Mills and Wickes by Focus DIY.

B&Q (‘Warehouse’) and Homebase developed very

large ‘category killer’ retail warehouses (some exceeding 10,000m2 gross), but more
recently have scaled down their stores. At the same time some traditional high street
retailers have sought large out-of-centre stores which benefit from Open A1
permissions and larger format outlets that provide the space they require to display
their full range of products. For example, retailers such as Boots, Next, TK Maxx and
Marks & Spencer all operate out-of-centre stores.

However within Inner London,

where land values are relatively high and the availability of land development sites is
limited, the development of large retail warehouses and retail parks has been more
restricted than in outer London Boroughs and the rest of the UK.
4.9

Within town centres, some high street multiple comparison retailers have also changed
their formats and are increasingly seeking larger modern shop units. This is resulting
in an increasing polarisation of activity into the larger regional and sub-regional
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centres (the top 100 centres) at the expense of smaller and medium sized centres. The
continuation of these trends could also impact on future operator requirements in the
Borough, with retailers looking to satisfy their demand for larger modern premises in
new larger shopping centres with wider catchment areas, such as Stratford City and
Brent Cross.
4.10

New forms of retailing have also emerged in recent years and are becoming
established as significant alternatives to more traditional shopping facilities.

In

particular, Internet shopping has increased its market share of retail sales in certain
product categories due to the increased use of personal computers and faster
Broadband access. Although forecasters are still uncertain as to the future growth in
Internet shopping and the likely impact on the capacity for new retail floorspace (for
example, EBS forecast a plateau in market share by the middle of this decade), it is
nevertheless clear that home shopping will continue to impact on ‘physical space’ and
on the high street.

Up to now the impact of Internet shopping on certain retail

products and services, such as books, music and travel, has resulted in a reduction in
the number of retailers selling these types of products on the high street. The wider
impact of Internet shopping will have implications for the tenant mix of future new
shopping schemes.

THE COMMERCIAL LEISURE SECTOR – KEY TRENDS
4.11

Leisure uses ‡ make an important contribution to the vitality and viability of town and
shopping centres by providing complementary uses that contribute to both the daytime
and evening economies.

Liking retailing, the commercial leisure sector has also

enjoyed significant growth since the early 1990s, fuelled by buoyant market
conditions, growing levels of disposable incomes and low unemployment.

However,

many analysts consider that the commercial leisure market has now reached
saturation in some sub-sectors.
4.12

The 1990s was characterised by the expansion of major leisure parks, usually
anchored by large multiplex cinemas and offering a range of other facilities, such as
tenpin bowling, bingo, nightclubs, health/fitness clubs, themed destination restaurants,
pub/restaurants, children’s nurseries and budget hotels.

Most of the early leisure

developments were on the edge of town centres or in out-of-centre locations, including
extensions to retail warehouse parks. However, the tightening of planning policy has
resulted in leisure facilities and specifically cinemas being integrated into town centre
mixed use developments.

‡

Commercial leisure uses are defined by PPS4 as comprising cinemas, restaurants, drive-through restaurants, bars and
pubs, night-clubs, casinos, health and fitness centres, indoor bowling centres, and bingo halls. PPS4 also applies to
arts, culture and tourism uses (including theatres, museums, galleries and concert halls, hotels, and conference
facilities).
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4.13

Cinemas are now viewed as important anchors to shopping and town centres,
providing footfall for other uses outside of shopping hours and helping to create vitality
and viability. However, growth in this sector has slowed significantly in recent years
with many areas reaching saturation levels. This notwithstanding, research shows that
although the development of large multiplex cinemas is falling, there could be a growth
in the number of new Digital cinemas to serve smaller catchment areas. These Digital
cinemas are more flexible and less “space-hungry” as they do not require the large
sloping auditoriums needed to accommodate projectors.

There are therefore

opportunities for the modern cinema offer to be provided in existing buildings.

For

example, HMV announced recently that it was testing a three screen art-house format
above its Wimbledon music store.

Over the short to medium term, future cinema

developments are likely to be impacted by the level of availability of finance for
property developers, although it would appear that investment in better seating, better
bars and cafés and new buildings is continuing.
4.14

Other sub-sectors of the commercial leisure industry have performed relatively well
over the last decade and have expanded rapidly across different locations.

For

example, the private health and fitness market is well established and a number of
multiple operators are still actively seeking premises across the UK (e.g. LA Fitness
and Fitness First). Although the health and fitness sector is also reaching saturation
point in some areas, there is evidence that a number of new ‘budget’ operators are
entering the health and fitness market and are actively looking to expand their
businesses throughout the UK.

This new breed of clubs aims to appeal to a wider

market with reduced monthly subscriptions. For example, the US business ‘Anytime
Fitness’ is currently looking for busy town centres in which to open its 24-hour gyms,
Although these new breed of clubs provide a basic offer, they do appear well suited to
the financially uncertain times.
4.15

Finally the recession has had an impact on the restaurant, pub and nightclub sectors
as more households choose to ‘stay at home’. This has resulted in greater competition
amongst operators in terms of price, particularly those that operate in the ‘middle
ground’ (e.g. Pizza Express).

On the other hand, it has also fuelled the growth of

takeaway operators (such as Domino’s Pizza).

TOWN CENTRE FUTURES
4.16

Forecasters are uncertain as to when the UK will emerge fully from the economic
recession. However, it is clear that the economy and retail sector post-recession will
be very different to the “boom” years of the last decade. The economy is forecast to
face a period of


lower growth in consumer spending;



reduced bank lending;
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4.17



limited access to credit;



cuts in public sector expenditure; and



a sluggish housing market.

This presents significant challenges for all those involved in the retail sector, from
operators through to investors and developers.

The economic downturn is also

impacting on the vitality and viability of many of Britain’s centres and high streets,
through the loss of shoppers, customers and new public/private sector investment.
This is placing pressures on rental growth and market demand in many centres outside
the “top 100” shopping locations, which is further compounded by rising vacancy levels
and the loss of key “anchor” retailers.
4.18

In our opinion, a far more uncertain future awaits the next “wave” of new retail
floorspace development proposals. The evidence suggests that high quality schemes
in the strongest shopping locations will continue to prosper, whereas those in weaker
locations with more limited catchments and limited market demand will struggle over
the short to medium term.

This could have implications for the LB Hackney’s main

centres of Dalston and Hackney Central if they fail to attract new retail investment and
development over the short, medium and long term.
4.19

The erosion of consumer confidence and retail spending over the last two years has
also resulted in a difficult trading period for many national and independent retailers
and commercial leisure operators. The economic recession initially “shone a spotlight”
on those operators saddled with bad debts and weak profit margins.

Although the

number of business failures has slowed during 2010, it is likely that if the economic
recession is prolonged through 2011 then there could be more high profile business
failures.

This will have negative impacts on the vitality and viability of many of

Britain’s more “fragile” high streets and secondary shopping locations that are
currently struggling to fill vacant units.
4.20

Notwithstanding this, the market demand from grocery retailers for new store formats
of all sizes, alongside extensions to existing stores, has not slowed dramatically during
the current economic downturn.

Indeed the recent announcements by the major

grocery operators indicate that there is significant funding available for new store
development and extension programmes.

It is therefore likely that planning

applications for different types of retail formats in town centre, edge-of-centre and
out-of-centre locations will be maintained and will even increase over the short to
medium term. The positive benefits of planning for ‘anchor’ foodstores on sites that
are within or well connected to primary shopping areas is becoming increasingly
accepted and is particularly relevant to the emerging proposals for new retail
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development in Hackney Central. For example, recent research by the University of
Southampton § has found that:


Supermarkets built on the edge of town centres encourage significantly fewer local
residents to leave those towns for their main food shopping.



The new supermarkets are not just being used for ‘one-stop’ shopping, but are increasing
footfall and urban ‘buzz’ across centres through linked trips and are helping to maintain
and enhance town centre vitality and viability.



The new supermarkets encourage a significant decrease in car usage and increase in
walking on main food shopping trips amongst local residents.



A year after the opening of the new supermarkets two-thirds of consumers believed the
new stores were beneficial to themselves, local residents and the town centre. Only 8%
believed otherwise.



Feedback from traders was consistently positive about the new supermarkets’ impact on
local residents and the town centre. Contrary to popular opinion, traders also took a
generally positive or neutral view on the impact on their own businesses.



Detailed study of changes in retail composition of eight case study centres provides little
support for widely held views linking supermarket development to the decimation of
existing centres and their retail diversity.

4.21

At the same time grocery retailers are also looking to increase their market share of
online sales and many are now opening warehouses to purely serve Internet shopping.
However, at this early stage, it is difficult to predict the likely impact of “virtual” sales
on operator demand for new “physical” space.

4.22

Over the short to medium term any increased demand for space from retailers will
have to be met by the current retail stock (i.e. existing shopping centres, the high
street and out-of-centre facilities), as there is limited new retail floorspace in the
pipeline. Although this will help to bring down vacancy levels in centres over the short
term, there could be a potential “blockage” in the take-up of space where operators
are unable to find the right scale/ type of modern units in the right centres and
shopping locations. Traditionally retailers have relied upon new developments as their
primary source of new, efficient and large spaces.

With increased demand and the

lack of supply over the short to medium term, recent research for the British Council of
Shopping Centres (BCSC) predicts that this will effectively ‘push up’ rental levels until
a significant amount of new development reaches completion. As a result, over the
medium term, retailers will be competing for the limited available space.

Therefore

those centres that are able to accommodate and deliver new developments over the
next 5-10 years, such as Dalston and Hackney Central, should be in a good position to
attract operator interest. However, this will depend on the new retail floorspace being

§ ‘Revisiting the impact of large foodstores on Market Towns and District Centres’ (December 2010).
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in the right location (i.e. prime) and having the right size, format and specification to
meet the needs of modern retailers.
4.23

Although planning policy promoting development and investment in town centres
“first” has been reinforced by PPS4, it is likely that applications to extend and “refresh”
existing out-of-centre shopping locations will continue as an integral part of the
business and asset management strategies of operators and funds.

Potentially the

next phase of out-of-centre investment and development could be a further
reinvention and masterplanning of existing out-of-centre locations as mixed use
developments, comprising residential, office and commercial leisure uses in addition to
the existing and extended retail offer. The potential opportunities to “reinvent” out-ofcentre shopping locations will be greatest initially where they are located close to
towns that do not have the physical capacity (i.e. sequential sites) to increase their
retail offer.
4.24

As the country emerges from the worst “ravages” of the economic recession, it is clear
that there are many cities and towns in Britain that need the injection of new
investment, development and regenerations in order for them to compete and move
forward. Without this commitment, then the ‘worst case’ scenario is that the weaker
medium and smaller-sized centre will simply “wither on the vine”.
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5.0

EAST LONDON - NETWORK OF COMPETING CENTRES

5.1

Before reviewing and updating the current retail and commercial leisure provision in LB
Hackney, this section provides an important overview of shopping patterns in the
Borough and the influence of competing centres in neighbouring Boroughs and the
East London area.

It also assesses the likely impact of major new shopping centre

developments on the future role and performance of the Borough’s main centres.

NETWORK & HIERARCHY OF CENTRES
5.2

It is important at the outset to broadly understand the network (the pattern of
provision of centres) and hierarchy (the role and relationship of centres in the
network) of centres in the East London area. This will help to identify the degree to
which centres in neighbouring authorities currently complement and/or compete with
the main centres in LB Hackney.

It will also provide a better understanding of the

potential impact of new retail and leisure development on the Borough’s existing retail
and commercial leisure offer.
5.3

The Replacement London Plan classifies Dalston as a ‘Major’ town centre, at the same
level as Angel, Nag’s Head, Walthamstow, Stratford and East Ham in neighbouring
authorities.

Hackney Central, Finsbury Park and Stoke Newington are defined as

‘District’ centres, which places them on a par with a number of competing centres
including Archway, Muswell Hill and Canning Town. Wood Green to the north of the
Borough is classed as a Metropolitan Centre.
5.4

Many of the sub-region’s ‘Major’ town centres compete with the retail offer of the West
End, and with larger centres outside London. The London Plan states that boroughs
should prioritise locations for retail investment to revitalise the ‘Major’ centres and
improve the overall accessibility to town centre services, including the diversification of
uses where appropriate.

Shopping and Leisure Patterns
5.5

To help inform our assessment of the relative strength and attraction of LB Hackney’s
main centres as shopping locations, as well as the influence of other competing centres
on shopping and leisure patterns in the Borough, we have referred to the findings of
the household telephone interview survey conducted in April 2004 as part of the 2005
Retail and Leisure Study (see Appendix 1 for a brief summary of the key study aims,
methodology and the defined study area).

5.6

For comparison goods shopping it is clear that LB Hackney’s main centres are underperforming and are failing to retain a significant proportion of the Borough’s residents
for clothing, fashion and a wide range of non-food purchases.

The market share

analysis carried out for the 2005 Retail and Leisure Study indicated that the Borough’s
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centres have a combined market share of just 16% within the Study Area.

This is

equivalent to an 84% ‘leakage’ of available expenditure to competing centres and
shopping locations, principally the West End and to a lesser degree Wood Green and
Angel. The survey results show that the West End is the main shopping destination
visited by households in the Study Area, drawing almost 40% of all comparison goods
trips. Wood Green (7%) and Angel (5%) have a more limited market share in the
Study Area, albeit that their draw is stronger in their ‘local’ zones.

Stratford currently

attracts only very small proportions (circa 1%) of Study Area households for shopping
trips.
5.7

For convenience goods shopping the vast majority of trips are to stores located within
LB Hackney. The Tesco at Morning Lane in Hackney Central and the Sainsbury store
that anchors the Kingsland Shopping Centre in Dalston are the most popular foodstore
destinations and are achieving strong market shares within their ‘local’ zones, although
they are not large by modern standards. The market share analysis for convenience
goods shows that the Borough’s foodstores are achieving a good retention level of
69% within the Borough area (i.e. Zones 1-9).

5.8

For eating/ drinking and commercial leisure activities (i.e. the cinema and sports
centres) the West End is the dominant centre, followed by Angel, which attracts a
higher proportion in the 25-34 years group.

Of the LB Hackney centres, Stoke

Newington was identified as the primary location for eating/ drinking out, whereas
Dalston is the most visited for commercial leisure activities.

Hackney Central has a

limited market share for the different types of commercial leisure activities, which
appears to be at odds with its strong and evolving civic and cultural role.

Key Performance Indicators
5.9

As the previous analysis of shopping patterns clearly demonstrates, residents within LB
Hackney have a large number of shopping and leisure destinations to choose from.
The following analysis broadly identifies some of the Key Performance Indicators (KPIs)
of the main centres in neighbouring Boroughs whose catchment areas overlap to
varying degrees with centres in LB Hackney and therefore compete for a range of
higher order shopping (such as clothing and footwear), leisure and work trips.

5.10

**
††
and commercial
This broad analysis will help to benchmark the scale , function

performance

‡‡

of LB Hackney’s centres against the main centres in neighbouring

** Scale is typically measured by assessing the quantity of floorspace and number of outlets in various town centre uses.
††Assessments of function take into account quantitative and qualitative considerations including the types and diversity
of uses for example in retail, leisure, offices and other town centre functions.
‡‡Commercial indicators include Zone A rents within primary shopping areas and commercial yields (i.e. the capital value
in relation to the expected market rental)
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authorities.

To enable useful comparisons between centres we have drawn on the

latest 2009 Health Check conducted by the GLA.
5.11

The table below sets out the floorspace data for the main centres in East London, as
sourced from Experian GOAD.
Table 5.1 Town Centre & Retail Floorspace, 2007.
Centre

London
Borough

Definition

West End

LB Westminster

International

1,639,673

995,392

87%

Romford

LB Havering

Metropolitan

179,746

134,438

77.8%

Ilford

LB Redbridge

Metropolitan

177,234

146,053

88.1%

Canary Wharf

LB Tower Hamlets

Major

97,359

21,243

54.3%

Wood Green

LB Haringey

Metropolitan

124,722

95,532

81.1%

Brent Cross

LB Brent

Regional SC

80,381

76,670

95.6%

Walthamstow

LB Waltham Forest

Major

90,995

66,927

60.4%

Angel

LB Islington

Major

91,394

47,315

66.8%

Enfield

LB Enfield

Major

54,656

41,632

74.8%

Stratford

LB Newham

Major

54,818

32,556

69.7%

East Ham

LB Newham

Major

54,980

36,778

56.8%

Edgware

LB Barnet

Major

53,634

39,767

56.2%

Dalston

LB Hackney

Major

64,749

43,933

58.7%

Hackney

LB Hackney

District

34,331

23,040

59.9%

Muswell Hill

LB Haringey

District

30,308

19,055

49.8%

Stoke Newington

LB Hackney

District

40,320

27,606

47.6%

Canning Town

LB Newham

District

35,559

21,243

54,3%

Finsbury Park

LB Islington

District

29,477

16,416

65.6%

Archway

LB Islington

District

21,383

12,070

56.6%

Total
Centre
Floorspace

Total
Retail
Floorspace

Comparison
as a % of
total retail
floorspace

Source: GLA 2009 London Town Centre Health Check Analysis Report (December 2009)

5.12

The table shows that Dalston performs well in terms of its total town centre floorspace,
with only Walthamstow and Angel identified as significantly larger centres.

Dalston

also has a relatively good amount of retail floorspace. This suggests that it has the
necessary ‘critical mass’ in terms of its scale of floorspace to compete with other Major
centres in East London, albeit that this analysis does not reflect the overall quality and
strength of its shopping offer. This is reviewed in more detail in Section 6.
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5.13

Hackney Central has a more limited town centre and retail floorspace offer, which
reflects its role as a District centre in London’s hierarchy. By way of comparison, the
largest District centres in London in terms of town centre floorspace (apart from
Shepherds Bush which has benefitted from Westfield’s White City scheme), are Swiss
Cottage/ Finchley Road (63,000m2), Walworth Road (50,000m2), Portobello Road
(50,000m2) and Leytonstone (48,000m2). The smallest District centre is around
8,000m2 (Ealing Road, Brent). We estimate that Hackney Central is ranked 32nd out of
the 145 defined District centres in terms of its total floorspace.

5.14

Another KPI commonly used to benchmark the performance of centres is Venuescore’s
UK Shopping Index.

This provides a ranking of retail centres based on a weighted

score for multiple retailers represented in each centre. It therefore represents both a
quantitative and qualitative benchmark of the performance of major centres and
shopping locations in the UK. The table below shows the changes in the ranking for
centres in the LB Hackney and other major centres in the sub-region.
Table 5.2 Change in Rank of Shopping Centres, 2006 – 2009.
Centre

London
Borough

Definition

2006

2008

2009

Oxford St/West End

LB Westminster

International

11

9

15

Romford

LB Havering

Metropolitan

54

50

52

Ilford

LB Redbridge

Metropolitan

87

86

90

Canary Wharf

LB Tower Hamlets

Major

n/a

254

114

Wood Green

LB Haringey

Metropolitan

133

146

147

Brent Cross

LB Brent

Regional SC

146

n/a

n/a

Walthamstow

LB Waltham Forest

Major

161

160

138

Angel

LB Islington

Major

232

213

107

Enfield

LB Enfield

Major

241

183

211

Stratford

LB Newham

Major

291

335

304

East Ham

LB Newham

Major

n/a

310

304

Edgware

LB Barnet

Major

n/a

315

242

Dalston

LB Hackney

Major

513

486

382

Barnet

LB Barnet

District

415

434

417

Hackney

LB Hackney

District

588

543

428

Muswell Hill

LB Haringey

District

613

577

463

Stoke Newington

LB Hackney

District

1,173

1,096

769

Finsbury Park

LB Islington

District

2,071

2,248

1,256

Canning Town

LB Newham

District

n/a

1,626

1,256
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Source: Javelin VenueScore Shopping Index (2006 and 2009)

5.15

The table shows that although Dalston has improved its ranking since 2006, it is still
significantly below the other Major centres identified.

This reflects the relatively

limited multiple representation in the town centre. Hackney Central has also improved
its ranking since 2006.

According to the VenueScore Index it is now only some 50

places below Dalston and this reflects its good quality, albeit limited, multiple offer
(e.g. Marks & Spencer, Primark and Tesco).
5.16

In terms of future changes in the rankings, Stratford will significantly improve its
position in 2012 following the Westfield development.

Stratford’s retail and

commercial leisure offer will be further strengthened by 2020, if the redevelopment
and extension of Stratford Town Centre also proceeds. The Brent Cross Cricklewood
scheme also has permission for significant new retail floorspace, commercial leisure
and residential uses, which will further increase its ranking. Both Stratford and Brent
Cross have been identified by the replacement London Plan as having the potential to
be reclassified as Metropolitan Centres over the plan period.

Other smaller District

centres, such as Canning Town, also have plans for significant new development that
will result in an increase in their rankings and changes in their classifications.

The

potential ‘threats’ of these major new shopping and town centre developments to LB
Hackney’s centres are considered in more detail below.
5.17

Prime Zone A rental levels provide another good indicator of the relative strength of
shopping locations in terms of market demand. The changes in retail rents set out in
the table below for the main centres have been derived from DTZ and Colliers CRE and
are based upon agents’ opinion of the open market Zone A rent in each centre.
Table 5.3 Zone A Rental Levels (£ per m2)
2000/01

2003/04

2008/09

London West End

LB Westminster

International

4,575

4,629

5,705

Romford

LB Havering

Metropolitan

1,884

1,938

2,260

Canary Wharf

LB Tower Hamlets

Major

1,184

n/a

3,229

Ilford

LB Redbridge

Metropolitan

1,399

1,614

1,830

Wood Green

LB Haringey

Metropolitan

969

1,292

1,561

Brent Cross

LB Brent

RSC

4,521

4,467

n/a

Walthamstow

LB Waltham Forest

Major

592

968

1,076

Angel

LB Islington

Major

n/a

1,399

2,368

Enfield

LB Enfield

Major

1,130

1,292

1,615

Stratford Town Centre

LB Newham

Major

700

1,184

1,615

Edgware

LB Barnet

Major

538

646

1,023

East Ham

LB Newham

Major

n/a

700

861

Nag’s Head / Holloway

LB Islington

Major

n/a

807

n/a
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Dalston

LB Hackney

Major

650

807

1,184

Hackney*

LB Hackney

District

n/a

475

n/a

Stoke Newington

LB Hackney

District

n/a

430

538

Source: Colliers CRE In-Town Retail Rents and *Hackney Retail & Leisure Study (2005).
Notes: Rental information for Finsbury Park and other centres is not available.

5.18

The highest ranked centres in terms of Prime Zone A rents are found in London’s
Central Activities Zone (CAZ), which includes the West End, Knightsbridge and Covent
Garden.

Across the West End itself, rental values vary widely with Old Bond Street

commanding rents of over £7,800 per m2, compared to £5,700 per m2 in Oxford Street
West.
5.19

The highest town centre retail rents in outer London are in Kingston (£3,300 per m2),
Croydon (£2,900 per m2), Bromley (£2,500 per m2) and Romford (£2,200 per m2). In
inner London, the Major centres of Kings Road (east and west) and Canary Wharf
achieved the highest retail rents at £3,875 per m2 and £3,230 per m2 respectively,
although Westfield West London will have achieved higher levels since its opening in
2009. The strong Prime Zone As for Canary Wharf are a reflection of its high income
working population and strong footfall; its high quality and specialist retail offer; and
the pleasant and modern shopping environment.

5.20

Dalston is ranked 21st out of the 35 Major centres where rental information is
available. Its 2008 Prime Zone of £1,184 per m2 placed it above other centres such as
Walthamstow, Edgware, Woolwich and East Ham; but significantly below the top
performing centres, including Stratford, Enfield Town, Camden and Angel.

There

would therefore appear to be significant potential to improve Dalston’s overall rental
performance. Please note that no rental information is available for Hackney Central.
5.21

Finally, the latest commercial yields

§§

published by the Valuation Office Agency (VOA)

show that Dalston achieved a yield of 7.5% in 2008/09.

Compared with previous

levels of 9.5% in 1999 and 8.75% in 2003 (see Appendix 1 of LB Hackney’s 2005
Health Check Report), the centre’s yields have continued to improve over time.
Notwithstanding this, Dalston’s yields were not as strong as a number of other Major
centres, including Bexleyheath (5.5%), Camden Town (6%), East Ham (7%), Enfield
Town (5.75%) and Stratford (6.5%).

Although the latest yield information is not

§§ Yields are the market’s assessment of investment risk, and in the context of health check assessments give an
indication of the attractiveness of a centre to investors. Yields are the ratio of rent to capital value, and are usually
calculated as a result of a retail property transaction, and expressed as a percentage. Broadly speaking the lower the
yield the more attraction to investors, as this will reflect the expectation of future rental growth. The converse is also
true, the higher the yield the lower the expectation of rental growth, the greater the risk and this is reflected in low
capital values. Investors are on the whole less inclined to commit funds to high yielding property, although the year’s
purchase (i.e. the period in which the actual investment will be recouped) will be shorter than low risk low yielding
property.
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available for Dalston and other centres, we anticipate that levels will have ‘moved out’
since 2008/09 due to the impact of the recession on investor and market confidence,
particularly in more secondary shopping locations.

COMPETING CENTRES & SHOPPING LOCATIONS
5.22

London’s town centre network is dynamic. As the above analysis has demonstrated,
the scale, role, function and classification of centres is constantly changing over time
due to new regeneration, development and investment initiatives. In recent years, for
example, the development of Westfield at White City and The Chimes in Uxbridge has
helped to raise them to Metropolitan centre status. Further significant developments
in the pipeline should yield still further changes in the network over time. The most
significant of these include Stratford, which is expected to become a fully functioning
Metropolitan centre following the opening of Stratford City, and Brent Cross
Cricklewood which could also function as a Metropolitan centre, subject to the
implementation of proposals to transform it into a genuine town centre.

5.23

The remainder of the section provides a brief overview of the relative attraction and
performance of the main centres in neighbouring Boroughs that have been identified,
to varying degrees, as having some influence over shopping and leisure patterns in the
LB Hackney. It also provides a brief assessment of the potential impact of major new
shopping centres developments in East London and beyond on the proposals for new
retail and commercial leisure floorspace in Dalston and Hackney Central.

LB Haringey
5.24

Wood Green is the main shopping centre in the LB Haringey and is classified as a
Metropolitan Centre by the London Plan. It fulfils a strategic shopping role and has a
significant leisure and entertainment offer serving the Borough and beyond.

The

Borough also has five smaller District centres (i.e. Green Lanes, Muswell Hill, Crouch
End, West Green Road/ Seven Sisters and Bruce Grove/ Tottenham High Road). These
centres are influenced by major shopping destinations in Central and North London
and compete with a number of centres in neighbouring boroughs including Brent
Cross, Walthamstow, Ilford, Romford and the West End.

The Borough also has one

2

major retail park, Tottenham Hale Retail Park (16,791m net) located to the far east of
the Borough next to the boundary with LB Waltham Forest.

It comprises a mix of

‘bulky’ goods (i.e. B&Q, Comet and Staples) and traditional High Street operators (i.e.
Argos, Next and Boots).
5.25

Wood Green is one of the largest shopping centres north London, along with Brent
Cross.

Its shopping offer is anchored by The Mall Wood Green (formerly known as

Shopping City), which is a large covered shopping mall that has recently benefitted
from a circa 10,800m2 gross extension. The new floorspace was to be let to
Debenhams, but they pulled out of the scheme and Primark has subsequently occupied
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the large anchor unit. New Look has also relocated to a larger unit formerly occupied
by Woolworths and Lidl has occupied the vacated New Look unit. Overall Wood Green
has a strong provision of ‘clothing and footwear’ shops and a very good representation
of major national multiple comparison retailers selling a range of higher and lower
order goods, including:

5.26



Boots the Chemist;



New Look;



Marks & Spencer;



Top Shop;



Superdrug;



Evans;



The Body Shop;



Top Man;



Wilkinson;



Wallis;



Argos Extra;



Dorothy Perkins;



WH Smith;



TK Maxx;



H Samuel



Peacocks;



Mothercare;



Matalan;



BHS;



Clarks; and



H&M;



River Island



Next;

The centre’s food and convenience goods offer is anchored by a large Morrison’s and
Sainsbury’s supermarket. In addition there is a Marks & Spencer’s Food Hall located in
the southern part of the centre and an Iceland supermarket located on Brook Road.

5.27

In addition Wood Green also has an excellent range of service uses, including a
relatively high proportion of ‘restaurants, cafes and takeaways’, as well as a strong
entertainment and leisure offer.

This includes two cinemas (i.e. Showcase in

Hollywood Green and Cineworld in The Mall), a Mecca Bingo hall, a Virgin Active Gym
and a range of themed bars and restaurants.

The centre has a good evening

economy, especially around the secondary area of Hollywood Green.
5.28

Allowing for commitments with planning permission, LB Haringey Retail & Town
Centres Study (July 2008) forecast the capacity for an additional 13,800m2 gross of
new comparison goods floorspace for the period 2011 to 2016 and a further 19,600m2
gross between 2016 and 2021. The total projection (allowing for commitments with
planning permission) is therefore 33,400m2 gross between 2011 and 2021.

5.29

If this quantum of new retail floorspace is delivered over the plan period, then it will
help Wood Green to maintain market share in the face of the significant competition
from the Brent Cross Cricklewood scheme.

We anticipate that Wood Green will have a

more limited draw on shoppers from LB Hackney in the future following the opening of
Stratford City, as this new shopping centre will be more convenient and accessible to
Hackney’s residents, and will also provide a much wider range and choice of shops
than Wood Green.
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LB Tower Hamlets
5.30

Canary Wharf is the largest shopping centre in LB Tower Hamlets and is defined as a
‘Major’ centre.

There are seven ‘District’ centres (namely Bethnal Green, Chrisp

Street, Crossharbour, Roman Road East, Roman Road West, Watney Market and
Whitechapel) and 16 “Neighbourhood” centres.

The figure below shows the main

centres in LB Tower Hamlets.
Figure 5.1 Main Centres in the LB Tower Hamlets

5.31

This existing centre network is as defined in the Tower Hamlets Unitary Development
Plan 1998.

However, over time, the role and function of several of the centres has

changed. For example, Brick Lane is the largest of the neighbourhood centres and has
been identified as having the typical characteristics of a District centre rather than a
Neighbourhood centre.

Bromley by Bow is also identified as having potential to be

designated as a new District centre, as the proposals for the redevelopment of the
Tesco store and the planned housing growth for the area will support additional
facilities. LB Tower Hamlets is also forecast to experience significant population and
employment growth over the next 20 years and this, in turn, will result in the need for
more retail and leisure provision.
5.32

Canary Wharf is located in the Isle of Dogs, towards the south-east of the Borough. It
is an attractive, modern centre with a high quality pedestrianised shopping
environment.

Its retail offer has grown around its important and established role as a

complementary business location to the City.

It benefits from a significant daytime

working population and has good public transport accessibility (including the modern
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Jubilee Line Underground Station and the Docklands Light Railway DLR). According to
the LB Tower Hamlets Retail & Leisure Capacity Study (January 2009) almost twothirds of trips to the centre are by Underground, DLR or bus.
5.33

The centre consists of shopping malls over four levels. It has approximately 80 high
street multiple retailers, including Dorothy Perkins, Boots, Gap, Monsoon, French
Connection, HMV, River Island and JD Sports. In addition, there are 58 food and drink
outlets (Classes A3 - A5) which equates to 26% of the total units in Canary Wharf.
This amount of food and drink use creates a healthy and vibrant evening economy.
Although its total food and convenience offer is more limited, it has a medium-sized
Waitrose (3,720m2 gross), Marks and Spencer food hall and Tesco Metro store. There
are also a few independent specialist convenience stores. Canary Wharf also has the
highest retail rents in LB Tower Hamlets and, after the King’s Road, is the best
performing ‘Major’ centre in terms of its Prime Zone A rents.

5.34

The 2009 LB Tower Hamlets Retail and Leisure Study forecast capacity for up to
16,600m2 net of additional comparison floorspace in the Borough up to 2017.

For

2

convenience goods there is a forecast capacity for some 10,560m net over the same
period, although this could be as high as 17,710m2 net if it is assumed that existing
stores are overtrading. The Retail Study identified the priority to locate new foodstore
provision at Bethnal Green and Roman Road East, where current provision is poor.
Whitechapel, Bromley by Bow and Crossharbour were also identified as having
potential to extend/ redevelop existing stores that are significantly overtrading (i.e.
Sainsbury, Tesco and Asda respectively). The Retail Study also identified the potential
for one new cinema up to 2017, although it recognised that it will be difficult to attract
cinema operators. An All Star Lanes bowling alley opened in November 2008 in Brick
Lane.
5.35

Canary Wharf has been identified as having the potential to strengthen its retail offer
and grow in line with its “major centre” designation, to become a high profile east
London shopping destination.

There are also designations made in the Isle of Dogs

Area Action Plan (2007) for further retail, leisure, employment, public open space and
residential uses within the centre. The plan identifies an opportunity for further tall
buildings to accommodate future expansion of employment uses and also to reinforce
the role of the area as a key financial and business service centre. Some of the key
development proposals include:


The Wood Wharf Partnership has submitted a proposal for 500,000m2 of offices and
1,600 homes next to Canary Wharf. The plans include six office blocks built around a new
square and a park, as well as some shops and community facilities.



The Millennium Quarter is a circa 20ha site located to the south of Canary Wharf.
There is an overall masterplan for the area and ten sites are currently proceeding
through planning stages. The Millennium Quarter will offer a mix of offices, housing,
leisure, cultural activities, shopping and community facilities.
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5.36

In the Borough’s other centres there are also emerging proposals to redevelop and
intensify Chrisp Street, to accommodate new floorspace and improve the retail offer
and physical environment.

The Whitechapel Masterplan also identifies a number of

initiatives to tackle the crime and congestion problems in the area. Improvements
include the reorganisation of the market with new stall structures and ‘block’ layout, to
make it easier to cross the road and access bus stops.

We understand that Tower

Hamlets markets team plan to work with the local police teams to introduce a market
“pod” to support traders, and provide a base for local community police teams. The
team will also work with market traders to identify secure storage facilities, implement
new loading / unloading systems and continue investigation into provision of parking
for market traders.

The masterplan also encourages new shops, cafes and

restaurants, to make the centre of Whitechapel feel more lively, welcoming and safe,
especially in the evening. In particular, the masterplan encourages new developments
with active ground floor uses to the south side of Whitechapel Road and New Road.
5.37

Overall it is apparent that significant regeneration, development and investment
initiatives have been put in place by LB Tower Hamlets to help consolidate and
strengthen the existing network of centres.

Although the 2004 household survey

evidence for LB Hackney suggests that the Borough’s centres have a more limited
influence on Hackney’s main centres, we consider that the proposed strengthening of
the retail and leisure offer in LB Tower Hamlets will continue to ‘squeeze’ the market
shares of Dalston and Hackney Central if steps are not taken to improve their
respective retail, leisure and town centre offers.

LB Newham
5.38

The LB Newham is set to benefit from an unprecedented level of regeneration and
investment over the next 15-20 years. The major changes will include development in
and around the Olympic Park and Stratford City, the Lower Lea Valley, Canning Town
and the Royal Docks.

As for LB Hackney, the Borough will also benefit from major

transport improvements such as Crossrail and extensions to the DLR. Together these
will have a positive impact on LB Newham’s overall attraction as a place to live, work,
shop and visit for a range of uses and activities. It therefore represents one of the
most direct “threats” to future regeneration, investment and development in LB
Hackney’s main centres.
Stratford
5.39

Currently, Stratford town centre is dominated by the Stratford shopping centre, which
has approximately 27,000m2 of gross floorspace and a 625-space multi-storey car
park. The Stratford Centre opened in March 1973 and although it benefited from a
£4m refurbishment in July 2000 it has relatively small poorly configured units that do
not meet the needs of modern retailers.

Notwithstanding this, ‘InShops’ appears to
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contribute

significantly

opportunities .
***

to

the

centre’s

wider

retail

offer

and

local

business

Beyond the Stratford Centre on The Broadway, the number of

comparison multiples is very limited and it mainly comprises lower-end value retailers
and smaller independent shops. There are no department stores in the centre.
Wilkinson’s is the only variety store and Argos is the only catalogue showroom.
5.40

The key food anchors are the Morrisons (4,645m2 gross) and Sainsbury’s foodstores
(1,274 sqm net), although these are both dated by modern standards. Stratford also
performs a strong role for non-food independent retailers and ethnic food and nonfood retailers.

The cultural quarter performs a key addition to the overall town centre

offer with a cinema, theatre, performing arts centre and bars/restaurants. Although
well established, it remains relatively small with no significant pull for those living
further afield (aside from the cinema).
5.41

Adjacent to the existing town centre, Stratford City is being developed by Westfield
and is scheduled to open in October 2011.

It will provide retail units of the size

required by modern multiple retailers which are not available elsewhere in the Borough
at the current time.

This large shopping centre scheme will be similar to Westfield

West London in Shepherds Bush in terms of the scale and quality of its retail offer. In
our judgement is represents the main threat to the planned growth and expansion of
the LB Hackney’s centres.

By virtue of its location and easy accessibility to LB

Hackney’s residents, it could significantly limit developer and occupier interest in both
Dalston and Hackney Centre over the short to medium term.
5.42

Stratford City was originally granted planning consent in February 2005 for a
comprehensive retail-led, mixed use development to include offices, 4,830 new homes,
140,000m2 of Class A1-A3 uses and new commercial leisure floorspace. Subsequently,
the permission has been revised to increase the residential component by 780 units (to
some 5,610 new homes) and Stratford City as a whole (i.e. Development Zones 1-5)
now has consent for 167,326m2 gross external area (GEA) of Class A1-A5 retail
floorspace. Recent press releases indicate that the retail element is now 75% leased
or committed, with John Lewis/ Waitrose and Marks & Spencer fitting out their anchor
stores. The extensive leisure offering will also include a state-of-the-art 14-screen Vue
cinema.

Complementing the retail, leisure and entertainment facilities are over 50

places to dine across four distinct areas within the scheme and leading UK restaurants
will include Wagamama, Nandos, Las Iguanas, Strada, Jom Makan, Pizza Express, TGI
Friday, Gourmet Burger Kitchen (GBK) and Giraffe.

***

Inshops is a nationwide network of indoor shopping centres and market halls, which offer a unique environment for the
local independent retailer. The centres provide local start-up businesses with retail space with minimum levels of
investment and maximum business support. Their philosophy is “to provide a wide range of shopping and trading
opportunities that offer value, quality and choice to all and which will stimulate and foster socio-economic activity”.
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5.43

The Stratford City Retail Study (2003) submitted with the application undertook a
detailed Retail Impact Assessment for a scheme with a comparison goods sales area of
75,000m2 net. This went through an extensive consultation process with LB Newham
and the adjoining London Boroughs to test the sensitivity of the impact model. The
table below summarises the final impact table from the original submission and shows
the impact forecasts for the main LB Hackney centres and the other main centres in
the catchment area.
Table 5.4 Major Retail Commitments with Planning Permission (m2 gross)
2011
Turnover

Trade Diversion
(£m)

Impact
(%)

Dalston

37.1

-1.3

-3.4%

Hackney

115.0

-2.5

-2.2%

25.8

-

-

Stratford Town Centre

166.6

-10.6

-6.4%

Ilford

551.9

-43.2

-7.8%

West End

3,934.4

-250.4

-7.4%

Lakeside

699.2

-39.4

-5,6%

Bluewater

782.1

-13.7

-1.8%

Stoke Newington

Source: Stratford City Planning Application, Retail Assessment (2003), Table 13.

5.44

The forecasts show a -£2.5m trade diversion from Hackney Central and -£1.3m from
Dalston.

5.45

The 2005 LB Hackney Retail and Leisure Study also forecast a -5.7% (-£2.7m) impact
on Hackney Central and -2.4% (-£2.7m) impact on Dalston in 2011. The total trade
diversion from the Borough was forecast to be £6.4m (-3.1%) and this resulted in the
reduction of the Borough’s market share of comparison goods expenditure from 17.6%
to 16.9%.

The study concluded that this level of impact would result in a fall in

turnover growth for both centres, but the residual growth in both cases would be
within acceptable limits. However, please note that this assessment also assumed that
the Kingsland Shopping Centre re-development would be open and trading by 2011.
As the 2005 study concluded: “...the positive work done by the Kingsland Centre
extension in terms of clawing back shoppers and expenditure and raising market
shares, albeit by only a modest amount, is partially undone by the impact of the
Stratford City scheme”. Clearly, without the Kingsland Centre extension in place, we
would expect there to be a more concentrated impact on Dalston’s existing turnover
and market share.
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5.46

Although the overall percentage impacts would not normally give cause for concern
(assuming that the turnover estimates for both centres are robust), it nevertheless
shows that Stratford City will draw shoppers and expenditure from LB Hackney’s main
centres.

This would be in addition to those Borough residents that currently shop

outside the Borough and will therefore be diverted from shopping locations other than
Dalston and Hackney Central (such as, for example, the West End and Wood Green).
As a result, LB Hackney’s retention level of comparison goods spending will be further
eroded without new retail investment and development in its main shopping centres.
5.47

Furthermore, Land Securities (the owners of the existing Stratford Shopping Centre)
have also been considering the potential for additional new shopping floorspace for a
number of years.

Stratford City is viewed as being the mid to up-market retail

quarter, with the existing centre providing a significantly enhanced mid market/value
comparison retail offer, supplementing its more localised convenience and service
function and cultural quarter.
5.48

The recent LB Newham Retail Study (2010) carried out a Borough-wide capacity
assessment and the results are summarised by the table below.
Table 5.5 Borough-Wide Comparison Goods Capacity

Source: LB Newham Retail Study (2010)

5.49

As the table shows, the study concluded that following Stratford City there would be
sufficient surplus expenditure due to the uplift in market shares to support both
Canning Town (25,000m2 net comparison) and Stratford Town Centre (32,500m2 net
comparison) by around 2021. The Council’s Retail Study also forecast capacity for an
additional 6,411m2 net of convenience goods floorspace by 2015, growing to 11,085m2
net by 2020, and again to 12,854m2 net by 2025. However, given the stage of the
Stratford Masterplan and proposals and the impact of the recession, it is unlikely that
the redevelopment of Stratford Town Centre will come forward any sooner than around
2017.

5.50

Although the LB Newham Retail Study (2010) did not assess the cumulative impact of
Stratford City, Stratford Town Centre, Canning Town and Forest Gate, it did
acknowledge the strong position in respect of the significant growth in capacity over
the LDF period, the potential for market share increase, and the continued growth in
population and expenditure which is likely to mitigate – to some extent – against
identified impacts. Notwithstanding this, it is clear that the significant scale and range
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of new retail floorspace opening in Stratford City in 2011 and planned for Stratford
Town Centre will have a significant impact on shopping patterns in LB Hackney.
East Ham
5.51

East Ham is the second largest centre in the Borough after Stratford. There is no
higher order or department store offer, but East Ham does have a reasonable range of
value-led multiple retailers. Primark has recently extended its store and functions as a
key anchor retailer. This is a good example of where site assembly has successfully
provided one new unit of a scale attractive to a key multiple retailer that has had a
significant positive effect on the town centre’s overall vitality and viability.

5.52

The centre’s retail offer is largely underpinned by its food and convenience offer.
However, the key anchor foodstores are small and outdated and there is a clear
qualitative need for improvement to continue to underpin this role in the future. East
Ham is also the strongest centre in the Borough for those undertaking trips to local
independent food and non-food retailers and draws people from across the Borough.
Ethnic retailing is also important to the overall health and attraction of the town
centre.

Notwithstanding this, the Retail Study identified the centre as the most

vulnerable to impact from Stratford City. The study concluded that it will be
increasingly important to facilitate improvement and pro-actively manage change,
whilst retaining and enhancing the value-driven multiple comparison retailers.

The

much improved and extended Primark was identified as being important to the centre’s
overall vitality and viability.
Canning Town
5.53

Canning Town is defined as a ‘District’ centre, but is undergoing a period of significant
change.

Currently the centre is predominantly used for food shopping and its offer

comprises small and outdated supermarkets, as well as a number of smaller
independent businesses and the Rathbone Market.

The comparison sector is

particularly weak and it has a tight catchment, reflecting the localised function of the
centre.

The centre does not, therefore, at present represent competition to LB

Hackney’s main centres.
5.54

Nevertheless, there are significant changes planned for Canning Town which will
extend its catchment and influence over a wider area.

The Supplementary Planning

Document

Town

(SPD)

for

the

regeneration

of

Canning

and

Custom

House

demonstrates that the area is a strategic priority for the LB Newham, London Thames
Gateway Development Corporation (LTGDC), Mayor of London and the London
Development Agency (LDA).

The SPD forms part of the planning policy framework

which is within the LDF, and covers an area of approximately 120 hectares, with a
population of over 11,000 people.

The SPD states that Canning Town and Custom
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House will be redeveloped to act as focal points for retail, commercial and community
facilities; although both are envisaged to perform different roles.
5.55

The redeveloped Canning Town centre will act as a focus for the whole regeneration
area, comprising new retail floorspace (including an anchor foodstore), offices, health,
library/educational, food and drink and residential. Rathbone Market is being
redeveloped and a new public space and environmental enhancements are proposed.

5.56

Further south, the development of a new ‘Custom House’ Crossrail station and
interchange will act as a catalyst for the regeneration of the Custom House ‘retail
area’. This is currently not a defined town centre, but does lie in close proximity to
Freemasons Road Local Centre directly opposite.

This area will be a focus for

complementary community uses alongside a mix of housing, offices, food, drink and
shops that serve both the local population and surrounding areas, such as the adjacent
EXCEL centre and Royal Docks developments.
5.57

The Retail Strategy & Vision (2007) prepared by GVA Grimley for LTGDC, LB Newham
and the LDA assesses the economic impact of a town centre redevelopment comprising
some 25,000m2 net of comparison goods floorspace with a turnover in the region of
£112.5m and a 10,000 sq m gross ‘anchor’ foodstore. The economic assessment
forecast that some 97% of the scheme’s turnover would be derived from people living
in LB Newham, with only a small 3% inflow from beyond the Borough area. In this
context, given the smaller scale and mid-value retail operators envisaged, the scheme
is clearly not aspiring to trade at the Stratford City level and will instead perform a
smaller town centre role, meeting the needs of a more localised catchment area
comprised almost entirely of Borough residents.

The study forecast the greatest

impact on Beckton (retail warehousing), London’s West End and Canary Wharf, with
limited impact on Ilford, Green Street and East Ham.
5.58

The 2007 Study adds that despite trade diversion, town centre turnover in all town
centres will continue to grow as they benefit from continued growth in available
comparison goods expenditure. In every case, the turnover of each town centre will
exceed its level of trade draw in a short timescale (within 5 years) following the
implementation of the Canning Town development proposals. Based on the available
evidence we therefore conclude that Canning Town will have a limited impact on LB
Hackney’s main centres.

LB Islington
5.59

LB Islington has four town centres and a large number of smaller shopping areas.
Angel and Nag’s Head are Islington’s two ‘Major’ town centres and Archway and
Finsbury Park are designated as ‘District’ centres.

The Borough’s centres are

characterised by a good provision of independent retailers and service businesses, but
there are more limited development opportunities for major new town centre
developments. LB Islington also has good cultural and leisure provision with a number
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of major attractions such as Sadler’s Wells theatre, as well as cinemas, community
halls, public meeting place(s), and historic public houses. These venues and facilities
add to the Borough’s distinctiveness.
5.60

In preparing Islington’s LDF the Council commissioned an update of its Retail Study in
2008 (prepared by DTZ).

The forecasts show that there is very substantial

expenditure-based capacity to support additional convenience goods (over 30,000m2
net) and comparison goods (also over 30,000m2 net) floorspace in the Borough up to
2026, even based on constant market shares.

The forecasts indicate capacity for

several additional foodstores in the Borough. Most of this capacity will be focused on
the two town centres, particularly Angel.
5.61

However, in view of the very limited availability of suitable sites for new retail
development in these town centres, DTZ concluded that it was unlikely that it will be
possible to deliver the scale of new retail floorspace indicated by the retail capacity
forecasts. The principal challenge facing the Council will therefore be identifying and
assembling commercially suitable sites for new retail development in the densely builtup area of the Borough.

Site availability will therefore be likely to be a greater

constraint on retail growth than availability of retail expenditure to support it.
Angel
5.62

Angel is the most significant town centre in Islington and it is linked with Nag’s Head
by the A1 (Upper Street/Holloway Road) which runs through Highbury Corner and on
to Archway. It has been a shopping and trading centre for London for centuries and
contains the Chapel Market street market which operates six days a week. The historic
character of the area is recognised and protected by three conservation areas – Angel,
Upper Street (North) and Chapel Market. The aims of the Council’s 2004 Angel Town
Centre Strategy (ATCS) are still relevant and many of the objectives and projects
identified have been, or are being, progressed. For example, the Strategy assisted in
the town centre becoming a Business Improvement District (BID) in 2007 and Angel
BID is set to run until 2012. Its Board, in partnership with the council, is developing a
vision for the future aimed at developing the retail and leisure economy (including
Chapel Market) and securing funding for environmental improvements.

5.63

The Angel and Upper Street area is also a focus for Islington’s evening and night-time
economy, which includes internationally renowned theatres as well as bars and
restaurants. These uses benefit from being located near each other and the council
wishes to build on this cluster and so strengthen the Angel as a cultural destination.

5.64

The Council’s updated retail study forecast capacity for 10,650m2 of new comparison
goods floorspace up to 2026 and a substantial 12,000m2 of convenience goods
floorspace. While the Angel is a small town centre with limited capacity to meet the
demand from retailers for new space, the ATCS identified a number of underdeveloped or under-used sites and premises which the council and Angel BID wish to
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see come forward for intensification during the period of the Core Strategy, subject to
market forces.
Archway
5.65

Archway is a small District Centre and its regeneration has been a goal for the council
for a number of years. The Council’s updated retail study forecast limited capacity for
new comparison goods (2,900m2) and convenience goods floorspace (3,300m2) up to
2026.

5.66

It is expected that the core area will come forward for development during the lifetime
of the Council’s Core Strategy. The delivery of this site has dominated discussions in
the area and the Archway Development Framework SPD was adopted in September
2007. The Archway SPD reflects a strong local wish to avoid retail development that
might undermine existing, or future, small-scale local traders. Policies to manage the
increase in retail and other uses will be set out in the Council’s Development
Management Policies.

In addition to the core site there are opportunities that exist

across the whole of Archway. For example, there are current initiatives linked with the
potential redevelopment of parts of the Whittington Hospital site.
5.67

The council recognises that it is improvement to the public realm that is particularly
important to improving the area. The gyratory system makes it very hard for
pedestrians to move around and produces a vehicle-dominated environment. While the
council accepts that the A1 will continue as a major traffic route its objective is to
reduce its impact, and that of the gyratory, and make pedestrian and cyclist
movement in the area easier. The council are working with TfL to seek solutions. The
council will also support Archway as a town centre by improving the pedestrian
environment and through an overall expansion in the retail offer.

SUMMARY
5.68

It is apparent from the findings of the 2004 household survey that LB Hackney’s main
centres are failing to retain a significant proportion of their ‘local’ catchment population
living in the Borough. The survey results show a circa 84% leakage of expenditure to
competing centres and shopping locations outside the Borough area. This is
particularly the case for ‘higher order’ comparison goods (fashion) shopping.

5.69

The broad brush analysis of the scale, function and performance of the LB Hackney’s
main centres, benchmarked against other centres in neighbouring authorities, has
identified that whilst Dalston has a significant quantum of town centre floorspace
compared with other ‘Major’ centres in East London, it is under-performing in terms of
its national ranking and potential Zone A rental levels. The limited KPIs available for
Hackney Central appear to confirm that it is functioning as a ‘District’ centre, with a
more limited non-food offer and localised catchment area.

February 2011

London Borough of Hackney
Retail Centres Study
Stage 1 Report

5.70

Currently LB Hackney’s centres are losing shoppers and market shares for comparison
goods purchases to the West End and, to a lesser extent, Wood Green, Angel, Canary
Wharf and Stratford. In the future the competition is likely to intensify; beginning with
the opening of Westfield Stratford City towards the end of 2011 and the possible
further redevelopment of Stratford Town towards the end of the decade.

5.71

In addition, to this new investment and regeneration there are other significant
schemes in the wider area that could impact further on LB Hackney both now and in
the future. These include, inter alia:


The £540m One New Change which opened in the City in October 2010 and comprises
over 50,000m2 of new retail, leisure and office floorspace, in the shadow of St Paul's
Cathedral. It has a choice of mid to high end retailers, along with quality restaurants.



The £4.5bn Brent Cross Cricklewood scheme which was granted planning consent by
LB Barnet in October 2010 after more than 10 years of planning. The development will
comprise a new town centre spanning the North Circular Road (A406), anchored to the
north by an extended Brent Cross Shopping Centre and to the south be a new high
street, anchored by Tesco Extra. After demolitions the net increase is comparison and
convenience goods floorspace is estimated to be around 43,000m2 and 11,00m2.

The

final development will have a total retail (Class A1-A5) floorspace of almost 111,000m2.

5.72

Over the next decade it is clear that LB Hackney’s centres cannot afford to stand still in
terms of new retail regeneration and development.

If they do, then their offer and

status will be further eroded by the significant new investment elsewhere.

For

example, retailers with requirements for larger modern units in the area will not
consider Dalston or Hackney Central as commercially viable locations if there is no
investment in its retail floorspace over time.
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6.0

DALSTON TOWN CENTRE - HEALTHCHECK

6.1

Dalston is the largest shopping centre in the Borough. It is defined as a ‘Major’ Town
Centre and proposed as an ‘Area of Intensification’ in the draft Replacement London
Plan 2009.

The centre developed along the old Roman Road of Ermine Street, now

named Kingsland High Street. The mix of people in the area has played a vital role in
defining its distinctive shopping and evening economy, which is probably best
characterised by Ridley Road Market.
6.2

Dalston has also evolved into one of inner London’s creative quarters with the renewal
of the Rio Cinema, the relocation of the Vortex Jazz Club and the thriving Arcola
Theatre. There is also an active voluntary and community sector around Dalston.

6.3

The recent opening of the East London Line Extension (ELLX) into Dalston and the
major Dalston Square scheme, has put in place the necessary infrastructure to enable
Dalston to benefit from major new regeneration. However, this will be subject to the
impact of the recession and competing centres on investment and market demand.

6.4

This section (and Section 7 for Hackney Central) first reviews the key findings of the
Health Check Report that underpinned the 2005 Hackney Retail and Leisure Study.
This evidence base has subsequently been used by the Council to help inform the
preparation of its Core Strategy and the AAPs for its main centres.

The 2004/05

health checks provide the baseline position against which to assess changes in
Dalston’s and Hackney Central’s retail and leisure provision over the last five years.
6.5

It is important to state at the outset that it has not been possible to directly compare
the land use survey data carried out for the 2010 Retail Health Check
health checks conducted for the

2005 Retail and Leisure Study.

†††

with the
Different

methodologies have been used and the Goad data preferred for the 2005 study records
significantly more sites within the centres than the 2010 land use survey. This makes
it difficult to accurately assess changes in use between 2005 and 2010. As a result,
we have agreed with the Council that we will use the most recent Goad Centre Reports
for Dalston (see Appendix 4) and Hackney Central (see Appendix 5) to help identify
any significant changes in the retail and leisure composition of the two main centres.
Where possible, we have also drawn on the findings of the 2010 Health Check to
further inform our assessment.

††† The 2010 Health Check is being used by LBH to monitor the health of the main designated centres in accordance with
PPS4 and provides the baseline planning data to help inform the preparation of future Development Management DPDs
and the Site Allocations document.
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2005 HEALTH CHECK
6.6

The key findings from the healthcheck, household telephone interviews and in-centre
surveys carried out for the 2005 Retail Study included, inter alia:


Dalston is the largest of Hackney’s centres in terms of the amount of retail floorspace.



It is the main shopping destination in Hackney and the best performing retail centre.



Some 54% of respondents to the in-centre survey visited Dalston for shopping purposes
only. This was higher than for Hackney Central (40%) and Stoke Newington (30%).



Although it has the widest visitor draw of all the LB Hackney centres, almost two-thirds
of visitors were Borough residents. This reflects the dense urban network of competing
centres in East London.

The average journey time to the centre by all modes is 20

minutes.


Notwithstanding this, Dalston draws a higher proportion of visitors from elsewhere in the
UK and abroad, than Hackney Central and Stoke Newington.



The majority of visitors to Dalston travel to the centre by bus or on foot. It has the
highest proportion of respondents who travel by car (17%), but there are limited trips by
train (6%), despite the fact that the station is well-located within the centre.



It has the highest rents of Hackney’s main centres and investment yields are comparable
to the other centres. Yields had improved up to 2005 in response to improving rents and
the prospect of much improved conditions following the construction of the underground
station in the mid-term.



It has a strong core area, which is the busiest pedestrian location in Hackney.



The centre serves a predominantly convenience goods shopping function. For example,
some 30% of visitors stated convenience good shopping was the main reason for visiting
Dalston. This is slightly higher than for Mare Street and Stoke Newington.



It is also the strongest comparison goods shopping destination in the Borough.

The

survey results shows that non-food purchases are almost twice as likely in Dalston as
they are in Hackney Central or Stoke Newington.


Satisfaction levels with the centre’s fashion offer (i.e. clothing and footwear) is
approximately twice the levels identified for the Borough’s other cntres or Stoke
Newington; over 40% of visitors to Dalston consider it to be good or very good at
meeting their fashion needs.



However, the surveys identified a weakness in the range and depth of comparison goods
shopping provision.



Ridley Road market is a key attraction and draws shoppers from beyond the immediate
walk-in catchment. The market was identified as the main reason for visiting by almost
25% of all respondents.



Few visits to Dalston are made for food and drink uses or leisure,. This points towards a
relative lack of these facilities. The fact that dwell times in the centre are shorter than
for the other Hackney centres also probably reflects the lack of food and drink facilities,
limited outdoor seating and public open spaces.
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A high proportion of visitors indicated that Dalston was ‘good’ at meeting their indoor
leisure needs. Key facilities identified include the Rio Cinema, Kings Gym and the Arcola
Theatre.



The library is the only other significant non-shopping facility used by visitors, although it
is not prominently located.

It also attracts less than half the proportion that visit the

library in Hackney Central.


A third of all visitors to Dalston suggested that no improvements were necessary; which
indicates a good level of satisfaction with the centre.



Notwithstanding this, a higher proportion than for the Borough’s other centres identified
the need for improvements to parking provision. This is likely to be related to the higher
proportion of visitors to Dalston who travel to the centre by car.



There was some demand from operators for space in the centre; although this was
mainly from independent traders.

There was more limited interest from multiple

retailers.

6.7

The study also found that the high levels of crime and a poor shopping environment
were likely to undermine any efforts to make the centre attractive to shoppers and to
generate market and investment interest.

2010 HEALTHCHECK UPDATE
6.8

The following analysis updates some of more relevant Key Performance Indicators
(KPIs) for Dalston. This is informed by the most recent Experian Goad Centre Report
and is supplemented by the findings of LBH’s 2010 Retail Health Check. We have not
updated all the KPIs of town centre vitality and viability as set out in PPS4 (Annex D),
as this analysis is intended to provide a broad picture of the key changes in the health
of Dalston as a shopping and leisure destination.

Diversity of Uses
6.9

The tables below show the changes in Dalston’s retail floorspace and total outlets
between 2003 and 2010 based on the latest Experian Goad Centre Reports.
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Table 6.1 Dalston – Kingsland High Road: Change in GOAD floorspace
2003
sq m

%

Convenience

10,312

18.1

Comparison

24,972

Retail Services

2010
sq m

%

16.7

9,922

16.9%

17.4%

43.7

53.0

23,876

40.6%

47.4%

13,592

23.8

20.4

17,150

29.2%

23.0%

Vacant

7,915

13.9

8.0

7,395

12.6%

11.2%

Other

353

0.6

1,8

437

0.7%

1.0%

57,145

100%

100%

58,780

100%

100%

Total:
Source:

UK Base

UK Base

Experian Goad Centre Report – July 2003 & May 2010 (Appendix 4) Figures may not sum due to
rounding

Table 6.2 Dalston – Kingsland High Road: Change in retail profile (outlets)
2003
Outlets

%

Convenience

48

13.4

Comparison

151

Retail Services

2010
Outlets

%

9.3

42

11.6

9.4%

42.2

48.1

119

33.0

41.9%

115

32.1

30.6

137

38.0

34.7%

Vacant

42

11.7

10.6

60

16.6

12.8%

Other

2

0.6

1.5

3

0.8

1.2%

358

100%

100%

361

100%

100%

Total:
Source:

UK Base

UK Base

Experian Goad Centre Category Reports - July 2003 & May 2010 (Appendix 4). Figures may not sum
due to rounding

6.10

The figures show that Dalston’s total (Goad ‡‡‡ ) floorspace has increased slightly since
2003 from 57,145m2 to 58,780m2 (+2.9%) and total outlets have increased from 358
to 361 (+3 units).

This is probably explained by a modest extension and/or

reconfiguration of the centre’s retail and service floorspace, or some infill development.

‡‡‡ The floorspace figures audited by Goad are derived from the relevant Goad Plan. The plans show the footprint
floorspace and the site area without the building lines. They should not therefore be read as a definitive report of
floorspace in centres, but do provide a useful means of comparison between centres, as all outlets are measured in a
consistent manner.
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Convenience Goods
6.11

For convenience goods the tables show that the total floorspace and number of shops
has fallen since 2003.

The current convenience goods floorspace of 9,922m2

represents 16.9% of total floorspace in the town centre, which is slightly below the
national average of 17.4%. More detailed analysis shows that the centre has:


lost one butchers and one bakers store since 2003, although overall provision (2.8% of
total outlets) is still equivalent to the national average.



experienced a fall in the number of retailers classified under ‘groceries and frozen foods’,
from 21 to 15; although overall provision (4.2% of total outlets) is still above the
national average of 2.9%.



increased its number of ‘greengrocers and fishmongers’ from 2 to 6 stores, such that its
provision is now significantly above the national average.

Comparison Goods
6.12

In terms of its overall comparison goods provision, the tables show a slight decline in
total floorspace from 24,972m2 in 2003 to 23,876m2 in 2010 (-4.4%). There is a more
significant fall in the total number of non-food outlets from 151 to 119 over the same
period (-26.9%). If the figures are correct, then this would seem to suggest that there
is a relatively high ‘attrition’ rate for smaller shops, as the decline in non-food
floorspace has not been as significant.

Overall Dalston has an under-provision of

comparison goods outlets and floorspace benchmarked against the national average
figure.
6.13

More detailed analysis indicates that the centre has experienced a fall in the number of
outlets across most of the comparison goods categories, apart from ‘mens and boys
wear’, ‘mixed and general clothing’, ‘books, arts/crafts and stationers/copy’ and
‘chemists, toiletries and opticians’.

There has, however, been a marked fall in the

number of outlets in the following categories - ‘footwear and repairs’ (from 17 to 9
outlets); ‘womens, girls and childrens clothing’ (from 19 to 12); and ‘furniture, carpets
and textiles’ (from 16 to 10).
6.14

The latest Experian Goad figures broadly confirm the findings of the earlier 2003 audit.
Benchmarked against the national average, Dalston still has a marked under-provision
of outlets in a number of key retail categories, including:


fashion/clothing for women, girls and children;



books and stationers;



variety, department stores and catalogue showrooms;



Florists;



Gifts, china, glass and leather goods;



Chemists, toiletries and opticians;
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Jewellers; and



Sports, toys, cycles and hobbies.

Retail Services
6.15

Dalston’s provision of retail service uses and floorspace has increased since 2003. The
centre has an above average provision of both outlets and floorspace benchmarked
against the national figure.
average provision.

The 2005 study identified previously identified a below

This mirrors the national trend, whereby retail services have

increased their overall representation in centres over the last decade, primarily due to
the fall in comparison goods provision. More detailed analysis shows that the number
of cafes, restaurants and takeaways in the centre increased significantly from 50
outlets in 2003 to 66 by 2010 and the number ‘hairdressing, beauty and health’ outlets
have also increased from 32 to 41.

The provision of outlets and floorspace in both

these categories is significantly above the national average. In contrast, the number
of estate agents has fallen from 8 to 5 outlets and provision is below the national
average.

Vacancy Levels
6.16

In terms of vacancies, the table shows that the number of vacant units have increased
from 42 to 60 between 2003 and 2010. This is equivalent to a vacancy level of 16.6%
and is above the national average figure of 12.8% (in 2010). Significantly, however,
the total vacant floorspace has only increased slightly by 520m2 (+6.6%) to 7,395m2
in 2010. This reflects the fact that a high proportion of the vacant units in the centre
are mainly small units, mostly located in secondary/ tertiary shopping locations that do
not meet the needs of modern retail or service operators. This was also a key finding
of the 2005 LBH Healthcheck Survey, which concluded that the vacant units in the
centre were mostly located in Dalston Lane, at both the eastern and western ends, and
that there was “...a tendency for linear centres such as Dalston to have much weaker
retailing pitches at the margins due to the remoteness from the core retail areas”
(paragraph 3.25).

6.17

In comparison the LBH 2010 Retail Health Check identified a slightly higher number of
vacant properties across the centre (66), although this was still equivalent to a
vacancy level of 16%.

Dalston also accounted for 35% of the total 188 vacant

premises in the Borough’s retail centres.
6.18

However, we advise that caution be exercised when interpreting Dalston’s vacancy
levels, as there is a large amount of redevelopment work currently being undertaken in
the area, as part of the ongoing town centre redevelopment. We understand that at
least 14 sites were being redeveloped at the time of the 2010 audits and these
comprised a number of vacant premises.
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6.19

On a more positive note, the 2009 London Town Centre Health Check Analysis Report
shows that vacant floorspace in Dalston decreased between 2007 and 2009.
2

6,438m

The

of vacant floorspace in 2009 was equivalent to 9.3% of total estimated

floorspace in the town centre.

KEY FINDINGS
6.20

As Section 5 highlighted, Dalston sits in the ‘shadow’ of the West End, Wood Green
and other larger shopping centres in East London. Although it is the prime centre in
the Borough, almost 60% of respondents to the 2005 visitor survey did not consider it
to be their main centre for comparison goods shopping.

6.21

RTP concluded that in order “to move the centre forward” there is a need, “...certainly
qualitative, and most likely quantitative, for a better range of shopping provision”
(paragraph 3.30). This is still the case. Since 2005 the opening of the East London
Line Extension (ELLX) (London Overground) in June 2010 has provided a significant
boost to Dalston’s local economy and the town centre, which has been further
strengthened by the 2012 Olympics.

By mid-2012 we understand that Dalston town

centre will be served by 40 trains per hour in the weekday peak periods, giving direct
rail connections with the London Underground and Docklands Light Railway (DLR)
network. The safeguarded Chelsea-Hackney line (Crossrail 2) also proposes a Dalston
station on its north-east / south-west route across London.
6.22

This new transport infrastructure will create opportunities to increase the density of
employment within the area and attract new businesses and investment. On the other
hand, however, it will also make it easier for local residents to look elsewhere for their
main shopping and leisure uses. Therefore, the priority over the short/ medium term
must be to provide substantial additional retail floorspace in the centre, subject to the
assembly of suitable sites, which can both link with, and provide a natural extension
to, the existing primary retail area.

The redevelopment of the Kingsland Shopping

Centre along with other opportunity sites in the town centre have been identified as
offering the potential to extend the existing retail prime pitch and link with the
proposed underground station. We review and consider these sites in more detail as
part of our Stage 2 Report.
6.23

RTP concluded in 2005 that “...convincing the investment market that there will be
enough retailer interest in Dalston to make a new scheme viable will not be an easy
task” (paragraph 3.32). Notwithstanding this, they also concluded that the transport
infrastructure improvements made the prospect of retail and leisure development
coming forward “...appear brighter now than for some years”.
position remains unchanged.

In our judgement the

The impact of the economic recession has dampened

investment and operator interest over the last 2-3 years, particularly in more
unattractive and ‘higher risk’ secondary shopping locations and medium-sized centres.
Furthermore, there are more limited prospects of securing funding for major new
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investment from traditional sources. Add to this the opening of Stratford City in 2011,
which will also ‘soak up’ significant demand from new retail and leisure operators
looking to locate in East London over the short to medium term, and the ability to
attract new investment and market interest in the comprehensive redevelopment of
Dalston will be difficult at the present time.
6.24

Notwithstanding this, Stratford City is targeted at a higher end multiple offer and we
consider that the opportunity exists for Dalston to secure a complementary mid-range
tenant mix.

Anchor retailers such as Primark, TK Maxx, Next, River Island and WH

Smith who are not currently represented in the town centre would help to anchor and
‘drive forward’ the overall viability of new shopping centre floorspace in Dalston to help
strengthen the core shopping offer. However, the ‘window’ for securing new retailers
and development could be limited by competing proposals for Stratford Town and
other centres. The redevelopment of Stratford Town, for example, will be targeted at
similar mid-range and value-led comparison goods retailing.
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7.0

HACKNEY CENTRAL – HEALTH CHECK

7.1

Hackney Central (Mare Street) is classified as a District Town Centre by the
Replacement London Plan and is at the same level in the Borough’s centre hierarchy as
Stoke Newington and Finsbury Park.

7.2

The centre extends from Mare Street to the prime retail pitch on Narrow Way.

The

North London Line transects the centre at the junction of Amhurst Road, which
effectively splits Hackney Central into two shopping locations. To the north is the core
retail area (Narrow Way), comprising the main multiple ‘anchor’ stores (such as Marks
& Spencer, Primark and Boots).

This area is achieving the highest Zone A rental

levels. To the south the retail pitch is mainly secondary and the key retailer is Tesco,
following the closure of Woolworths.
7.3

To the south of the centre the development of the ‘Hackney Civic Campus’ around
Hackney Town Hall is transforming the area into a unique civic and cultural heart for
the Borough and East London.

Hackney Central is establishing itself as one of

London’s leading cultural quarters with the award-winning Hackney Empire, Hackney
Museum and a range of other cultural uses. The centre’s regeneration is also being
enhanced by its natural and historical assets, such as the 13th century St. Augustine’s
Tower and the expansive open spaces of Hackney Downs, London Fields and St. John
at Hackney Churchyard.
7.4

Hackney Central is the largest of Hackney’s town centres in terms of total floorspace,
but has a smaller amount of retail floorspace compared to Dalston and Stoke
Newington. This is explained by the fact that leisure and office uses associated with
the centre’s civic and administrative functions (including the Town Hall, Central Library
and Hackney Empire) account for a significant quantum and proportion of its total
floorspace.

2005 HEALTHCHECK
7.5

The key headlines from the 2005 Retail Study were as follows:


It is the second largest of Hackney’s town centres in terms of total retail floorspace after
Dalston and has the largest Core Shopping Frontage area.



It is rated by visitors as having the most attractive shopping environment of the three
Hackney centres.



The centre has a very tightly defined catchment area, with almost 75% of visitors drawn
from within LB Hackney. Unlike Dalston, the centre attracted no visitors from elsewhere
in the UK or abroad.



The majority of visitors travel to the centre by bus or on foot (c.33%).

A higher

proportion of visitors travel to the centre by bus than for Dalston and Stoke Newington,
due to the good bus network. The lowest proportion travel by private car.
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The only other significant mode of transport is the train.

However, the 2005 study

concluded that this was surprisingly low given that two stations serve the centre;
although only one of these is prominently located.


Shopping is the dominant reason why people the centre. This was the main reason
identified by 40% of visitors, which was much lower than Dalston but higher than Stoke
Newington (30%).



It attracts regular shopping trips, reflecting its more localised shopping function.



Almost three-quarters of visitors did not consider it to be their main centre for
comparison goods shopping. The West End is the most popular destination, followed by
Dalston and Angel.



Stratford is not a significant competing centre, with only 3% identifying it as a centre
that they visit for comparison goods shopping. Stoke Newington was not mentioned at
all.



It has a modest comparison goods draw and is perceived to have a more limited nonfood offer. This is reflected by the fact that average spend on comparison goods of £25
is lower than the amount spent in Dalston and 80% of visitors did not intend to purchase
any comparison goods during their visit.



There is a good convenience goods offer and this is principally anchored by the Tesco
store on Morning Lane. More visitors indicated that they intended to purchase food items
than comparison goods during their trip.



Prime shop rentals were some 50% below those in Dalston in 2004/05, which makes the
centre much less attractive to investors and developers,



It nevertheless has some larger retail units occupied by multiple retailers (including
Marks & Spencer)



8% of visitors to Mare Street South stated that the main purpose for their visit was for
leisure and recreation. This is most likely to be because the library and Hackney Empire
are both in this part of the centre and are popular attractions.



Hackney Central lacks indoor leisure facilities and this was reflected by low satisfaction
levels by visitors.



The 2005 study identified a lack of bars, coffee shops and restaurants (Class A3/A4/A5
uses) in Hackney, especially in the northern (core retail) part of the centre. Very few
respondents to the in-centre survey stated that they visited the centre for something to
eat and/or drink as part of their trip.



A higher proportion of visitors to Hackney Central (8%), compared to the other centres,
stated that education was the main reason for visiting the centre. This is explained by
the centre’s close proximity of nearby colleges and also the library in Mare Street.



The average ‘dwell time’ for visitors to Hackney is approximately 2 hours, which was
higher than for Dalston.

This was explained by the fact Hackney is a more attractive

centre with better open space and outdoor seating opportunities, as well as wider civic,
cultural and community attractions.
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The surveys indicate that residents and visitors would appreciate a better range of
comparison goods shops in the centre; less than 20% considered that the centre met
their needs.



Most visitors wanted to see improvements made to the range of shops in the centre. This
explains why visitors to the centre tend to mainly shop elsewhere.



The 2005 study identified “reasonable interest” from comparison goods retailers for
representation in the centre.



Opportunities were identified to re-connect different parts of the centre by improving or
creating pedestrian links within it.

7.6

Overall the study identified a significant opportunity to increase the provision of Class
A3-A5 uses, improve the evening economy and complement the other civic and (Class
D2) leisure facilities.

The 2005 study identified some prominent vacant buildings at

the time that could be re-used to accommodate an improved A3/A4 offer. However,
one of the reasons identified by the 2005 study for the limited provision of cafes, bars
and restaurants was the “fear of crime” (paragraph 3.49).

This is also a major

disincentive to retailers considering locating in the centres. Addressing this issue could
be the catalyst to encouraging cafe and restaurant operators to consider Hackney
Central as a location.

HEALTHCHECK UPDATE
7.7

The tables below show the changes in Hackney Central’s retail floorspace and total
outlets between 2003 and 2010 based on the latest Experian Goad Centre Report.
Table 7.1 Hackney Central (Mare Street): Change in GOAD floorspace
2003
sq m

%

Convenience

6,466

24.0

Comparison

13,350

Retail Services

2010
sq m

%

16.7

7,311

26.5

17.4%

49.6

53.0

10,721

38.9

47.4%

5,658

21.0

20.4

7,572

27.5

23.0%

Vacant

1,226

4.6

8.0

1,691

6.1

11.2%

Other

195

0.7

1,8

251

0.9

1.0%

26,895

100%

100%

27,546

100%

100%

Total:
Source:

UK Base

UK Base

Experian Goad Centre Report – July 2003 & February 2010 (Appendix 5). Figures may not sum due
to rounding
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Table 7.2 Hackney Central (Mare Street): Change in retail profile (outlets)
2003
Outlets

%

Convenience

27

15.4

Comparison

74

Retail Services

Outlets

%

9.3

27

16.2

9.4%

42.3

48.1

55

32.9

41.9%

54

30.9

30.6

63

37.7

34.7%

Vacant

18

10.3

10.6

20

12.0

12.8%

Other

2

1.1

1.5

2

1.2

1.2%

175

100%

100%

167

100%

100%

Total:
Source:

7.8

2010
UK Base

UK Base

Experian Goad Centre Report – July 2003 & February 2010 (Appendix 5)

The tables show that total (Goad §§§ ) floorspace in the centre has increased slightly
since 2003 from 26,895m2 to 27,546m2 (+2.4%), although total outlets have fallen
from 175 to 167 (-3 units). This is probably explained by a modest extension and/or
reconfiguration of the centre’s retail and service floorspace, or some infill development,
which has resulted in an increase in floorspace but a loss of some outlets.

Convenience Goods
7.9

For convenience goods the tables show although Hackney Central has experienced no
change in its number of outlets since 2003, its total (outlets and floorspace) provision
remains significantly above the national average.

7.10

The 2005 visitor survey identified that the majority of respondents travel to the centre
primarily for food and convenience goods purchases, and a smaller proportion than
either Dalston or Stoke Newington shop for comparison goods. The Tesco store on
Morning Lane is the main foodstore anchor in the town centre and generates significant
trips during the shopping week.

Although it is not well connected to the primary

shopping area, we nevertheless expect that it is generating some linked trips and spinoff expenditure to other shops and businesses in the town centre.

The Marks &

Spencer store also has a large food hall that serves both the day-to-day needs of
shoppers and workers, as well as a small proportion of main ‘bulk’ food shopping
purchases.

§§§ The floorspace figures audited by Goad are derived from the relevant Goad Plan. The plans show the footprint
floorspace and the site area without the building lines. They should not therefore be read as a definitive report of
floorspace in centres, but do provide a useful means of comparison between centres, as all outlets are measured in a
consistent manner.
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7.11

Closer analysis of each convenience goods category shows that the centre has the
same number of bakers (2) and butchers (1) as in 2003. There has been a slight fall
in the number of ‘greengrocers and fishmongers’, ‘groceries and frozen foods’ and
‘CTN/convenience’ stores (by one outlet). The number off licences had increased from
one to two.

Comparison Goods
7.12

In terms of its overall comparison goods provision, the tables show a more significant
decline in total floorspace from 13,350m2 in 2003 to 10,721m2 in 2010 (-19.7%).
Total outlets have fallen from 74 to 55 (-25.7%). If the figures are correct, then this
indicates a worrying decline in the centre’s total comparison goods offer, which is
falling at a faster rate than national trends.

7.13

More detailed analysis indicates that the centre has experienced a fall in the number of
outlets across most of the comparison goods categories. Only outlets in the following
categories have remained at the same levels as in 2003 - ‘fashion/clothing for women,
girls and children’, ‘electrical, home entertainment, phones and video’, ‘gifts, china,
glass and leather goods’ and ‘sports, toys, cycles and hobbies’.

Notwithstanding its

more limited comparison goods offer, it does have a number of major multiples
including Marks & Spencer, Boots and Primark.

Retail Services
7.14

Similar to national trends, Hackney Central’s retail service uses and floorspace has
increased since 2003. The centre now has an above average provision benchmarked
against the national figure.

7.15

Closer analysis shows that the number of cafes, restaurants and takeaways in the
centre have increased from 26 outlets in 2003 to 31 by 2010. This is equivalent to
18.6% of total provision, which is above the national average of 15.7%. However, the
eating and drinking establishments mainly comprise takeaways and there is a
noticeable lack of quality cafes, coffee shops and restaurants to encourage people to
spend longer in the centre during the day and evenings, despite the attraction of other
uses such as Hackney Empire.

7.16

The number of ‘hairdressing, beauty and health’ outlets has not changed since 2005
(15 units) and current provision of 9.0% is broadly comparable to the national average
of 8.1%. In contrast to Dalston, the number of estate agents has doubled since 2003
from 4 to 8 outlets and current provision (4.8%) is above the national average (3.8%).

Vacancy Levels
7.17

In terms of vacancies, the table shows that the number of vacant units has increased
slightly from 18 to 20 between 2003 and 2010. This is equivalent to a vacancy level of
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12.0%, which is below the national average figure of 12.8% (in 2010).

The total

vacant floorspace in the centre has also increased only slightly since 2003 by 465m2
(+3.8%) to 1,691m2.
7.18

The LBH’s Retail Health Check identified slightly fewer vacant properties across the
centre in 2010 (19), which was equivalent to a vacancy level of 7.1% based on their
audit.

Hackney Central accounted for 10% of the total 188 vacant premises in the

Borough’s retail centres, which was significantly lower than for Dalston (35.1%) and
Stoke Newington (14.4%).

Based on our update, we found that the majority of the

vacant space comprised smaller units located in secondary/ tertiary retail areas.

KEY FINDINGS
7.19

The 2005 Retail and Leisure Study concluded that the centre lacks the “...critical mass
to offer residents and visitors alike a credible alternative to bigger destination
comparison goods locations elsewhere” (paragraph 3.46). Like Dalston it suffers from
a limited number of larger modern anchor stores that together can create the
necessary ‘critical mass’ to draw shoppers to the centres, to the benefit of other shops
and facilities. It has a limited provision of quality cafes and restaurants, and the falling
provision of comparison goods retailers in the centre is a cause for concern, as the
continued loss of key retailers over a period of time will potentially harm the overall
attraction, vitality and viability of the centre.

7.20

As for Dalston, the new transport infrastructure will help to increase the attraction and
accessibility of the centre to local residents, as well as promoting business and market
confidence in the area.

For example, re-instating the railway ticket hall at Hackney

Central station will help to create a pedestrian connection to Hackney Downs station
and increase capacity on the North London Line (London Overground) over the longer
term.
7.21

In response to the in-centre survey more than a quarter of visitors wanted to see
improvements made to the shopping environment. The northern section was viewed
as a “problem” area, particularly in terms of tackling traffic congestion and perceived
high levels of crime. Key development sites were identified at, or near to, the main
entrance to the centre at key public transport arrival points.

These provide an

opportunity to make the centre more attractive and welcoming for visitors. However,
they offer only small scale opportunities to expand the retail provision in the centre. If
need was identified for substantial growth and the market conditions were favourable
then the 2005 Retail and Leisure Study concluded that the bus garage site represented
“...the obvious location to expand the retail centre as it relates well in physical terms
to the prime retail pitch” (paragraph 3.47).

The other major opportunity is the

redevelopment and extension of the Tesco site to provide a larger format replacement
store along with a mix of non-food retail and other uses. We consider the suitability
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and viability of these potential sites for new retail and commercial leisure floorspace in
more detail in the Stage 2 Report as part of the review of the Hackney Central AAP.
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8.0

RETAIL & COMMERCIAL LEISURE NEED ASSESSMENT

8.1

This section reviews the economic capacity (‘need’) assessment carried out by RTP as
part of the Hackney Retail & Leisure Study.

The April 2005 study provides forecasts

of the residual expenditure and retail floorspace capacity for both comparison and
convenience goods in the LB Hackney over the Development Plan period from 2006, up
to 2011 and 2016. It also provides a broad-brush assessment of the potential need for
new Class A3-A5 uses over the same forecast period. This assessment informed the
preparation of the LB Hackney Core Strategy and the AAPs for Dalston and Hackney
Central.
8.2

It is important to state at the outset that we have not been commissioned by the
Council to update the economic capacity assessment per se. The following therefore
provides a brief review of the capacity findings and then sets out our high level views
on whether updates and revisions to the key baseline assumptions and forecasts could
impact on the capacity outputs.

2005 CAPACITY ASSESSMENT
8.3

Three alternative capacity scenarios were tested for the different types of Class A1 and
A3-A5 floorspace uses, as follows:


Scenario A (the “benchmark” scenario) - calculates future floorspace need by
assuming that the 2004 market shares identified by the household survey are maintained
over the forecast period.

This indicated that there was some £800m of comparison

goods expenditure available in the Study Area in 2004 and the LB Hackney centres retain
only 16% of this expenditure. In other words the market shares derived from the survey
indicated that some 84% of expenditure is ‘leaking’ to other centres and stores outside
the Study Area.


Scenario B (the “trend” scenario) – adjusts the market shares to reflect the
competition and potential impact of the extension to the Kingsland Shopping Centre and
Stratford City developments on shopping patterns; and



Scenario C (the “preferred policy” scenario) – under this scenario RTP assumed that
LB Hackney achieves a higher market share than identified by the 2004 survey.

The

rationale for this scenario was that retention levels in 2004 were “very weak in

comparison with retention rates for other centres/ Boroughs” and it was desirable
to increase market shares “...in the interests of developing a more sustainable

distribution of retail facilities”. RTP concluded that this scenario provided “...a fair,
equitable, sustainable and realistic distribution of retail provision within the
Borough”.
8.4

Although we consider that the different capacity scenarios tested are reasonable, it is
clear that Scenario 3 is more ‘hypothetical’ as it is dependent on significantly
improving turnover and trading success in LB Hackney. In our judgement this can only
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be achieved by providing additional shopping floorspace that is attractive to shoppers
and leads to an improvement in expenditure retention within the Borough’s centres.
8.5

The adjusted market shares for comparison goods under the three different scenarios
are reproduced in the table below by study zone.
Table 8.1 LB Hackney – Existing & Forecast Comparison Goods Market Shares
Zones:

1

2

3

4

5

6

7

8

9

10

11

12

Scenario A

23.2

27.3

18.1

16.4

18.0

19.0

17.7

12.8

23.1

4.4

9.9

10.4

Scenario B –
at 2006

26.9

30.2

21.1

18.1

19.7

20.1

18.6

13.6

25.6

4.9

11.9

11.5

Scenario B –
from 2011

26.1

28.6

20.8

17.3

18.2

19.0

18.1

13.5

25.1

4.9

11.9

11.2

Scenario C

25.0

25.0

20.0

15.0

25.0

25.0

25.0

15.0

30.0

4.9

11.9

11.2

Source: 2005 Retail & Leisure Study (Figure 5.1)

8.6

The forecasts for comparison goods floorspace capacity are Borough-wide and could, in
theory, be absorbed by one or all of the existing centres. For convenience goods and
Class A3-A5 floorspace, the forecasts are provided for individual centres.

Comparison Goods Capacity
8.7

The table below summarises the capacity for new comparison goods floorspace based
on the different market share assumptions.
Table 8.2 Comparison Goods Capacity Assessment
2006

2011

2016

Scenario A

136.7

164.1

196.3

Scenario B

152.0

176.8

211.3

Scenario C

159.2

191.3

229.1

133.7

151.3

171.2

1.5

1.7

2.0

16.6

18.8

21.2

Scenario A

-15.1

-7.7

1.9

Scenario B

0.2

4.9

16.9

Scenario C

7.4

19.5

34.7

1.AVAILABLE EXPENDITURE (£m):

2.CLAIMS ON AVAILABLE EXPENDITURE (£m):
Turnover of existing Hackney Floorspace:
Uptake of Vacant Hackney Floorspace:
Planning Commitments:

3.RESIDUAL EXPENDITURE CAPACITY (£m):

4.NET FLOORSPACE CAPACITY (sq metres):

February 2011

London Borough of Hackney
Retail Centres Study
Stage 1 Report

Scenario A

-3,080

-1,353

396

Scenario B

77

948

3,139

Scenario C

1,566

3,605

6,376

Source: 2005 Retail & Leisure Study (Figures 5.2 – 5.5)

8.8

As the table shows, the different market share scenarios have a marked impact on the
residual expenditure available to support new retail floorspace over the forecast
period.

For example, under Scenario B the adjustments to market shares to take

account of the Kingsland Centre extension increases the quantum of available
expenditure at the base year by circa £15m to £152m, compared with £136.7m under
Scenario A. Over the forecast period, however, the ‘gap’ between Scenarios A and B is
reduced as the forecasts take account of the impact of Stratford City on market shares
in LB Hackney’s centres.
8.9

We note that RTP assumed a growth in ‘productivity’ of +2.5% per annum for all
existing floorspace in LB Hackney. This resulted in a forecast growth in the turnover of
all existing comparison goods floorspace from £133.7m to £171.2m between 2006 and
2016.

8.10

The summary table shows that under Scenario A there would be no capacity for new
floorspace up to 2011, with only modest capacity by 2016 (circa 400m2 net). This is
explained by the low market shares derived from the household survey and the fact
that market shares have been held constant over the forecast period, despite the likely
uplift in trading performance and market shares that would occur following the
extension to the Kingsland Shopping Centre.

8.11

Under Scenario B, which takes account of the Kingsland Centre extension the
floorspace capacity at 2006 is close to zero (i.e. the uplift in market shares resultant
from the extension balances the shortfall in the residual expenditure).

Up to 2016

2

there is forecast capacity for 3,140m net.
8.12

Under Scenario C, RTP’s assumptions of “modest growth” in market shares results in
capacity for 1,566m2 net in 2006 and this was forecast to increase to almost 6,400m2
net by 2016.

Convenience Goods Capacity Assessment
8.13

For convenience goods, RTP’s approach follows a broadly similar approach to that used
for the assessment of the comparison goods floorspace capacity.

Some of the key

assumptions tested include:


It is assumed that expenditure and convenience goods retail provision were in
‘equilibrium’ at the base year (i.e. 2004).

In other words no account is taken as to
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whether existing floorspace is over or under trading when compared with ‘benchmark’
turnover levels based on published company average sales levels.


A +0.5% per annum allowance is made for the growth in ‘productivity’ of existing
floorspace. We consider that this is still a reasonable assumption for convenience goods
retailing.



8.14

Account is taken of the claims on expenditure growth by new floorspace commitments.

Across the whole Study Area RTP forecast residual convenience goods expenditure
available to support new retail floorspace of £10.1m in 2006, increasing to £37.0m by
2011 and £66.5m up to 2016.

8.15

RTP assumed an average sales density for all new convenience goods floorspace of
£9,600 per m2 in 2006 and allowed this to grow by +0.5% per annum up to 2016.
This resulted in a total ‘global’ capacity for new floorspace in LB Hackney of 622m2 in
2006, increasing to 2,207 m2 by 2011 and 3,874m2 at 2016.

8.16

RTP then allocated this capacity to the main centres in LB Hackney based on their
assumptions of a “fair and equitable” distribution of expenditure growth to the LB
Hackney centres and to other centres. The capacity forecasts for the main centres are
summarised in the table below.
Table 8.3 LB Hackney – Convenience Goods Floorspace Capacity (net m2)
2006

2011

2016

Dalston

284

1,007

1,767

Hackney Mare Street

184

670

1,148

Stoke Newington

153

531

958

TOTAL

622

2,207

3,874

Source: 2005 Retail & Leisure Study (Figures 5.2 – 5.5)

8.17

RTP concluded that the forecast expenditure growth (after making an allowance for
commitments and ‘productivity’) was only of an order sufficient to support “...small
stores or extensions to existing provision, as it would take until 2016 for growth
available to each centre to amount to that required to support a small to medium-sized
foodstore” (paragraph 5.25).

8.18

Notwithstanding this, we consider that there is significant potential for new and/or
extended convenience goods floorspace in Hackney Central to help consolidate and
strengthen its retail offer and attraction as a District centre.

Leisure Needs Assessment (Classes A3-A5)
8.19

The approaches used to assess the capacity for new commercial leisure floorspace are
less sophisticated and advanced that for retail floorspace.

RTP’s approach first

assessed the aggregate level of A3-A5 floorspace as a proportion of all retail and

February 2011

London Borough of Hackney
Retail Centres Study
Stage 1 Report

leisure floorspace in LB Hackney’s main centres and other neighbouring centres
(including Camden Town, Angel and Kilburn).

RTP found that, on average, the

neighbouring centres had 23% of total floorspace set aside for A3-A5 uses. This was
higher than for Dalston (13%), Stoke Newington (18%) and Hackney Mare Street
(20%).
8.20

To assess the potential capacity for additional A3-A5 floorspace in each of the LB
Hackney centres, RTP applied the benchmark average of 23% to the total Class A
floorspace in 2004.

8.21

As the table shows, all three LB Hackney centres were identified as having an A3-A5
floorspace “deficit”.

In 2004 Dalston had the largest shortfall and is identified as

having a requirement for an additional 3,500m2 gross of A3-A5 floorspace. To a lesser
extent, both Hackney Mare Street (-943m2 gross) and Stoke Newington (-1,377m2
gross) also have under-provision.
Table 8.4 LB Hackney – Class A3/A4/A5 Floorspace Requirement (gross m2)
Existing

Benchmarked

Difference

Dalston

5,042

8,522

-3,510

Hackney Mare Street

6,616

7,559

-943

Stoke Newington

5,823

7,200

-1,377

Source: 2005 Retail & Leisure Study (Figure 5.12)

2011 RETAIL CAPACITY UPDATE – REVIEW & NEXT STEPS
8.22

Although we have not updated the 2005 economic capacity assessment, we strongly
recommend that “refresh” is carried out at the earliest opportunity. This is because
the study is now almost six years old and the market research that underpins it,
including the household telephone interview survey, dates back to early 2004.

As

standard practice we normally advise that retail studies are reviewed every 3-4 years,
or sooner if major development has occurred in the intervening period. In this case,
given that Stratford City is scheduled to open in Autumn 2011 and will have a
significant impact on shopping patterns across East London and beyond, we
recommend that the survey and capacity forecasts are updated in Spring 2012 at the
latest to assess the impact of this major new shopping centre.
8.23

Turning to the 2005 economic capacity, apart from the impact of new developments on
shopping patterns and market shares, the other inputs to the model that have the
most significant effects on the capacity outputs are forecasts of population,
expenditure and (turnover) ‘productivity’ growth.
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Population growth – RTP’s projections are sourced from the GLA (Round 8.1) and will
need to be updated to reflect the most current population projections and housing
targets for the borough.



Expenditure growth – RTP has assumed an annual growth rate for comparison goods
of +3.4% and +1.2% for convenience goods.

Following the impact of the economic

recession on the retail sector and consumer spending in particular, we consider that
these growth rates are on the high side.

As described in more detail in Appendix 2,

Experian forecast more limited growth rates for comparison goods up to 2012, with
growth of between 2.7% and 2.9% over the longer term up to 2027 (see table below).
For convenience goods, growth rates of between 0.8% and 0.9% are forecast up to
2027.

Table 8.5 Retail Spend per Head Forecasts, 2007 - 2027
‘07

‘08

‘09

‘10

‘11

‘12

201317

201827

Ultra
long

Long
term

Med
term

Retail Spend

1.9

1.9

-1.4

0.3

0.8

1.8

2.1

2.3

2.8

3.3

3.5

Convenience
Goods:

0.4

-1.6

-2.9

0.3

0.0

0.4

0.8

0.9

0.5

0.7

0.7

Comparison
Goods

2.7

3.7

-0.6

0.4

1.2

2.4

2.7

2.9

4.7

5.3

5.5

Source: Experian Retail Planner Briefing Note 8.1 (August 2010) Figure 1.
Note: The table also shows historic growth rates for three time periods: 1969 – 2009 (ultra long-term trend);
1979-2009 (long-term trend); and 1989-2009 (medium-term trend).



‘Productivity’ growth - In our judgement RTP’s assumption of a +2.5% annual growth
rate for comparison goods floorspace is on the high side, particularly given the downward
revision in expenditure growth forecasts. For these reasons we would ‘test’ an average
turnover growth for non-food retailing of up to +1.5% per annum. This is slightly lower
than the range recommended by Experian, but consistent with the top end of the range
historically adopted for retail planning assessments. For convenience goods we consider
that RTP’s forecast of +0.5% per annum is reasonable, although there will be much lower
growth over the short/ medium term due to the impact of the recession.

8.24

Since the 2005 study was conducted on-line shopping has also become increasingly
established (see Appendix 2).

Internet shopping is growing rapidly and it is

impacting on some retail sectors and products more than others. For example ‘high
ticket’ discretionary purchases over the Internet, such as LCD TVs, digital cameras and
other electrical products are substantial, as are purchases of books and music (which
partly explains the recent announcement by HMV that it is to close a number of its
poorest performing stores in the UK).
8.25

In addition to a reduction in spending growth and a potential increase in internet sales
there are some other factors that influence the need for additional retail floorspace.
These include the potential increase in comparison goods sales in supermarkets, as
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companies such as Tesco and Asda seek to expand their comparison goods offer.
Together, these factors could all contribute towards limiting the future need for
additional comparison floorspace.
8.26

In conclusion, without carrying out a detailed update of the 2005 capacity assessment,
underpinned by a new survey, it is difficult to advise whether the capacity forecasts
will change significantly.

Notwithstanding this, it is apparent that the Borough-wide

floorspace capacity forecasts for both comparison and convenience goods of up to
6,400m2 and 3,900m2 by 2016 are modest when considered against the significant
new retail floorspace opening at Stratford City in 2011.

In our judgement an

appropriate ‘critical mass’ of comparison and convenience goods retail floorspace will
need to be provided in Dalston and Hackney Central if these centres are to maintain
and strengthen their attraction and market shares in the face of increased competition
from other centres in the East London area and beyond.
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9.0

KEY FINDINGS

9.1

Many of the country’s medium size and smaller town centres are facing a period of
uncertainty due to the impact of one of the deepest and longest recessions on record.
Notwithstanding this, the evidence suggests that despite tough conditions for retailers,
leisure operators and other businesses, London’s town centres have in general
remained resilient.

9.2

Overall national retail and commercial leisure trends appear to have had a somewhat
limited impact on LB Hackney’s centres.

Hackney is a very densely populated and

developed inner London Borough. On the positive side this has meant that it has not
experienced the scale of out-of-centre food and non-food retailing that has impacted
on other town centres in the UK.

However, the downside is that its centres are

surrounded by high density housing, which has constrained the ability for its centres to
grow and expand.

As a result any retail growth has largely occurred along main

arterial roads, or through ad hoc piecemeal development.
9.3

The constraints on town centre development has meant that the Borough’s main
centres of Dalston and Hackney Central are mainly characterised by smaller shops and
independent retailers, as well as popular street markets. Although this is a strength, it
also means that the overall retail provision in its centres is not ‘balanced’ by a range of
quality multiple retailers, as there is not the supply of larger modern premises in
attractive shopping environments. As a result, the 2004 household survey found that
a significant proportion of comparison goods expenditure is ‘leaking’ to larger centres
and stores outside the Borough, principally to the West End and, to a lesser extent,
Wood Green and Canary Wharf.

9.4

In our judgement the Borough’s main centres will not have stemmed this ‘leakage’ of
expenditure since 2005, mainly due to the strengthening of the retail and leisure offer
in competing centres. The opening of Stratford City in September/ October 2011 will
represent a convenient and highly accessible shopping destination for the LB Hackney’s
residents and is likely to further erode the market share of Dalston and Hackney
Central, as well as potentially harming business, investor and market confidence in the
viability of its centres as shopping locations.

9.5

Looking further ahead to 2020, the proposals for Stratford Town and the significant
new retail and commercial leisure floorspace planned for Canning Town and Brent
Cross Cricklewood, will potentially cast a ‘shadow’ over the regeneration and
redevelopment plans for LB Hackney’s main centres.

Together these schemes will

substantially enhance trade retention in their local catchment areas and attract a
greater inflow of expenditure and shoppers from a wider hinterland.
9.6

The growth of internet shopping also represents a current and future challenge to
retailers and the High Street.

On the other hand, if harnessed properly, it also
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provides an opportunity to increase market share and widen catchment areas.

For

example, existing retailers in centres could establish their own transactional websites,
linked together to form town centre ‘webrings’, accessed via a portal site for each
centre. Diversification of their channels of distribution in this way will enable them to
tap into a much larger potential market than their local geographical catchment area
alone. Clearly, this will be more practicable for some retailers than for others, but
some of the many specialist retailers in the Borough should be well able to achieve
increased sales by this method.
9.7

In the short term, economic conditions will probably inhibit take-up of any shops and
stores which are developed, or otherwise become available. However, in the medium
to long term, research suggests that demand from retailers for well located new shops
and stores will return. The only constraint to meeting this demand will be the fact that
the supply of new retail floorspace will have slowed to a ‘trickle’ over the next few
years.

Thus, provided that the right new retail floorspace is provided in the right

locations at the right time, we consider that retailer demand should not necessarily be
a serious constraint on town centre expansion, particularly if the proposals for LB
Hackney’s centres complement rather than compete with the biggest competition in
the East London area – namely Stratford City.
9.8

Thus, notwithstanding the economic downturn and the future ‘threats’ from competing
shopping locations, both Dalston and Hackney Central should represent significant and
attractive opportunities for new investment and development. The 2012 Olympics and
the new transport infrastructure have provided a significant boost to East London and
specifically LB Hackney’s main centres.

The potential for future growth and

development is also fully supported by planning policies and regeneration strategies
(AAPs) at the national, regional and local level.
9.9

As the Major Town Centre in the Borough, Dalston represents the most obvious
location for new comparison goods retail floorspace. The principal challenge facing the
Council in the delivery of the policies for its main centre will be assembling
commercially suitable sites for new retail development and attracting market interest.
In the short term, economic conditions may preclude implementation. However, the
development of the AAPs will provide the necessary policy support and delivery plan
for new retail development.

9.10

In its role as a District Centre, Hackney Central clearly needs to builds on its civic and
cultural offer, whilst also strengthening its wider retail, cafe and restaurant offer. The
scale and potential attraction of new and extended foodstores in neighbouring
Boroughs means that it will become increasingly important for LB Hackney to facilitate
foodstore development proposals to retain expenditure and meet localised needs. The
redevelopment of the Tesco site to provide a larger format Tesco Extra should
therefore be a priority.

Research clearly shows that foodstores located in town

centres, or in edge-of-centre locations that are well connected to the primary shopping
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area, can result in significant positive benefits for the vitality and viability of centres.
Through the ‘claw back’ of shopping trips and ‘linked’ trips to other parts of the town
centre, new ‘anchor’ foodstores can generate a significant uplift in footfall and ‘spin-off’
expenditure to other shops, businesses and facilities. At the present time it is highly
unlikely that Hackney Central will generate significant market interest from non-food
retailers, but if there is potential to provide larger shop units as part of the mixed use
redevelopment of the Tesco site, then this could help to attract a number of multiple
retailers.
9.11

In summary, new retail development across the UK and London’s Boroughs is likely to
be depressed for at least the next year or two. As a result, it is unlikely that new retail
development (apart from new foodstores) in the Borough’s main centres will be
financially viable on its own.

When the retail and residential development markets

recover from the present economic downturn, to achieve new retail development in
these small centres, it will be necessary to encourage non-traditional forms of
development. These will either need to be mixed use schemes, probably including
substantial residential elements so as to increase value and subsidise the ground floor
retail accommodation, or low cost developments such as free-standing supermarkets.
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GLOSSARY OF TERMS
CITY CENTRES:

The highest level of centre identified in development plans. In terms of
hierarchies, they will often be a regional centre and will serve a wide
catchment. The centre may be very large, embracing a wide range of
activities and may be distinguished by areas which may perform different
main functions. Planning for the future of such areas can be achieved
successfully through the use of area action plans, with master plans or
development briefs for particular sites. In London the ‘international’ and
‘metropolitan’ centres identified in the Mayor’s Spatial Development
Strategy typically perform the role of city centres.

TOWN CENTRES:

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 area. In rural areas they 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. In planning 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. In London the
‘major’ and many of the ‘district’ centres identified in the Mayor’s Spatial
Development Strategy typically perform the role of town centres.

DISTRICT CENTRES:

District centres will usually comprise groups of shops often containing at
least one supermarket or superstore, and a range of non-retail services,
such as banks, building societies and restaurants, as well as local public
facilities such as a library.

LOCAL CENTRES:

Local centres include a range of small shops of a local nature, serving a
small catchment. Typically, local centres might include, amongst other
shops, a small supermarket, a newsagent, a sub-post office and a
pharmacy. Other facilities could include a hot-food takeaway and
launderette. In rural areas, large villages may perform the role of a local
centre.

TOWN CENTRE AREA:

Defined area, including the primary shopping area and areas of
predominantly leisure, business and other main town centre uses within or
adjacent to the primary shopping area. The extent of the town centre
should be defined on a proposals map.

PRIMARY SHOPPING
AREA (PSA)

Defined area where retail development is concentrated (generally
comprising the primary and those secondary frontages which are
contiguous and closely related to the primary shopping frontage). The
extent of the primary shopping area should be defined on the proposals
map. Smaller centres may not have areas of predominantly leisure,
business and other main town centre uses adjacent to the primary
shopping area, therefore the town centre may not extend beyond the
primary shopping area. [In PPS6 the “centre” for a retail development
constitutes the primary shopping area].

PRIMARY FRONTAGE

Primary frontages are likely to include a high proportion of retail uses.

SECONDARY FRONTAGE

Secondary frontages provide greater opportunities for a diversity of uses.

EDGE-OF-CENTRE

For retail purposes, a location that is well connected to and within easy
walking distance (i.e. up to 300 metres) of the primary shopping area. For
all other main town centre uses, this is likely to be within 300 metres of a
town centre boundary. In determining whether a site falls within the
definition of edge-of-centre, account should be taken of local
circumstances. For example, local topography will affect pedestrians’
perceptions of easy walking distance from the centre. Other considerations
include barriers, such as crossing major roads and car parks, the
attractiveness and perceived safety of the route and the strength of
attraction and size of the town centre. A site will not be well connected to
a centre where it is physically separated from it by a barrier such as a
major road, railway line or river and there is no existing or proposed
pedestrian route which provides safe and convenient access to the centre.
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OUT-OF-CENTRE

A location which is not in or on the edge of a centre but not necessarily
outside the urban area.

OUT-OF-TOWN

An out-of-centre development outside the existing urban area.

CONVENIENCE
SHOPPING

Convenience retailing is the provision of everyday essential items,
including food, drinks, newspapers/magazines and confectionery.

SUPERMARKETS

Self-service stores selling mainly food, with a trading floorspace less than
2,500 square metres, often with car parking.

SUPERSTORES

Self-service stores selling mainly food, or food and non-food goods,
usually with more than 2,500 square metres trading floorspace, with
supporting car parking.

COMPARISON SHOPPING

Comparison retailing is the provision of items not obtained on a frequent
basis. These include clothing, footwear, household and recreational goods.

RETAIL WAREHOUSES

Large stores specialising in the sale of household goods (such as carpets,
furniture and electrical goods), DIY items and other ranges of goods,
catering mainly for car-borne customers.

RETAIL PARKS

An agglomeration of at least 3 retail warehouses.

WAREHOUSE CLUBS

Large businesses specialising in volume sales of reduced priced goods.
The operator may limit access to businesses, organisations or classes of
individual.

FACTORY OUTLET
CENTRES

Groups of shops specialising in selling seconds and end-of-line goods at
discounted prices.

REGIONAL & SUBREGIONAL SHOPPING
CENTRES

Out-of-centre shopping centres which are generally over shopping centres
50,000 square metres gross retail area, typically comprising a wide variety
of comparison goods stores.

LEISURE PARKS

Leisure parks often feature a mix of leisure facilities, such as a multiscreen cinema, indoor bowling centres, night club, restaurants, bars and
fast-food outlets, with car parking.

CONVENIENCE GOODS
EXPENDITURE

Expenditure (including VAT as applicable) on goods in COICOP categories:
Food and non-alcoholic beverages, Tobacco, Alcoholic beverages (offtrade), Newspapers and periodicals, Non-durable household goods.

– END –
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APPENDIX 1: 2005 HACKNEY STUDY - REVIEW
The Hackney Retail and Leisure Study was prepared by Roger Tym & Partners (RTP) between
2004 and 2005.

It provided the evidence base used to inform the preparation of the Local

Development Framework (which will replace the existing UDP). It also provides the baseline
information used to prepare the Area Action Plans (AAPs) and regeneration strategies for
Dalston Kingsland and Hackney (Mare Street) town centres.

The study had five key inter-

related aims:


To assess the future retail and leisure needs of the Borough and to advise on the most
appropriate means of accommodating any identified need;



To consider Hackney’s current and potential retail and leisure position in the retail and
town centre network in the East London Sub-region;



To assess Hackney’s competitive retail advantage and to develop overall strategies for
promoting and improving both the retail offer and the vitality and viability of the town
centres;



To assess the likely impact of developments proposed outside the Borough (in particular
at Stratford) on the Borough’s town centres; and



To advise on the appropriate car parking levels for any proposed new retail and leisure
development, and location and management strategy.

A study area was defined to help provide the framework for the household telephone interview
survey (see Figure A1.1 below). The area was selected to cover an area from which it was
considered that the LB Hackney centres were likely to draw the majority of their trade.
As the figure shows, the Study Area was divided into 12 sub zones.

Each zone broadly

comprises two or three local authority wards and are “reasonably balanced” in terms of
population.
Nine of the zones (Zones 1 to 9) are wholly within the LB Hackney, two are in LB Islington
(zones 10 and 11) and the final zone (zone 12) is within LB Tower Hamlets.
As the figure shows, Zone 1 broadly represents Dalston’s local zone and Zone 2 broadly covers
Hackney Mare Street’s local zone.
The Main Report was published in May 2005 and sets out the key findings based on all the
available research and surveys.
The more detailed findings of the surveys and health checks underpinning the main report are
set out in the following inter-related reports:


Household Survey Report (April 2005) - The household telephone interview survey
comprised some 1,200 telephone interviews across the study area, with approximately
100 interviews per zone. The survey was used to establish current shopping and leisure
patterns in the Borough and across a wider area. The survey results specifically provide
market share information used to inform the economic impact and need assessments
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(see Tables A1.1-A1.3 below). A full explanation of the method employed in the survey is
set out in the Household Survey Report.


Visitor Survey Report (April 2005) - Street interview surveys were conducted in
Dalston, Hackney Mare Street and Stoke Newington town centres.

This was used to

inform shopper and visitor perceptions of the centres as places to shop, work, visit and
use for a wider range of services and activities.

It also helped to establish the wider

trade draw of the main centres from beyond the defined study area as part of the
economic capacity and impact assessments. The full results of the in-centre surveys are
set out in the Visitor Survey Report (April 2005).


Health Check Report (April 2005) - Health check assessments were conducted in
each of the main town centres to provide a better understanding of their relative
strengths and weaknesses, the opportunities for growth and any potential threats.

The

health check assessment involved a review of the key performance indicators (KPIs) of
town centre vitality and viability. It is important to note that no KPI on its own can
demonstrate how a town centre is performing, but taken together the various KPIs do
provide a sound barometer of performance and change in overall vitality and viability
over time.

The health check was also used to identify the potential retail/ leisure

development sites within each centre. The full results of the in-centre surveys are set
out in the Healthcheck Report (April 2005).

Drawing on the evidence base, RTP identified the need for new retail and leisure development
in LB Hackney and provide forecasts of the potential impact of new retail floorspace on the
trading performance of the main centres.
Having established the need, a number of potential development sites were identified which
could accommodate new retail and leisure development.
Finally, the report sets out some suggested policy options.
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Figure A1: Study Area Map – Household Survey Zones

Source: Hackney Retail & Leisure Study (May 2005)
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Table A1.1 Comparison Goods ‐ Market Share Analysis

Table A1.2 Convenience Goods – Market Share Analysis
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Table A1.3 Commercial Leisure Patterns
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APPENDIX 2: THE RETAIL SECTOR – KEY TRENDS
Britain’s urban, retail and leisure landscape has changed dramatically since the 1980s. It has
been characterised by significant changes in the scale and location of new retail and leisure
development. This has fuelled and been driven by the dynamic shifts in the nation’s shopping
and leisure habits. It has also been shaped by the complex interaction of political, economic,
social, consumer lifestyle, market demand and investment trends.

Based on a review of

current research and thinking, the following commentary describes some of the key drivers of
change in the retail and leisure sectors over the last three decades.
THE ECONOMIC CONTEXT
The UK Economy
The retail sector makes a significant contribution to the UK economy; accounting for
approximately 8% of Gross Domestic Product (GDP) and over 4.5 million full-time and parttime equivalent jobs.
From the mid-1990s until 2007 the UK benefitted from an unprecedented period of strong and
sustained economic growth. This growth was underpinned by a range of inter-related political
and economic factors, including easy access to credit, the housing “boom” and low interest
rates.

This, in turn, fuelled significant growth in the retail sector and property market

generally, resulting in what can now be viewed as a “golden age” for major new retail-led
development.
However, since 2008 the UK and global markets have experienced an equally dramatic
recessionary period. Domestic demand has been constrained by a range of factors including,
inter alia, high and rising unemployment; pressure on public finances; a continued reluctance
by banks to lend to business and investors; and the weight of household debt.

This has

resulted in one of the most testing economic and trading environments in living memory,
culminating in the Government having to “bail out” the banking system (through “quantitative
easing”).

The depth and length of the recession has had (and will continue to have) a

significant impact on consumer, business, investor and developer confidence over the short to
medium term at least.
Although revised official estimates of the economy’s performance for the first two quarters of
2010 showed a “return to growth”, Experian in the latest Retail Planner Briefing Note 8.1
(August 2010) identify that growth is currently “patchy” and the risks of a relapse (or “doubledip”) persist.

Forecasters are particularly concerned that economic growth could be

destabilised by the Coalition Government’s October 2010 spending cuts.

As a result,

confidence will probably remain “fragile” over the next 12 months, at least until the impact of
tax rises (including the increase in VAT to 20%) and the spending cuts have been understood.
Notwithstanding this more “gloomy” outlook, low interest rates and a revival in fixed
investment should provide some support to growth over the short term.

For example,
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Experian forecast year-on-year growth in GDP of +1.5% for 2010, largely due to the growth in
construction and healthier global growth.

Over the short term, GDP is forecast to increase

steadily to +1.6% in 2011 and +1.8% in 2012.
Over the medium term (i.e. 2013 to 2017), Experian (August 2010) forecast GDP growth will
average circa +2.2% per annum, although this will be lower than the annual average of circa
+3.0% experienced during the “boom” period from 1995 to 2007.

The more pessimistic

growth forecasts have been informed and influenced by a range of inter-related factors
including:


The likely impact of the public sector spending cuts;



A reduction in investment and the further cancellation/ postponement of major
infrastructure and development projects;



Increasing household debt and the move away from the “credit-fuelled” growth of the
pre-recessionary period;



The tighter regulation of London’s financial services sector; and



A more subdued housing market than in the 12 years to 2007 when house price rises
averaged circa 10% per annum.

Over the long term forecasters appear to be in agreement that growth will not achieve the
levels experienced between 1995 and 2007 of nearly 3% per annum. For example, Experian
forecasts GDP growth ranging from 1.7% to 2.4% to between 2017 and 2027. These more
pessimistic forecasts will have significant implications for consumer and retail spending growth
over the short, medium and longer term than previously assumed by retail planning
assessments carried out pre-2009/10, including the LB Hackney’s 2005 Retail and Leisure
Study. The unprecedented growth in consumer and retail spending helped to “fuel” the growth
in new retail development over the last 10-15 years, but as we describe below the country is
now entering a much more “austere” period.

This has implications for new town centre

investment and development projects that were planned and proposed before the onset of the
economic recession.
Household Spending
Britain’s household and consumer confidence has been significantly eroded by the recession.
Over recent years the rise in energy (petrol) costs, increasing debt, rising unemployment and
the weakening value of the pound have impacted on consumer spending. At the same time
the housing market downturn has also deterred mortgage equity withdrawal, which had
previously helped to fuel the growth of consumer spending.
Notwithstanding this, research by Experian (August 2010) shows that consumer spending on
retail goods has generally been more resilient than total consumer spending over the last 12
months.

For example, official retail sales data indicates that spending volumes (excluding

fuel) increased by up 2.3% for the year to March 2010.

This divergence between total

consumer spending and retail expenditure is explained by three major factors:
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consumers have cut back on “big ticket” items, such as expensive holidays, but continue
to spend on other items;



heavy discounting by retailers has helped to maintain and increase retail spending
volumes; and



a transfer of spending from services (such as, for example, entertainment and personal
care) to spending on similar items for use in the home (e.g. flat-screen TVs, home
entertainment systems, etc.).

As we discuss later in this section, this ‘in-home

entertainment’ will have an impact on the viability of new commercial leisure uses.

Experian forecast that consumer retail spending will be constrained over the short-term due to
the weak labour market and the likely downward pressure on incomes.

The table below

summarises the latest Experian forecasts of expenditure per capita growth for the main
categories of retail spending up to 2017. These are compared with the historical (‘ultra’, ‘long’
and ‘medium’ term) growth rates previously used in retail planning studies.
Table 9.1 Retail Spend per Head Forecasts, 2007 - 2027
‘07

‘08

‘09

‘10

‘11

‘12

201317

201827

Ultra
long

Long
term

Med
term

Retail Spend

1.9

1.9

-1.4

0.3

0.8

1.8

2.1

2.3

2.8

3.3

3.5

Convenience Goods:

0.4

-1.6

-2.9

0.3

0.0

0.4

0.8

0.9

0.5

0.7

0.7

Comparison Goods

2.7

3.7

-0.6

0.4

1.2

2.4

2.7

2.9

4.7

5.3

5.5

Source: Experian Retail Planner Briefing Note 8.1 (August 2010) Figure 1.
Note: The table also shows historic growth rates for three time periods: 1969 – 2009 (ultra long-term trend); 1979-2009
(long-term trend); and 1989-2009 (medium-term trend).

Over the long term Experian forecast that per capita growth rates will be lower than historic
trends for a number of inter-related factors, including the increasing maturity of the UK
economy; less expansionary consumer credit; greater emphasis on green issues (including
higher energy costs); and an ageing population. As a result, average comparison goods retail
spending growth of +2.8% per annum for the period 2012-2027 is significantly lower than
historic growth trends.

For convenience goods the difference between the revised forecasts

and previous projections is not as marked.
These forecasts are key to retail planning assessments, as they inform plan-making the
capacity for new retail floorspace. Critical choices have to be made therefore between strong
growth rates based on historic trends and more conservative economic forecasts.

Experian

has recommended that “it is appropriate” to use the more cautious forecasts rather than
forecasts based on past growth trends for the reasons set out above.
Retail Sales Densities
Since the end of the early 1990s economic recession up until the beginning of the latest
recession in mid-2008, there has been a substantial amount of new retail floorspace
developed. Much of it has been in the form of food superstores and retail warehouses, located
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on out-of-centre sites. Town centre development has been mainly in large and medium sized
towns, generally the top 100 or so retail centres by size in the country.
However, provision of new floorspace has not matched growth in expenditure, with the result
that sales densities have been rising in town centres and in retail warehouses. Sunday trading
and extended weekday opening hours have enabled existing floorspace to absorb substantial
growth. Sales of higher value goods which do not necessarily need more space for storage,
display and sale has also resulted in higher sales densities. In practice, town centre sales
densities have proved to be highly elastic, and the concept of ‘overtrading’ therefore needs to
be applied with some caution.
In contrast, convenience goods sales densities have exhibited different growth trends over
recent years.

For example, between 2000/01 and 2006/07 Asda experienced a rise in

convenience goods sales density of 14.6%. However, over the same period, Sainsburys’ sales
densities fell by a similar rate and Lidl experienced a 20.8% fall.

The differences in these

growth rates partly reflect the increasing battle for market share amongst the leading multiple
grocery retailers. However, it is also partly a result of the rapid increase in floorspace, over a
period when growth in convenience goods expenditure has been low. As a result the overall
trend in convenience goods sales density has been slightly downwards. This explains why a
number of the leading foodstore operators are seeking to increase their non-food sales areas
through extensions and larger store formats due to the higher growth rates.
RETAIL DEVELOPMENT TRENDS
The scale, nature and location of new retail investment and development since the 1960s has
been shaped by UK’s economic cycles, along with political and planning policy changes. By the
beginning of the 1980s town centres were the primary focus for most retail and leisure
activity.

The out-of-centre retail sector was in its “infancy” at this time.

It was largely

characterised during the 1970s by some supermarket operators opening in out-of-centre
locations and ‘first generation’ free-standing retail warehouse units on industrial estates.
Brent Cross opened in 1976 and was the only free-standing regional shopping centre at that
time. The ‘monopoly’ of the high street had largely been unchallenged during the post-war
period. Since the 1980s, however, there has been a profound shift in the geography of new
retail and leisure development. Town centres are now no longer the first choice for a range of
shopping, leisure, entertainment and employment uses and activities.
This shift in investment and spend away from town centres was driven by a combination of
policy, economic, social, demographic and property market trends. During the early 1980s,
for example, the Government promoted a ‘laissez-faire’ approach to planning and development
in order to encourage much needed economic and employment growth following the recession
of the late 1970s. At the same time there was a “flight” of people and jobs from Britain’s cities
and towns to the suburbs.

This effectively created a large new “pool” of household

expenditure outside of Britain’s town centres. Many high streets were also suffering from a
lack of investment and management during the 1970s and 1980s. As a result, they were not
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attractive or easily accessible shopping locations for the increasingly mobile and discerning
consumer and few people were choosing to living in or close to cities and towns.
Investors, developers and operators responded to (and fuelled) these changes through
increased applications and permission for new retail development in out-of-centre locations.
The so-called ‘waves’ in out-of-centre development are summarised below.
Table 9.2 The “Waves” of Out-of-Centre Retail Development
“Wave”

Description

First Wave

The decentralisation of free standing superstores and hypermarkets first began during the late
1960s and gathered pace during the 1970s.

Second Wave

Development of free standing retail warehouses began in the late 1970s and was followed by retail
parks during the 1980s. This “wave” was initially characterised by “bulky goods” operators (defined
as DIY, furniture, carpets, electrical goods and motor accessories) trading from “large format”
stores. This then evolved into clusters of retail warehouses in retail parks and finally into a number
of Open A1 retail parks which attracted more traditional ‘high street’ retailers (such as, for example,
The Fort Shopping Park in Birmingham).

Third Wave

The more relaxed planning policy approach to new retail development during the 1980s resulted in a
significant surge in applications for free standing out-of-centre regional shopping centres (RSCs).
The Metro Centre in Newcastle represented a new generation of shopping centres after Brent Cross
(which opened 1976) and was followed by Merry Hill, Lakeside, Meadowhall and Blue Water. These
shopping centres are anchored by major department store operators and a wide range of national
multiples trading from larger format modern stores and served by extensive car parking, generally
located next to major motorway junctions. Westfield in West London is the last of the major RSCs to
be developed in the UK.

Fourth Wave

During the recession of the early 1990s there was a rise of factory outlet centres (FOCs) offering
quality end-of-line / out-of-season goods at discounted prices in attractive shopping environments.

Note: Also see Glossary of Terms.

This decentralisation of retail floorspace and other town centre uses (such as offices, cinemas,
restaurants

and

other

commercial

leisure

activities)

precipitated

the

“tightening”

of

Government policy from the mid-1990s onwards; beginning with revised Planning Policy
Guidance Note 6 (PPG6) Town Centres and Retail Development (1996), then PPS6 Planning for
Town Centres (March 2005) and most recently by PPS4 Planning for Sustainable Economic
Growth. Through the sequential and impact tests the Government has strengthened the role
of the planning system and placed increased emphasis on sustainable mixed-use development
in town centres “first”, underpinned by high quality urban design.
This has, in turn, resulted in a slowdown in permissions for new out-of-centre development
over the last decade. For example, the proportion of new retail floorspace being developed
within (or on the edge of) town centres has increased from a low of circa 25% in 1994 to
approximately 50% by 2007/08.

Notwithstanding this, there has still been a significant

quantum of out-of-centre retail development.
Over the last decade many of Britain’s major cities and towns have benefitted from significant
new retail-led investment and development, including Exeter, Liverpool, Belfast, High
Wycombe, Birmingham and Norwich.

These schemes have been at the heart of urban

regeneration and investment programmes and, in some cases, have helped to revitalise “tired”
and “failing” town centres and high streets.
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However, over the last 2 years the impact of the economic recession on developer and investor
confidence, combined with the withdrawal of lending by the banks, has resulted in a number of
high profile schemes either being shelved, frozen or delayed. The table below shows 11 major
schemes that have been ‘frozen’ or ‘shelved’ during the recession; equivalent to some
627,400m2 of retail floorspace and circa £3.3 billion of new investment that has effectively
been “lost” from these towns.

One of the more high profile “casualties” is the Northern

Quarter in Portsmouth, which has reportedly been shelved until 2015, despite the fact that it
had planning permission and had been through a lengthy and costly land assembly process
and CPO Inquiry, as well has having retailers already signed up. We estimate that these 11
schemes alone represent just 15% of the total estimated retail floorspace that has been
shelved over the last 3 years.
Table 9.3 Retail Schemes Shelved, Frozen or Delayed in 2008- 2010
Location

Scheme

Developer

Retail Space
(m2)

Estimated
Value
(£m)

110,000

800

Leeds

Eastgate Quarter

Hammerson

Portsmouth

Northern Quarter

Centros

96,500

500

Sheffield

Seven Stone

Hammerson

80,000

600

Oxford

Westgate

Crown Estate and Land Securities

69,000

330

Stockport

Bridgefield

Lend Lease

60,400

500

Lancaster

Canal Corridor

Centros

30,000

140

Liverpool

Hope Street

Maghull Developments

20,000

100

Bristol

Temple Quay

Castlemore Securities

20,000

200

Hull

Fruit Market

Igloo

6,500

100

492,400

3,270

TOTAL:
Source: Strategic Perspectives LLP (October 2010).

The economic recession has effectively “flushed out” some of the more “marginal”, “expensive”
and “risky” development schemes.

As a result many of Britain’s cities and towns that were

set to benefit from much needed new investment and regeneration over the next 5 years may
now have to wait several years before confidence and investors return. Even then, the scale
and type of new investment that will emerge in the post-recessionary period could be very
different to the last decade of development.
Nevertheless, despite the downturn in development and investment activity and the harmful
impact on certain towns and cities, there have been a few “success stories” over the last 2
years. For example Bristol’s Cabot Circus secured a number of high quality tenants before and
after its opening, including Apple, The White Company, Fred Perry, Harvey Nichols, and Bench.
Similarly, Westfield London has benefitted from strong trading and footfall figures since it
opened in West London in October 2008.

Its shopping offer comprises mainstream brands

alongside niche boutique retailers, some with their first UK stores. Other examples of recent
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new shopping centre openings include The Arc in Bury St. Edmunds (60,400m2); St David’s 2
in Cardiff (88,260m2); and Union Square in Aberdeen (65,030m2).
In general terms those new shopping centre development schemes that have survived the
recession to date have been “cushioned” from the worse effects by providing high quality welldesigned shopper friendly environments, with a good mix of different shops, attractions and
facilities, that serve a wide range of consumers and a strong catchment population.
Nevertheless, the pipeline of new shopping centre developments has fallen dramatically over
recent years.

For example, the estimated 185,800m2 of new shopping centre space that

opened in 2009 was substantially lower than the 745,000m2 of new floorspace openings in the
previous year.

Looking forward the retail development pipeline has “slowed to a trickle”

compared with the shopping centre “boom” over the last 5-10 years.

Of the handful of

shopping centre developments scheduled to open in 2011/12, the most high profile schemes
are Parkway in Newbury town centre and the Westfield development in Stratford City (see
Section 5).
British Council of Shopping Centres (BCSC) research indicates that as the UK retail sector
emerges from the recession and confidence returns to the marketplace, so retailers will
respond to rising sales by increasing their demand for space.

The ‘demand for space’ will

remain one of the primary methods by which retailers will grow their business and profit, and
is therefore a vital ingredient in the future prosperity of the retail sector as a whole.

The

major difficulty for retailers over the medium term will be the ‘lag’ between their ‘demand for
space’ and the time it will take for the stalled developments to be ‘revived and delivered’. We
consider this issue in more detail below.
THE RETAIL OCCUPATIONAL MARKET
The tougher trading conditions and fall in consumer spending has impacted heavily on
retailers’ sales and profit margins. There has been a significant restructuring and consolidation
in the retail occupational market since 2008, with various “winners” and “losers” emerging
within the food and non-food sectors.
Business Failures & Vacancies
There were a number of early “casualties” as the economic recession deepened during late
2008 and early 2009.

The highest profile of these was Woolworths, which went into

administration in late 2008 after almost 100 years of trading. By the end of January 2009 all
circa 830 of its stores had closed, the majority of which were in prime shopping streets across
the UK and in certain smaller centres were the main “anchor” stores.

Other retailers and

operators that disappeared and/or were forced into administration during 2008/09 include the
following.
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This resulted in a significant “surge” in national vacancy levels from circa 7% in 2007 to 12%
by mid-2009. Although the retail sector has stabilised during 2010 and there have been fewer
“casualties”, vacancy levels have continued to rise in the more vulnerable centres. There has
been a marked polarisation between centres in the north and centres in the south, with
centres outside of London and the South East generally experiencing higher vacancy rates.
We consider the growth and future prospects for the food and non-food retail sectors in more
detail below.
The Grocery & Convenience Goods Sector
The UK’s grocery sector has consistently been one of the strongest performing and most
dynamic sectors of retailing and the economy as a whole. Overall it is estimated that groceries
account for approximately 13% of all household spending, making it the third largest area of
expenditure, after housing and transport.

The figure below shows that the leading multiple

grocery retailers currently account for 95% of the market, with the “top 4” (i.e. Tesco, Asda,
Sainsbury’s and Morrisons) having a market share of around 75%.
Figure 9.1 UK Grocery Market: Market shares of major retailers

Source: SP and TNS Global (December 2009)
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There have been dramatic changes in the location, scale and offer of foodstores since the
1980s. The growth of the sector up until the late 1990s was largely fuelled by the expansion of
larger edge and out of centre superstores. Over the last decade, as the government’s political
and policy commitment to the urban renaissance and sustainable development has
strengthened, the grocery sector has been at the forefront of a number of key trends and
innovations.
The table below summarises some of the key trends and business strategies that have helped
to “fuel” the growth of this sector over the last decade. The take-up and impact of Internet
Shopping on the grocery sector is considered in more detail later in this section.
Table 9.4 Major trends in the Grocery Sector
“Wave”

Description

Expansion
through
Acquisition &
‘Alliances’:

There have been a number of high profile takeovers over the last few years. For example,
Morrisons acquired the Safeway chain in 2004, creating the UK’s fourth largest supermarket
group; and the Co-op Group acquired the 126 store Somerfield chain in October 2008, placing it
amongst the ‘top 5’ grocery retailers. Examples of where retailers have formed business ‘alliances’
to increase market share include Boots and Waitrose. In this case Waitrose is to sell its branded
food products in larger Boots stores and in return, the in-store Waitrose pharmacies are to be
rebranded as Boots.

Diversification
into non-food
sales:

Non-food sales now account for an increasing share of the turnover of the top grocery retailers.
Tesco and Asda already have a large non-food component, averaging 30%-50% of sales area in
their larger stores and Sainsbury’s is also increasing its non-food offer in store. As grocers expand
their non-food ranges further, so average store sizes will increase further. This will fuel
applications for extensions to existing stores. There may also be an increased move towards
‘quasi-department store’ food anchors in and/or on the edge of town centres, as well as traditional
grocery retailers opening comparison goods only stores. For example, Asda is rolling out its nonfood only Asda Living stores as an alternative avenue for growth.

Growth of
Convenience
Stores:

The larger grocery operators have increased their market share of the convenience sector through
acquisitions and new stores openings. The key players include Tesco (‘Express’ and ‘One Stop’),
Sainsbury (‘Local’) and Marks & Spencer (‘Simply Food’). For example, Tesco opened its 1,000th
Tesco Express store in 2009 and has a programme to open a further 1,000 stores over the next 45 years. Waitrose also announced plans in September 2009 to open a network of 300 small
convenience stores over the next 5-10 years, following successful trials of stores in Nottingham
and Bristol. The ‘higher end’ convenience stores will be between 185 - 370 m2 and represent a
direct challenge to M&S Simply Food. At the same time, ‘traditional’ convenience store operators,
such as Budgens and Londis, are also planning to increase their store portfolios.

Growth of ‘Deep
Discounters’

The European discount food operators – Aldi and Lidl – have experienced significant growth in the
UK over the last 5-10 years. They have changed their business models to suit the British consumer
by introducing more ranges; improving their own-label products; enhancing store environments
and design; and locating in more affluent areas. They account for over 6% of total UK grocery
sales, but now face increased competition from the major grocers, who have responded by
increasing their own-range “value” products.

The growth of the large multiples has been paralleled by the falling representation of smaller
independent retailers and other food specialists on the High Street.

According to Verdict

Research, butchers, fishmongers and off-licenses have been the biggest “causalities” as
consumers now generally look to supermarkets and convenience stores for these types of
products. Those independent specialists that have “survived” in the increasingly competitive
marketplace have generally been located in established, highly convenient and successful
shopping locations, which benefit from a strong catchment population and provide a high
quality of service and products to their loyal customer base.
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Although the grocery sector has not be “immune” to the impact of the economic recession,
compared with other hard-hit retail sectors the leading grocery retailers have generally
managed to maintain their business, investment and expansion programmes over the last 2-3
years. If the trends identified by the table are set to continue (and assuming planning policy
remains unchanged), then it is our view the grocery sector will be characterised by increased
applications for extensions and mezzanine space to increase non-food sales; the continued
expansion of “local” convenience store formats; and increasing competition between the main
grocery retailers and “deep discounters” for market share of “value-led” household spending,
particularly if the economic recession is prolonged.
At the same time, there has been a growth in the number of mixed use developments in town
centre and edge-of-centre locations that comprise a traditional foodstore, as “anchor” along
with a mix of uses either above the store (primarily residential and office uses), or as part of
the overall development. The grocery retailers will be increasingly looking to develop “anchor”
foodstores either in and/ or on the edge of smaller and medium-sized centres and market
towns that do not have the critical mass or catchments to sustain more traditional department
and variety store operators. These smaller centres may also have “missed out” on the latest
wave of retail development and have limited prospects for alternative new retail investment
over the short to medium term. Research shows that foodstores of an appropriate scale and in
the right locations either in or on the edge of town centres can bring significant positive
economic benefits to smaller and medium-sized centres.

For example, “anchor” foodstores

can help to “claw back” shoppers and expenditure from competing out-of-centres stores, and
promote “linked trips” to the benefit of other shops and businesses in centres.

The Non-Food Retail Sector
The comparison goods sector is highly diverse. The line between town centre, edge-of-centre
and out-of-centre retailing has become increasingly “blurred” over the last 10-15 years. In the
early days of out-of-centre development, retail warehouses and retail parks were traditionally
occupied by the large format (“bulky goods”) retailers in the DIY, hardware, furniture, carpets
and electrical goods sectors.

However, as “loopholes” in planning conditions were exploited

and/or Open A1 permissions were granted in certain cases, more “traditional” high street
retailers have opened larger format stores outside of town centres.
The table below summarises some of the key areas of comparison goods retailing that have
driven, and will continue to drive demand for space at the national and regional level:
Table 9.5 Major trends in the Comparison Goods Sector
Retail Category /
Sector
Department
Stores:

Description

The mixed goods profile of department store operators has helped to insulate this sector
against the impacts of the economic recession, particularly at the luxury end. Selfridges,
Harvey Nichols, Harrods, The John Lewis Partnership (JLP) and House of Fraser are well
positioned to “ride the economic storm” and have performed relatively well over the last 12
months.
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Retail Category /
Sector

Description

Variety Stores:

This sector is highly diverse and remains critical to the success and attraction of many of
Britain’s high streets and town centres. Following the loss of Woolworths in early 2009, the
main ‘player’ in this sector are Marks & Spencer (M&S) and BhS. The ‘discount’ variety
retailers (such as TJ Hughes and Wilkinsons) are also performing relatively strongly in the
current recession.

Fashion Retailing:

Traditional high street retailers such as Next, TK Maxx and New Look are increasingly
“footloose” and are looking to open larger store formats in out-of-centre locations to
“showcase” their entire product ranges. There has also been increasing consolidation in the
sector, with a number of different fascias and brands owned by one company. For example,
the Arcadia Group is the third largest clothing and footwear retailer operating on the UK’s
high streets and comprises Dorothy Perkins, Top Shop, Miss Selfridge, Evans and Wallis
amongst its brands. However, this can also represent a threat to the viability of high streets,
as the failure of the holding company could result in the closure of a number of retailers.
For example, the failed Icelandic Baugur Group had ownership and interest in a number of
major UK retailers, including Karen Millen, Oasis, Warehouse Coast, Whistles and Hamleys.

‘Value’ Retailing:

A significant trend on the high street over recent years has been the increased polarisation
in the retail market between the more expensive brands at one end of the spectrum and the
value/discount clothing retailers at the other. This has driven the rise of the “value” sector
players like Primark and Peacocks. Both of these retailers are looking for low-cost city
centre sites, market towns and secondary shopping centres in large urban areas, where
rents and overheads are relatively low. They have aggressive plans for expansion and are
building market share on the back of a more price conscious-consumer.

DIY & Hardware:

This sector is characterised by large format retailers primarily located on the edge of, or
outside of town centres. B&Q, Focus, Wickes and Homebase dominate this sector of the
market. However, growth has slowed significantly since 2009 due to the impact of the
recession. Over the last 12-18 months operators have looked to reduce store sizes and are
“handing back” space to landlords for conversion into smaller units. For example, Focus is
downsizing 40 of its 176 stores. There has also been a trend towards smaller format stores
located in or on the edge of town centres (e.g. Robert Dyas).

Furniture & Floor
Coverings:

Since the 1980s retailers in this category have increasingly moved away from town centres
to cheaper out-of-centre locations. However, furniture specialists have borne the brunt of
the current slowdown and the casualties in the last 12-18 months include MFI and Sofa
Workshop. This sector is one of the most cyclical and could experience more difficult trading
conditions if the recession is prolonged.

Electrical Goods:

The large format operators have focused their expansion strategies on new out-of-centre
locations (e.g. Currys Digital, Comet and PC World). All the electrical goods retailers are
facing increased competition from non-traditional retailers (such as supermarkets and Apple)
and the Internet (including Amazon) over recent years. This has either resulted in the
rebranding of traditional high street store portfolios (e.g. Currys Digital), or in some cases
the closure of stores in loss-making locations

Note: Also see Glossary of Terms.

It is forecast that consumers will be more selective about where they spend and this is likely to
lead to a polarisation between the discount/ value end of the market and the luxury/ higher
end.

This will squeeze retailers in the “middle ground” who are increasingly competing for

falling retail sales and market shares.

Those retailers which do not have a strong identity and

brand awareness amongst consumers are likely to struggle over the short to medium term.
At the same time, the “bulky goods” sector has suffered from the downturn in the housing
market and the lack of working capital as a result of the credit crunch. As a result there has
been the “double whammy” of a significant fall in the sale and purchase of homes, and
reduced demand for DIY and home improvements as households “tighten their belts” further.

February 2011

London Borough of Hackney
Retail Centres Study
Stage 1 Report - Appendices

THE GROWTH OF INTERNET & NON-STORE RETAILING
Research shows that at least one in three adults regularly purchases products over the
Internet. The growth of Internet shopping has been fuelled over the last five years by the
increased availability and uptake of faster and cheaper broadband services, as well as different
options for accessing broadband services (ranging from computers and iPads, to mobile
phones and digital televisions).

At the same time, retailers are also marketing their online

services more proactively and now view the Internet as another (and in some cases, the only)
channel for future growth. This is particularly the case now that the early “teething” problems
such as ordering, delivery (the “last mile” issue) and site security have improved.

Based on

the latest research by Experian, the table below shows internet sales **** as part of total
retail transactions has increased from 5.6% in September 2008 to 7.2% in June 2010.
Table 9.6 Internet Retail Sales, 2008 - 2010
Average Weekly Value
for All Retailing (£ m)
2008

2009

2010

Average Weekly Value for
Internet Retail Sales (£ m)

Internet Sales as a %
of Total Retail Sales

Sep

5,200

289.8

5.6

Dec

6,800

435.1

6.4

Mar

5,100

336.8

6.6

Jun

5,400

307.4

5.7

Sep

5,300

337.7

6.4

Dec

7,000

511.7

7.3

Mar

5,300

362.1

6.9

Jun

5,500

397.7

7.2

Source: Experian Retail Planner Briefing Note 8.1 (August 2010) Derived from ONS, Retail Sales Statistical Bulletin (July
2010).

There is, however, a high degree of uncertainty about future trends in internet usage and nonstore shopping in general. Furthermore, it is difficult to assess how the capacity and demand
for retail floorspace will be affected by the forecast growth in Internet and other non-store
retail sales over the medium to long term, as currently many retailers source their internet
sales through existing stores rather than dedicated warehouses.
For convenience goods, recent research indicates that the UK online grocery market has grown
by 85% between 2006 and 2009, from £2bn to £3.7bn and some 12.8% of the UK adult
population shopped online for food and groceries in 2009.

Despite this strong growth, the

Institute of Grocery Distribution (IGD) estimates that online grocery shopping currently only
represents a small proportion (circa 2.6%) of the total UK grocery market. Nevertheless, with

Then ONS recently (early 2010) changed the methodology for calculating the value of internet sales. This resulted in a
large increase in estimated internet retail sales and their share of the total market, from 4.9% at the end of 2009 to the
7.3% shown by the table. The upward revision reflects the inclusion in the new methodology of all sales made over the
internet by individual businesses using information derived from the monthly ONS Retail Sales Inquiry (RSI).

****
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increasing broadband penetration and changing shopper lifestyles, the internet looks set to
become more important as a grocery retail channel.

For example, forecasts by Experian

indicate a doubling in online sales to £7.2bn by 2014 and an increase in the proportion of the
population shopping online to 16.2%. By way of comparison, the results of the 2004 household
survey indicated that the internet accounted for just 3% of main food purchases.
Tesco, Sainsbury’s and Asda have led the way in online grocery retailing based on different
business models.

Unlike other operators, specialist online grocery retailer Ocado distributes

Waitrose products mainly from warehouses rather than stores. Both Tesco and Asda have also
significantly expanded their non-food Internet offer. For example, in 2006 Tesco re-launched
Tesco Direct, which brought all its non-food categories together and expanded the range and
offer. The online grocery market is becoming increasingly competitive and it is expected that
the arrival of Amazon and the potential entrance of Morrisons will not necessarily boost spend,
but will instead take share from rivals.
As stated above, it is difficult to assess the impact of online grocery sales on the capacity and
demand for new retail floorspace as many of the larger grocery stores source internet sales
from their regular stores rather than from dedicated warehouses. Nevertheless, this position
is changing rapidly. For example, Asda is to open a warehouse dedicated to internet orders
only in Enfield. If this move away from stores to warehouses continues, then demand from
operators for new retail floorspace and stores could ease over the medium to longer term.
SMALL RETAILERS AND SECONDARY SHOPPING LOCATIONS
Research published in November 2004 by the National Retail Planning Forum in the report ‘The
Role and Vitality of Secondary Shopping – A New Direction’ concluded that over the previous
10 years, there had been a significant change in secondary shopping. In such locations, the
number of retailers had declined, but the number of service businesses had increased. The
result was that in general, shop vacancy rates in secondary shopping areas had fallen –
although there were specific pockets of decline and high vacancy, usually easily explicable by
locational factors; such as being separated from the remainder of the town centre by a busy
access road. The research also concluded that secondary shopping areas are much more
diverse in their composition than prime retail areas, and are heavily dependent on independent
businesses. A number of recommendations were put forward for enhancing the prosperity of
secondary shopping areas. In summary, these focused on:


Creating a coherent pedestrian environment through breaching barriers to easy
pedestrian movement, introducing new pedestrian flow generators, and improving
linkages with the prime retail areas;



Managing change to non-retail uses where appropriate;



Creating financially viable developments, through introducing new value generators to
form mixed use schemes;



Improving the public realm through new investment:
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Supporting independent businesses by providing low cost business support services;



Applying asset management principles and niche marketing;



Using new methods of leasing, so as to improve landlord control of repairs and
maintenance;



Obtaining specialist advice on the impact of proposed new retail developments;



Evolving more sophisticated planning policies for change of use;



Applying town centre management;



Ending differential pricing under which the major food retailers charge higher prices in
their small local stores than in their car-accessed superstores;



Applying the sequential approach and controlling development;
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APPENDIX 3: COMMERCIAL LEISURE TRENDS
Leisure uses †††† make an important contribution to the vitality and viability of centres by
providing different but complementary uses to retail and other town centre uses, contributing
to both the daytime and evening economies.
The commercial leisure sector has also enjoyed significant growth since the early 1990s,
fuelled by buoyant market conditions, growing levels of disposable incomes and low
unemployment. Much of the growth has been fuelled by an increase in the number of ‘cashrich, time-poor’ consumers who have been prepared to pay a premium price for convenient
services in order to save time. In order to maximise free time consumers generally combine
leisure activities as part of the overall “going out” experience, often as part of shopping trips.
The range of leisure choices has also grown considerably leading to an increase in competition
in the industry.
As for the retail sector, the recession has brought many challenges for the industry. On one
hand, the industry is considered to be particularly exposed to the economic downturn due to
the discretionary nature of leisure expenditure.

Notwithstanding this, leisure activities remain

an important lifestyle choice for many consumers, who will continue to prioritise leisure over
other areas of spending.
The following provides an overview of some of the key development trends in the commercial
leisure sectors over the last decade or more.
Cinema Sector
Following a period of steady decline during the 1980s, the significant growth in modern multiscreen cinemas in the 1990s resulted in a resurgence in cinema audiences. This, in turn, was
fuelled by the increase in the number of Hollywood ‘blockbusters’ and new developments in
cinema technology, such as digital surround-sound and, most recently, 3-D screen technology.
Most multiplexes opened during the 1990s were located on large out-of-centre and edge-oftown sites, often as part of shopping centres, retail parks or mixed leisure schemes featuring
bowling, nightclubs and restaurants (such as, for example, Star City in Birmingham). Cinemas
are an integral part of the tenant mix for major shopping centre schemes (such as, for
example, The Chimes in Uxbridge and Westfield in West London). The large audience
throughput of a multiplex cinema generates footfall in centres outside of shopping hours and

††††

Commercial leisure uses are defined by PPS4 as comprising cinemas, restaurants, drive-through restaurants, bars and

pubs, night-clubs, casinos, health and fitness centres, indoor bowling centres, and bingo halls. PPS4 also applies to arts,
culture and tourism uses (including theatres, museums, galleries and concert halls, hotels, and conference facilities).
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help to generate linked trips and spin-off expenditure to other shops and facilities, including
cafes and restaurants.
Multiplexes have also been particularly successful in attracting shoppers and visitors into ‘dead’
areas of shopping centres, such as upper levels or the ends of malls. As a result they have
been introduced to anchor and re-brand unsuccessful
refurbishment schemes.

shopping centres as part

of

Therefore, the co-location of a cinema within a town centre or

shopping centre is mutually beneficial, contributing to an increase in footfall and sales across
the centre and also helping to underpin the evening economy.
Although cinema audiences grew significantly during the 1990s, the UK cinema market has
experienced a period of consolidation since the beginning of the millennium. The sector is now
dominated by a handful of multiple operators – including Cine UK; Terra Firma Capital Partners
(Odeon and UCU Cinemas); Vue Cinemas; and Showcase Cinemas (UK arm of National
Amusements of the USA). Recent research by Dodona (2009) indicates that the market has
reached a plateau.
Table A4/1: UK Cinema Market, 2003 -2008
2003

2004

2005

2006

2007

2008

Screens

3,318

3,342

3,357

3,440

3,514

3,610

Admissions (£m)

167.5

171.5

164.7

156.6

162.4

164.2

4.43

4.49

4.68

4.87

5.05

6.18

742.000

770.000

771.350

762.300

820.000

850.200

Average Ticket Price (£)
Gross Box Office (£m)
Spend per head (£)

1.70

1.75

1.80

1.85

1.90

1.95

65.000

70.000

70.000

85.000

90.000

86.500

Admission per person

2.81

2.86

2.73

2.58

2.63

2.61

Admission per screen

50,482

51,317

49,059

45,523

46,223

45,491

Screen Advertising Receipts (£m)

Source: Dodonna Research (2009)

As the table shows, there were 3,610 cinema screens across the UK in 2008, of which threequarters were multiplexes. The remainder are traditional cinemas that have been converted to
multi-screen use, large format screens such as IMAX, and screens in mixed-use venues such
as arts centres. The cinema industry has not been immune from the recession and there were
some closures during 2008, the majority being art centre venues rather than high street
chains. The current economic downturn has also hit advertising revenues, but in general the
industry appears to be in good health.
Over the last couple of years, cinema operators have also introduced changes to the cinema
experience, including premium seating areas and enhancing the range of refreshments such as
alcohol and higher quality food.

For example, Vue Cinemas introduced their ‘Evolution’

concept which provides a mix of seating types comprising bean bags and sofas as well as
regular seats.

Another development has been the introduction of 3D films, which are

attracting premium ticket prices from operators. In the future, Dodona predict that operators
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of traditional cinemas, particularly those with only one or two screens, will find their
competitive position eroded, especially if family audiences start travelling longer distances to
larger cinemas to obtain the latest 3D experience.
Research by Dodona also indicates that fewer multiplex cinemas are now being developed and
there has been a growth in smaller (Digital) cinemas to serve smaller catchment areas. These
Digital cinemas are more flexible and less “space-hungry” as they do not require the large
sloping auditoriums needed to accommodate traditional projectors.

There are therefore

opportunities for the modern cinema offer to be provided in existing buildings. For example,
HMV announced recently that it was testing a three screen art-house format above its
Wimbledon music store.
Investment in new cinemas is continuing but this is no longer producing such high levels of
growth. The focus has switched to replacing or relocating existing cinemas. There is also some
investment in under-served areas, however Dodona consider this to be merely offsetting a
decline in existing markets. Over the short to medium term, future cinema projects are likely
to be impacted by the level of availability of finance for property developers, although it would
appear that investment in better seating, better bars and cafés and new buildings is
continuing.
Bingo
Bingo is one of the oldest forms of gambling in the UK. It has traditionally had a downmarket
image and this has limited its appeal as a night out for the majority of the population.
However, over the last decade there has been an increase in the number of younger and more
affluent bingo players, particularly as deregulation has enabled clubs to offer bigger (national)
prizes.

Recent research by Mintel indicates that the industry has experienced a fall in

revenues and admissions as a result of legislative changes such as the ban on smoking in
public places and the rise of the online gambling. The recession and Internet gaming sites
have also impacted on the Bingo market. Although operators have attempted to diversify their
offer to halt the decline in participation rates, it would appear that this has merely slowed the
decline and operators will continue to struggle in tough market conditions.
Ten Pin Bowling
Tenpin bowling has been established as a commercial leisure activity in the UK for over 40
years and remains a strong family and group activity.

After a period of decline during the

early 1990s, there was a period of new investment and a number of high-end quality venues
opened.

However, ten pin bowling has failed to appeal to a wide cross-section of the

population as a regular ‘night out’ activity.

Notwithstanding this, the concept is already

beginning to evolve to generate customer demand. For example, the Bloomsbury Bowl Lanes
in Bloomsbury offers a 50’s American-themed bowling venue with ancillary karaoke rooms,
venue rooms for hire, DJ booths, bars, small scale cinema and a venue for bands and live
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performers/comedy nights. The future growth of this sector will depend on consumer demand,
as well as market and investor confidence.
Health & Fitness Clubs
The health and fitness market has been through a series of peaks and troughs since the sector
first gained popularity in the mid-1990s. There are currently an estimated 5,755 private health
clubs and public fitness centres facilities in the UK, with a total membership number up to 7.2
million. This represents a total market value of £3.7billion. The proportion of the population
with a gym membership is currently estimated to be approximately 12% ‡‡‡‡ .
This sector has witnessed consolidation over recent years. This is explained, in part, by the
aggressive expansion and opening strategies of certain operators, which left many of them
over-exposed at a time when the fitness market fell out of favour with investors in the City.
The main players in the market currently include David Lloyd Leisure at the premium end of
the market; Virgin Active & Nuffield Health (previously Cannons) dominate the family-oriented
health and fitness market; and LA Fitness & Fitness First operate smaller in-town clubs at the
more value end of the market. Other independently owned multi-chain health club operators
include Bannatyne’s Health Clubs with other 60 centres across the UK.
The rapid growth of health and fitness clubs in certain areas has created increased competition
for members and market share, which has resulted in the weaker clubs with low membership
losing out. With increased competition, there has been a rise in attrition rates. The recession
has compounded some of the problems faced by the industry such as falling membership
rates.

For example, the Esporta chain was placed into administration in 2008, but the

business failed to attract a buyer and it is has since been taken out of administration by its
main creditor, who is trading the business until a buyer can be found. Although the number of
new openings in the sector remained static in 2008 and fell sharply in 2009/10, there still
remains demand for an affordable health and fitness product. This is further underpinned by
the Department of Health’s (DoH) committment to tackling health issues such as ‘Foresight
Project on Obesity’ and advice from National Institute for Clinical Excellence (NICE). There is
also evidence that value and budget operators are entering the health and fitness market and
are actively looking to expand their businesses throughout the UK. This new breed of clubs
aims to appeal to a wider market with reduced monthly subscriptions and 24 hour opening.
Although these new breed of clubs provide a basic offer, they appear well suited to financially
uncertain times.
The rapid growth of this sector over recent years has also been characterised by a marked
shift in the location of clubs from out-of-centre locations to town centres, often as part of
wider mixed use developments.

‡‡‡‡

This is helping to create a wider range of attractions and

The Leisure Database Company – 2008 FIA State of the UK Fitness Industry Report
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activity in town centres, particularly in the evenings and at weekends. More flexible planning
policies will therefore need to be introduced which help to encourage an element of such uses
within existing buildings or as part of mixed use schemes.
Cafes, Restaurants, Bars and Nightclubs
UK household spending on leisure services is dominated by eating and drinking out. There are
currently an estimated 22,750 restaurants and 58,000 pubs in the UK. In 2007, the average
food and beverage sales in restaurants was around £400,000 per annum made up of roughly
75% food sales and 25% beverage sales. Food sales in pubs now account for approximately
25% of returns, but this percentage is increasing year-on-year §§§§ .
Some of the trends influencing the pub and restaurant trade over recent years include:


More flexible opening hours (resulting from licensing reforms implemented in November
2005), combined with pressures arising from lower alcoholic drink sales (particularly in
supermarkets), has resulted in a number of pub operators widening their food and nonalcoholic beverage offering (to provide, for example, breakfasts and morning coffee). It has
also fuelled the growth of so-called gastro-pubs as eating-out destinations (such as the All
Bar One and Pitcher and Piano formats). This has led to a blurring of the dividing line
between pubs and restaurants and increased competition for customers.



Increased consolidation in the pub industry over the last five years, which has impacted on
the smaller independent operators. For example, a total of 1,409 pubs closed during 2007
compared with 216 in 2006 and only 102 in 2005. An estimated 44,000 jobs have been lost
across the sector in the last five years and a further 43,000 are projected to go in the next
five years



*****

.

The Home Office has put in place a much more aggressive policy towards the pub industry.
Powers for local authorities to establish Alcohol Disorder Zones (ADZ) are included in the
Violent Crime Reduction Act (2006), which also has a charge on pubs and bars in a
designated area to pay for additional policing, environmental and other services in the
neighbourhood.

The recession and smoking ban has impacted on drinks sales and rental revenues, which has
further accelerated pub closures over recent years. However, on the plus side, this has meant
that smaller multiples have been able to acquire premium sites at bargain prices and value led
brands such as JD Wetherspoon have achieved significant sales growth and continue to
expand.
The recession has resulted in mixed fortunes for the restaurant sector. The main casualties
appear to have been at the more exclusive end of the market, as well as smaller companies
with less established brands. Some of the key trends in this sector over recent years include:

§§§§
*****

Source: Savills Commercial Leisure Bulletin (May 2008)
Business in Sport & Leisure Handbook (2009)
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Multiple brands are seeking to trade through the uncertainties by offering significant
promotions and discounts (e.g. Pizza Express).



The fall in property prices has also provided an opportunity for stronger niche operators
to expand their brands due to lower overheads.



For families in particular, going out for a meal has become too expensive, and many
have switched to staying at home with a takeaway which has increased sales for
businesses such as Domino’s.



There has been a growth in ‘all-you-can-eat’ style restaurants which are aimed at
offering value for money.

For example, the Taybarn brand owned by Whitbread is

currently trading very strongly and the brand is pursuing aggressive openings in the
current market despite.

As with the pub sector, the nightclub industry has continued to see consolidation amongst
operators. The leading brands (such as, for example, Oceana and Liquid) are maintaining their
position, but the smaller chains and particularly independent operations are feeling the severe
economic pressures of competition from longer opening hours in pubs and bars.
Changes in the Use Classes Order (UCO) allow local authorities greater control over the growth
and location of new cafés, restaurants, takeaways and public houses in their town centres. The
main change to the UCO was the replacement of the former class A3 (food and drink) by the
amended


Class A3 (restaurant and café uses - for the sale of food for consumption on the
premises);



Class A4 (limited to drinking establishments, such as pubs and wine bars); and



Class A5 (limited to hot food takeaways).

Whilst bars and takeaways are able to revert to restaurants without requiring planning
permission, moves in the other direction require LPA approval.

It is intended that these

changes will help to prevent the unfettered growth of branded bars and poor quality takeaways
in town centres (particularly in shopping areas). It will also help to limit the anti-social impact
on residential amenity and visitors’ enjoyment of town centres, particularly as part of the
promotion of evening economies. Other changes include the classification of Internet cafés as
A1 and nightclubs as sui generis (meaning uses on their own). Changes to, or from, these sui
generis uses will therefore always require planning permission.
Current licensing reforms also transfer responsibility from magistrates to LPAs. The
Government believes that operators in the same area will choose to set different hours of
operation and that this will therefore reduce the concentrations of people leaving licensed
premises at the same time, which can often result in flashpoints of crime and violence in
centres. Together, the planning and licensing reforms allow local authorities considerable
control over the leisure and entertainment industry.
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1.0

INTRODUCTION

1.1

Strategic Perspectives LLP (‘SP’) was commissioned by the London Borough of Hackney
(‘LB Hackney’) in January 2011 to carry out the Retail Centres Study (the ‘study’).

1.2

The two-stage study will assist the Council with the further development and
implementation of its emerging Area Action Plans (AAPs) for Dalston, Hackney Central,
Manor House and Hackney Wick. The main aims of the two-stage study are to review
and advise the Council on the “soundness” and viability of the retail and leisure
strategies that underpin the interim AAPs as part of their preparation to full
Development Plan Documents (DPDs).

1.3

This Stage 2 report should be considered in the context of the Stage 1 study, which
provided an up-to-date review of retail and leisure provision across the Borough and in
the main centres based on the available evidence.

It also sets out some of the

potential opportunities and threats to the regeneration and development of these
centres for new retail and leisure uses in the context of national, regional and local
policy and trends.
1.4

The Stage 1 study identified that the LB Hackney has a diverse shopping offer and
character, ranging from small parades and renowned street markets (such as Ridley
Road market), to designated town centres.

Dalston is the borough’s ‘Major Town

Centre’ and is the largest shopping centre in Hackney. Hackney Central is defined as a
‘District Centre’ by the London Plan, along with Stoke Newington and Finsbury Park,
and serves a more local catchment area, as well as providing specialist town centre
offers particularly for civic and cultural uses. New centres for economic activity and
residential development are also identified in the Borough, including Manor House and
Hackney Wick. Manor House and others have been designated as local shopping
centres and their roles will be maintained and enhanced to better serve their existing
and growing local communities.
1.5

The potential redevelopment and regeneration of these centres also needs to be
considered in the context of the significant benefits arising from the 2012 Olympic and
Paralympic Games and Legacy, along with new opportunities created by major new
infrastructure and transport projects including, the opening of the East London Line
Extension (ELLX) (London Overground) and the improvements to the North London
Line. Together these projects are expected to act as a major catalyst for improving
the borough’s local economy and town centres.

At the same time, the Borough’s

diverse population is forecast to increase significantly up to 2025; fuelled, in part, by
the housing requirements set out the draft replacement London Plan 2009.
1.6

Against this background of significant growth and change, the LB Hackney is
developing a comprehensive and complementary approach to the spatial regeneration
of the four main study centres. The preparation of the AAPs is intended to provide the
policy and development framework needed to attract and guide a wide range of new
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investment in the Borough’s centres over the next 15 years, including new retail and
commercial leisure floorspace. In parallel a town centre management (TCM) team has
been set up to help manage and deliver change and attract new investment to the
Borough’s main centres.
1.7

This Stage 2 Report for the main centres draws on the key evidence and findings set
out in the Stage 1 Retail Study.

It has been prepared jointly by SP and DTZ and

involves a more detailed review of the current retail and leisure strategies for each
AAP. The Stage 2 study provides:


recommendations on the quantum, location, type and timely provision of retail for the
long-term growth of Hackney Wick as a potential local centre.



recommendations on the quantum and mix of retail at Manor House, considering its role
and relationship with the regeneration of Woodberry Down Estate for significant new
housing development.



a ‘soundness check’ for Dalston and Hackney Central AAPs in terms of retail and leisure
strategies, floorspace, mix and location of development proposed in the AAPs on key
‘opportunity sites’. This will also involve an updated assessment of the potential impact
of major proposed development (i.e. the Tesco redevelopment in Hackney Central and
the Kingsland Shopping Centre redevelopment in Dalston).



a clear framework of practical recommendations and strategies for developing and
improving the retail and leisure offer in the AAP areas, with a focus on Dalston and
Hackney Central.



a ‘toolkit’ setting out ‘best practice’ advice on how to manage retail/ leisure during the
economic downturn and how to attract independent and multiple retailers.

This

framework will outline recommendations and possible interventions available to LBH to
build upon and improve existing town centre management in the Borough’s two main
centres.

1.8

This report reviews the vision, objectives, strategies and proposed development
options for each of the main centres. Based on our understanding of the key issues,
we then set out our assessment and recommendations as to whether the retail and
leisure strategies are appropriate, sound and deliverable in each case.

1.9

The final section provides an overview and assessment of the current structure of the
Town Centre Management (TCM) Partnerships for Dalston and Hackney Central.

It

also compares the current set-up against best practice, drawing principally on the
information and guidance produced by the Association of Town Centre Managers
(ATCM). This review and analysis seeks to provide a series of recommendations and
potential intervention strategies to help build upon and, where necessary, improve the
existing town centre management arrangements of Dalston and Hackney Central.
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2.0

DALSTON AAP (PHASE 1) - MASTERPLAN
BACKGROUND, VISION & STRATEGY

2.1

AAPs are being prepared in parallel for both Dalston and Hackney Central town centres
to ensure that a complementary planning strategy is pursued for each location (see
AAP Figure 2.1; Appendix 1 to this report). This will help to achieve a well-balanced
and complementary offer of services and opportunities that strengthen each centre’s
local distinctiveness and character.

The AAP proposals also respond to the diverse

needs of existing and future communities and the forecast housing growth.
2.2

As the Stage 1 Report highlighted, Dalston Town Centre is the largest of Hackney’s
centres in terms of the amount of retail floorspace.

It is also the Borough’s best

performing retail centre. In accordance with its designation as a Major Town Centre in
the London Plan, Dalston has been identified as the primary location for new retail and
leisure investment and development.
2.3

The Dalston AAP covers an area of approximately 20 hectares and is situated on the
western edge of the London Borough of Hackney. The AAP boundary is defined by AAP
Figure 2.2 (Appendix 1) and encompasses the main components of the town centre,
including, the Kingsland Shopping Centre, Ridley Road Market, Dalston Junction, Gillett
Square and Kingsland High Street (from Stamford Road to just north of Sandringham
Road/John Campbell Road). The centre’s retail offer is primarily focused on Kingsland
High Street and the Kingsland Shopping Centre. Ridley Road Market also provides a
specialist retail offer and attraction.

2.4

The Council’s vision for Dalston as set out in the AAP is for:
“...a sustainable, safe, thriving town centre and mixed-use community offering a
distinctive and highly memorable experience, with a high quality public realm
appropriate to its role as a Major Town Centre and a cultural, creative and community
hub with a strong existing heritage. Dalston serves the needs of its catchment as the
Borough’s main town centre, providing a high quality range of services including retail,
leisure, employment, education, and community and cultural facilities. Housing is
provided in well-designed mainly mixed-use schemes with high quality affordable
housing”.

2.5

To achieve the AAP vision, seven key objectives have been developed.

The second

objective is to: “...promote a mix of well-integrated uses that drive a dynamic local
economy, flourishing community and strong cultural offer through balanced expansion
of retail, housing, employment, cultural/creative, community and third sector space
aimed at a variety of users and accommodating a range of tenures and unit sizes”.
2.6

From a retail perspective the AAP seeks to ‘claw back’ shoppers and expenditure that
is identified as ‘leaking’ out of the Borough area (see Stage 1 report). It also seeks to
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provide the necessary framework for improving the overall design and environmental
quality of the town centre. In terms of its shopping provision, particular emphasis is
placed on supporting Ridley Road Market and Dalston’s specialist independent shops
through a range of environmental improvements. New and improved accommodation
is also envisaged to help consolidate and enhance local employment opportunities and
the range of community facilities, cultural/creative attractions and ‘third sector’
voluntary activities. Scope is also identified to improve and manage Dalston’s evening
*
and night time economy .

2.7

The land use strategy is set out in Policy DTC 05 (Ensuring a Vibrant Town Centre
through Mixed Use), as follows, and illustrated by AAP Figure 5.1:
“Development should support the mixed use vision for regeneration of Dalston town
centre. Provision is to be made for a mix of uses within the town centre in accordance
with the land use designations identified in Figure 5.1 to ensure a balanced approach
to retail, residential, cultural/creative, community, third sector, employment and
leisure uses”.

2.8

The retail strategy for Dalston town centre is set out in Policy DTC 08 and is
illustrated by APP Figure 5.2 (Appendix 1).

Redevelopment of Kingsland Shopping

Centre is identified as being key to strengthening the centre’s retail offer and
enhancing the shopping environment. In terms of new retail and leisure development,
the AAP is clear that proposals will need to carefully balance the need for new high
street comparison goods retailers to strengthen Dalston’s competitiveness, with the
requirement for spaces for small-scale independent retailers serving niche markets or
particular ethnic sectors.
2.9

A number of key principles underpin the AAP’s retail strategy, including inter alia:


“Stitching” together the potential and proposed shopping circuits – The
redevelopment of the ‘inward looking’ Kingsland Shopping Centre is proposed to provide
an open street-based layout.

This will help to create a more permeable and stronger

retail circuit across the town centre that is better connected to Kingsland High Street,
Dalston Square and along Dalston Lane. In addition, a new footbridge over the railway
line is also proposed to help ‘open up’ the retail circuit to Ridley Road Market. This will,
in turn, help to maintain and enhance the attraction and viability of the popular market
area.


Creating retail “clusters” - The AAP identifies a number of distinct and important retail
clusters, including the ‘Primary Retail Area’ (mainly comprising the High Street and the
Kingsland Shopping Centre); ‘Secondary Shopping Area’ (including Ashwin Street,

* For example, the Hackney Night Time Economy – Evidence Based Study (Feb 2005) concluded that there is additional
capacity for 3,510m2 of Class A3 uses across the Borough as a whole. It is expected that this is distributed between the
Borough’s two principal town centres, Dalston and Hackney Central.
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Dalston Lane, Bradbury Street and Gillett Square); and the ‘Ridley Road Market
Improvement Area’.


Focal spaces to sit and relax in – the aim is to create a series of new and improved
public spaces throughout the AAP area for shoppers and other town centre users to sit
and relax in.

THE CHARACTER AREAS
2.10

The Phase 1 AAP aims to facilitate sustainable economic growth and development, and
improve the quality of Dalston’s local environment, whilst at the same time preserving
and enhancing the centre’s positive and unique features. AAP Figure 4.1 (Appendix
1) sets out the eight defined ‘character areas’ identified by the AAP.

The following

provides an overview of the AAP’s retail and leisure strategy and proposals for these
character areas and sets out our thinking as to whether these proposals are
reasonable, robust and sound. Please note that we provide a more detailed review of
the potential for phased redevelopment of the Kingsland Shopping Centre (Character
Area 02) and the ‘Eastern Curve’ (Character Area 05) towards the end of this section.

Character Area 01: Kingsland High Street
2.11

The main retail offer and activity on Kingsland High Street is located between the
junction with Balls Pond Road to the south and John Campbell Road / Sandringham
Road to the north.

The street is part of the ‘Primary Shopping Area’ and forms the

“natural heart” of the town centre (i.e. the area where the entrances to Dalston
Kingsland Station, Ridley Road Market and Kingsland Shopping Centre meet). It is an
important shopping street and the main focus for the Dalston’s diverse independent,
specialist and ethnic retail offer.
2.12

The AAP (Policy DTC22) proposes a programme of co-ordinated public realm and site
improvement works in this vicinity for predominantly mixed-use development.

The

key aims include, the provision of new and improved buildings designed to the highest
quality that respect the strong Victorian high street character of the area; maintaining
and strengthening the small-scale independent shops and services; creating active
frontages; and providing new residential or commercial uses above ground floor level.
Policy DTC - CA 01 identifies the key opportunity sites and sets out the planning
parameters to be applied, as follows:


Site A: 130 Kingsland High Street –located to the north of the high street, with
potential for a mix of uses including retail, employment and residential. There is also the
opportunity for a key quality architectural feature at the corner of Sandringham Road and
Kingsland High Street to complement the Rio Cinema diagonally opposite.



Site B: Dalston Kingsland Station - a new/improved high quality entrance, station hall
and platforms is proposed with retail provision at the ground level and opportunities for
employment space on upper storeys.
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Site C: 51-57 Kingsland High Street - identified for a new 4-6 storey building with
retail at ground floor and employment/ residential uses on the upper floors. The rear of
the site is also identified as being suitable for a high quality tall building (10-12 storeys).



Sites D1/ D2: ‘Western Curve’ Northern & Southern Sites – a 4-6 storey building is
proosed on the northern site for retail at the ground floor and residential and/or
employment accommodation (Use Class B1) above. The southern site is identified for a
mix of uses including retail, community, cultural (Theatre) and / or employment (B1) at
ground floor with residential above. The eastern end of the site is identified as an option
for accommodating either the relocated Arcola Theatre, or a potential Crossrail 2
Chelsea-Hackney Line station entrance hall.



Site E: 36-42 Kingsland High Street - Comprehensive redevelopment of Site E
proposed for retail at ground floor level, with housing or commercial use on the upper
floors.

2.13

In our judgement it is vital that the specialist role and character of Kingsland High
Street is maintained and enhanced. The specialist independent and ethnic shops and
services in this area will provide a complementary offer and choice to balance the
larger, modern floor plates proposed as part of the redevelopment of Kingsland
Shopping Centre (Character Area 02 – see below) and the ‘Eastern Curve’ (Character
Area 05 – see below), as well as the specialist offer at Ridley Road Market (Character
Area 03 – see below). The proposals will help to improve the street environment and
relieve pedestrian congestion on Kingsland High Street.

The proposals will also

provide a high quality, direct and more visible link between Dalston Junction, the
potential Crossrail 2 (Chelsea-Hackney Line) station and Dalston Kingsland station.
We consider that the proposals for a mix of uses as part of an ‘anchor’ building on Site
A and improvements to Dalston Kingsland Junction represent an appropriate, robust
and sound response to the potential development opportunities in this area.

In our

view a ‘landmark’ building on Site A with an appropriate mix of uses, along with Rio
Cinema opposite, will help to draw footfall northwards along the high street and
thereby strengthen the vitality and viability of this area.

Overall we believe the

proposals for this Character Area are sensitive and sympathetic to the continued role
and function of the Victorian high street as a diverse, active and ‘colourful’ shopping
location. The viability of the high street will be further reinforced by the proposals for
other adjacent Character Areas, such as Gillett Square (Character Area 04).

Character Area 02: Kingsland Shopping Centre
2.14

The Kingsland Shopping Centre dominates this Character Area, but it currently
represents a “major barrier” to pedestrian movement across the town, as it is largely
impermeable with only three points of entry onto the internal mall of shops. The AAP
(Policy DTC 23) encourages the “comprehensive redevelopment” of the shopping
centre and identifies it as a significant opportunity that “...must be un-locked to
become a major contributor to the regeneration of the town centre” (paragraph 12.1).
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We agree that the redevelopment of the shopping centre provides significant potential
to provide a high quality urban and retail quarter that is fully integrated into its
surroundings.

Some of the key proposals identified by the AAP (Policy DTC 23)

include:


a new ‘streetscape’ shopping centre, with two anchor stores and a pedestrian link in
between and comprising a mix of high street multiples and independents.



a new pedestrian/ cycle bridge across the railway from Ramsgate Street, alongside the
redeveloped shopping centre to Ridley Road Market (Market Square) to help improve the
north-south connections in the area.



new restaurants and cafes located with frontages onto the new public open space along
the Eastern Curve, with alfresco seating to create activity and viability.



provision of underground/ undercroft parking and servicing, to be accessed via Dalston
Lane (achieved by constructing a deck over the existing parking area to achieve a new
surface level at grade with Kingsland High Street).

2.15

The AAP (Policy DTC – CA 02) proposes the comprehensive redevelopment of the
whole of Site F (Sites 1-12) for a new retail-led scheme at ground and first floor levels.
Where appropriate, residential accommodation is proposed above the shops, in
buildings of up to six-storeys in height, punctuated by taller buildings (maximum 10
storeys). The AAP states that a detailed development brief with a complementary
phasing strategy should be prepared for the site to guide and facilitate development.

2.16

We consider this key opportunity site in more detail at the end of this section,
alongside the proposals for the ‘Eastern Curve’ (Character Area 05).

Character Area 03: Ridley Road Market Area
2.17

The Ridley Road Market Character Area extends from the eastern side of Kingsland
High Street, directly opposite Dalston Kingsland Station to the junction with Dalston
Lane. The southern side of the road is mostly lined by tiny shop units built into the
structure of the railway wall. Ridley Road Market is identified by the AAP as forming
the “heart beat of the community” and the Council is working with residents, traders,
shop keepers, land owners and other organisations to improve the shopping
experience of the market and provide a better environment for all. For example, the
area has recently benefitted from over £1 million of major improvement works
including, the installation of new lighting and power bollards, two CCTV cameras,
resurfacing of the street and other public realm improvements.

2.18

The AAP (Policy DTC – CA03) identifies five key opportunity areas and sites that are
to be developed in a co-ordinated manner and to a high design standard.

The

proposals include the provision of mews-style buildings (up to 4 storeys) on Birkbeck
Mews (Site G1) that could potentially accommodate market storage and residential
use; the refurbishment and/or redevelopment of Sites G2-G4 to provide retail uses at
ground floor and residential above in buildings ranging from 1-6 storeys; and the
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redevelopment of part of Site G5, in partnership with the owners of the Kingsland
Shopping Centre, for retail and residential uses.
2.19

In our view there is a clear and present need to strengthen Ridley Road Market, as it
makes an important contribution to Dalston’s diverse retail offer and the town centre’s
overall vitality and viability. The market meets the day-to-day needs of its ethnically
diverse local population, as well as drawing visitors and shoppers from further afield.
It is therefore vitally important in our judgement that any redevelopment of the Ridley
Road Market Area is “stitched” into the proposed new pedestrian/ retail circuit and is
specifically integrated with Character Areas 01 and 02 to help promote the highest
volume of trips and footfall.

Character Area 04: Gillett Square Quarter
2.20

Gillett Square and the adjacent Dalston Culture House development provide a ‘hub’ of
cultural /creative, retail, community and third sector service-related activities.

The

AAP states that the provision here is rooted in the “...ethnically and culturally eclectic
spirit of the area”.

The AAP (Policy 25 and Policy DTC – CA 04) promotes

development of the existing north side of the square (Site S – Stamford Works) to for
a range of mixed uses including employment (such as studio workspace), retail,
cultural/creative, residential, and/or community and third sector uses with active
frontage facing onto Gillett Square. This emerging quarter is seen as contributing to
the regeneration of Dalston by providing a vibrant mix of uses that will complement
the night-time economy uses in the area which will further attract visitors and local
residents to the area. In our judgement the proposals for this area are reasonable and
sound and it represents an appropriate location for new high quality Class A3-A4 uses.

Character Area 05: ‘Eastern Curve’
2.21

The ‘Eastern Curve’ Character Area represents a significant opportunity to contribute to
Dalston’s regeneration proposals and provide new high quality retail and leisure
floorspace in the town centre. In our view the proposals for this area will need to be
carefully co-ordinated with the potential phased redevelopment of the Kingsland
Shopping Centre (Character Area 02), as the ‘Eastern Curve’ (i.e. the former alignment
of the North London Railway) clearly has the potential to form an important new high
street in the heart of the town centre. It is important that any development proposals
in these two key Character Areas have active frontages on to the ‘Eastern Curve’ at
ground floor level to help promote activity and footfall, as well as underpin the
commercial viability of new retail and commercial leisure uses in this area.

2.22

The AAP (Policy 26) states that development proposals for this area should have
regard to a number of key aims including a major new public realm and a new high
quality public open space at the southern entry point to the Eastern Curve, linking to
Dalston Square via a new pedestrian crossing.
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2.23

A number of key opportunity sites are identified and proposed under Policy DTC – CA
05 of the AAP to accommodate a mix of uses. Sites K and M have been constructed
and site J2 (corner of Hartwell Street and Dalston Lane - 27 Dalston Lane) has
planning permission for a 6-storey building comprising retail at ground floor level,
along with a hotel and residential uses. The other opportunities identified for a mix of
retail/ employment/ residential uses include, site J1 (Thames House), Sites L1/L2
(Senate House) and Site N (67A-73 Dalston Lane and frontage onto Tyssen Street).

2.24

We consider the potential opportunities for the redevelopment of the ‘Eastern Curve’
alongside the Kingsland Shopping Centre (Character Area 02) in more detail below, as
these areas are key to unlocking the provision of new retail and leisure investment and
development in the town centre.

Character Area 06: Ashwin Street
2.25

The area to the east of Kingsland High Street, centred on Ashwin Street, is
characterised by a number of high quality Victorian buildings and its concentration of
third (voluntary) sector and creative/ cultural industries (CCI) in affordable workspace.
The area makes a valuable contribution to Dalston’s local economy and distinctiveness.
The AAP (Policy 27) identifies that the character and offer of Ashwin Street will be
further enhanced should the Arcola Theatre relocate here in a landmark building.
Ancillary restaurants/ cafes/ bars are also encouraged by the AAP to support the nighttime economy, with active frontages and ‘spill out’ opportunities.

Under Policy DTC –

CA 06 the part development and refurbishment of Site H (nos. 2-16 Ashwin Street and
Nos. 11-15 Dalston Lane) is identified to accommodate a range of uses including retail,
employment, cultural, community, third sector and residential uses and possibly a
relocated Arcola Theatre.
2.26

In our judgement the AAP proposals and site-specific policies for this area build on its
current character and strengths. Given its proximity, easy access and strong linkages
to Dalston Junction, the High Street and the ‘Eastern Curve’, we consider that there is
significant opportunity in this area to attract a range of high quality Class A3-A4. The
potential for this area to form part of the town centre’s pedestrian circuit will also help
to promote footfall and activity during the daytime and evenings. Overall we consider
that the AAP’s strategy for this area, to include the provision of cafes and restaurants,
is both robust and sound.

Character Area 07: Dalston Lane
2.27

The Dalston Lane Character Area stretches from the southern entrance to the Eastern
Curve eastward along Dalston Lane to the junction with Queensbridge Road (see
Figure 17.1 of the AAP).

The AAP (Policy 28) identifies the co-ordinated

redevelopment of the Dalston Lane character area for mixed uses to help restore the
quality of this key town centre street. The site-specific policy (Policy DTC – CA 07)
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sets out the development proposals for three opportunity sites, namely Site I (17-25
Dalston Lane); Site P (CLR James Library at 16-22 Dalston Lane & 62 Beechwood
Road); and Site O (Dalston Lane Terrace).
2.28

We consider that the AAP proposals for Sites I and P are robust and sound, as these
opportunity sites either form part of the ‘Eastern Curve’ (i.e. Sites I and J2), or will
benefit from their close proximity to the ‘Eastern Curve’ and Dalston Junction.

The

footfall and activity generated by these other Character Areas will help to underpin the
commercial viability of new retail, employment, residential and other uses on these
sites.
2.29

Dalston Lane Terrace (Site O) at 48-76 Dalston Lane is Council owned and is within the
Dalston Lane West Conservation Area. The terrace comprises a parade of small shop
units with residential above. The Terrace has been left to deteriorate by the previous
owners who did not actively maintain the shops or the housing. The Council acquired
the majority of the properties in 2010 and is implementing a Conservation-Led
Regeneration Project to re-establish the ground floor retail units and provide a range of
dwellings of different sizes. This is consistent with the AAP which proposes the part
refurbishment and redevelopment of this site for a mix of retail, restaurants,
community and commercial uses at the ground floor, with residential above and to the
rear.

The AAP proposes that the shop fronts should be restored to their original

appearance and extensions/ additions to the upper floors and rear will also be
considered, provided the existing terrace is respected in terms of proportions, scale
and materials.
2.30

There are some concerns with regard to the viability of extending the town centre’s
retail provision further eastwards along Dalston Lane to Dalston Lane Terrace, and in
particular whether the level of footfall and ‘passing trade’ in this area is capable of
supporting new specialist retail units and service businesses. There are high vacancy
levels on the Terrace due to the 10 years of neglect which occurred during the
previous ownership of the site. In our judgement the Terrace has become increasingly
‘divorced’ from the Dalston’s main shops and services, and the high vacancy levels
mean that it does not currently have the necessary ‘critical mass’ in terms of its offer,
uses and attractions to draw people eastwards along Dalston Lane.

2.31

Notwithstanding this, there are a number of small specialist independent ‘destination’
retailers (such as Sound & Music) within the Terrace), service businesses and
takeaways (Class A5) that have been ‘open for business’ on the Terrace for a number
of years, along with a recently opened boutique hotel.

The ‘challenge’ for Hackney

Council will be to carefully dovetail the redevelopment and refurbishment of the
buildings, with the need to provide commercially viable shops and floorplates that are
‘fit-for-purpose’. The fact that the Council now owns the properties on Dalston Terrace
will be key to unlocking the potential for viable new uses and attractions that are able
to stimulate activity and footfall in this area.
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2.32

In this case, the Council is in the unique position of being able to influence and support
the range of businesses that can be established on Dalston Terrace, in its role as
landowner and landlord.

Once a clear understanding of the strategic retail ‘fit’ and

business model is confirmed by the Council, it will be able to stimulate market interest
and demand in a number of ways.


First, through the refurbishment and redevelopment of the shop units along the Terrace,
the Council can provide flexible space which is capable of supporting smaller or larger
floor plates depending on demand.



Second, in its role as landlord, the Council can provide financial incentives for young
start-up businesses to help them flourish over the medium to long term. Incentives such
as rent and rate free periods, flexible leases and help with management and marketing,
could represent the difference between success and failure for businesses over the first
1-2 years of operation.

2.33

We consider that it is difficult at this early stage in the regeneration and
redevelopment of Dalston town centre, and particularly in the current economic
climate, to specify the optimum mix of uses that should be targeted for Dalston
Terrace.

However, it’s unique Victorian building form, prominent location at the

eastern gateway to the town centre, and the emerging demand for more independent
shops and cafes in the area, will assist it becoming a ‘destination’. The Council have
the ability to guide and foster a unique offer of interesting shops and leisure offer.
Notwithstanding this, we believe that market research evidence will help to inform
decisions as to the types of businesses and uses that could flourish in the area.
2.34

In our judgement Dalston Lane Terrace has the potential to develop a ‘dual role’. We
consider that it could function as a unique local shopping destination serving the dayto-day needs of residents in the local area, as well as accommodating existing and new
specialist and niche shops, cafes, restaurants, and services that will appeal to a wider
catchment.

In terms of its wider role, we consider that there is an opportunity to

encourage some unique and complementary uses and attractions that will increase the
diversity and choice for Dalston’s shoppers, workers and visitors.

Character Area 08: Dalston Junction
2.35

The Dalston Square development is centred on the new Dalston Junction Station and
will be completed in 2012. It will establish a new urban character at this key gateway
to the town centre that makes the best use of new public transport infrastructure. On
the west side of the new landscaped public space, the new buildings rise from 10 and
19 storeys, with modern apartments above ground floor commercial space.

On the

eastern side, the buildings comprise a mixture of commercial / workshop / community
uses, including a new library (relocated from Character Area 07), with apartments
above.

The two key opportunity sites identified by Policy DTC – CA 08 are Holy

Trinity Primary School (Site R) and the former Roseberry Cottages at Roseberry Place
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(Site Q), with potential for new buildings of up to 10 storeys for residential
accommodation in keeping with the adjacent taller buildings on Dalston Square.
2.36

We envisage that the ground floor commercial offer in Dalston Square will main
comprise a mix of convenience, Class A3-A5 uses and service businesses that meet the
day-to-day needs of the station users, including commuters into and out of Dalston
town centre. An appropriate mix of uses for Dalston Junction Station will include, for
example, a convenience store (such as Tesco Express or Sainsbury’s Local for
example), CTN, cafe, dry cleaners, pharmacy, etc.

2.37

The focus of the Phase 1 AAP (correctly so in our view) is to ensure that it is better
connected with the rest of the town centre (and the potential future Chelsea-Hackney
Line station).

Against this background, the AAP (Policy 29) identifies the need for

new pedestrian crossings across Dalston Lane, to link with the proposed new Eastern
Curve

(Character

Area

05)

and

redevelopment (Character Area 02).

the

potential

Kingsland

Shopping

Centre

It also identifies the need for a pedestrian

crossing across Kingsland Road to provide direct east-west connections with the new
bus interchange and with Dalston Junction station. We consider that the proposals to
improve the pedestrian links in this area and across the town centre as a whole to
create a stronger, more legible and safer retail circuit is vitally important to help ‘stitch
together’ the different Character Areas and underpin the viability of the different
development opportunities. These proposals are sound and will help to underpin the
overall vitality and viability of the town centre over the long term.

DELIVERING THE RETAIL & LEISURE STRATEGY
2.38

The AAP (Policy DTC 08) identifies the need to improve and strengthen the town
centre’s retail and commercial leisure provision. It is clear that the redevelopment of
the Kingsland Shopping Centre (Character Area 02) and the proposals for the ‘Eastern
Curve’ (Character Area 05) represent the key opportunities to significantly strengthen
the town centre’s overall retail offer, pedestrian circuit and environment in accordance
with its important role and function in the Borough’s and London’s network of centres.

2.39

Dalston currently benefits from a diverse mix of local independent retailers. However,
the evidence shows that it has an under-provision of national multiples for a centre of
its size and status. In our view the current attractive rental levels and existing pipeline
of secondary accommodation will ensure that there will be sufficient availability in the
future for independent outlets seeking space within the town centre, principally on
Kingsland High Street but also in other areas (including, for example, Dalston Terrace).
This will complement and balance the need for larger modern units proposed as part of
the phased redevelopment of the Kingsland Shopping Centre and the ‘Eastern Curve’.
We therefore consider that the AAP’s proposal to achieve a good balance of
independent and multiples is robust, sound and in accordance with PPS4 (Policy EC4).
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2.40

The current representation of national multiples in the town centre (such as
Sainsbury’s, Matalan and Peacocks) indicates that there is a good, albeit limited
catchment to sustain their turnover and overall viability. The AAP proposals also
provide the opportunity to attract new multiple retailers and commercial leisure
operators by providing larger modern ‘fit-for-purpose’ and flexible shop units as part of
the phased redevelopment of the Kingsland Shopping Centre and ‘Eastern Curve’. In
turn, this will help to extend and strengthen the retail circuit and improve footfall
across the town centre as a whole, in accordance with Dalston’s role in the network
and hierarchy of centres.

2.41

The new and improved transport interchanges at Dalston Junction (Character Area 08)
and Dalston Kingsland Station (Character Area 01) will also help to promote new trips
and effectively deliver additional footfall into the ‘heart’ of the town centre, creating a
sense of arrival and contributing to the overall street activity and vitality.

The

resultant ‘claw back’ of shoppers and uplift in footfall will, in turn, benefit other
shopping streets, shopping locations (such as Ridley Road Market) and businesses in
Dalston town centre, making it a more attractive place to live, work, shop and visit for
a range of uses and activities, not just retail.
2.42

The phased redevelopment of the Kinglsland Shopping Centre and ‘Eastern Curve’
provide a clear opportunity to deliver the appropriate size and configuration of units
that national multiples are currently seeking and will be seeking in the future.
According to DTZ the national multiples seeking space in Dalston would typically
require units ranging between 186m2 (2,000 sq ft) and 465m2 (5,000 sq ft). These
units would need to be of a regular shape, with the potential to deliver the optimal
width-to-depth ratio and sufficient ceiling heights.

The units should also be flexible

enough to be either combined or sub-divided, with the potential for retail uses at first
floor level.

DTZ’s advice is that curved, narrow, deep units with low ceilings are

generally not favoured.

This is because retailers usually work to a standard format

which is rolled out across the estate, as this helps to keep fit-out costs to a minimum
and protect their brand identity.

In this case DTZ advises that the ‘sweep’ of the

‘Eastern Curve’ will not jeopardise the provision of modern well-configured units.
2.43

According to DTZ, potential retail sectors which could be attracted to Dalston include
the ‘fast fashion’ discounters. This sector includes retailers such as Matalan, who are
already present in centre. Other ‘fast fashion’ retailers who could have requirements
for larger stores in Dalston include, TK Maxx, Primark, H&M and New Look. Currently
Primark is promoting an ambitious expansion strategy across the country and are
currently seeking space of the right size and in the right locations within London and
the South East. In addition, large variety/ discount stores such as Wilkinson and TJ
Hughes could also potentially take larger ‘anchor’ stores in any new development. For
example, the average Wilkinson store is in excess of 1,580 m2 (17,000 sq ft) and TJK
Hughes stores are usually circa 2,323m2 (25,000 sq ft).

Although DTZ has advised

that there are currently no existing requirements for Wilkinson or TJ Hughes in
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Dalston, this is not unexpected as retailers and other operators tend to be
‘opportunity-driven’.

They will only usually make decisions on taking space in new

shopping locations and developments based on their assessment of the existing
representation, competition and the strength and ‘fit’ of the local catchment and
customer profile.

Additionally there could be potential for national retailers already

present in the local area (such as Peacocks and Argos for example) to relocate to
larger, more modern, better configured stores.

This would, in turn, free up their

existing units for redevelopment.
2.44

We also consider that there is potential to improve the food and drink offer in Dalston
to stimulate both the daytime, early evening and night-time economies. The clustering
of cafes, restaurants and bars into ‘quarters’ is a common approach, as it is easier to
manage and police. Furthermore, the differentiation between Class A3-A5 uses aimed
at specific demographic profiles/ groupings can also help to improve perceptions of
safety across centres (for example, by clustering cafe/ restaurants aimed a theatregoers, cinema-users and families, away from bars and nightclubs targeted at the 1830 age group). DTZ has advised that there is potential to introduce some more midmarket players such as, for example, Nando’s and Gourmet Burger Kitchen (GBK).
These would ideally need to be located in areas of high footfall and passing trade (for
example, in close proximity to the cinema and station areas). There is also potential
for cafes and coffee shops (such as Costa Coffee and Coffee Republic) to take space in
or around the station areas. These operators generally seek units ranging in size from
46.5m2 (500 sq ft) to 232m2 (2,500 sq ft).

2.45

As the Stage 1 Retail Study identified, consideration must also be given to competing
developments coming on stream within neighbouring boroughs, principally the opening
of Westfield Stratford City in September 2011.

However, we consider that the

emerging proposals for Stratford Town Centre rather than Westfield Stratford City
represent more of a threat to the Borough’s centres over the long term, as it will be
competing ‘like-for-like’ with Dalston for discount and mid-range retail and leisure
operators looking to take space in this part of London.

In this context, despite the

impact of the economic recession on new shopping centre developments, we consider
that the early phasing, marketing and development of the Kingsland Shopping Centre
and Eastern Curve will be critical to help stimulate operator interest and demand, and
to underpin its commercial viability and chances of success. Therefore we advise the
Council that they should be looking to push forward the co-ordinated programme of
proposals for Character Areas 02 and 05, in advance of the development and
regeneration strategies proposed for other centres, including Stratford Town Centre.
2.46

Lessons from the last decade of retail-led town centre regeneration confirm that it can
take 10-15 years from masterplanning to delivery, and often requires the use of CPO
where issues of land ownership and land assembly are complex. In this case, it is vital
that the Council works in partnership with the owners of the Kingsland Shopping
Centre and other land owners to help deliver the comprehensive and co-ordinated
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phased redevelopment centred around the ‘Eastern Curve’ over the next 5-10 years, to
create a new ‘High Street’, with active frontages. Central to the planning of any new
retail development in this location will be the servicing of the units and how this could
impact on other uses, such as residential above ground floor level. There therefore
needs to be adequate provision made for heavy good vehicles, turning circles and
storage areas within the development fabric. These details are all closely reviewed by
potential retailers and it is therefore critical to the success of any new scheme that the
retail units are ‘fit-for-purpose’.
2.47

Incorporating other uses within a mixed use development also needs careful
consideration and planning, so as not to negatively impact upon the uses being
delivered. It is apparent from shopping centre developments in town centres across
the UK that retail can work well with residential uses. Some of the positive benefits
include, the creation of active frontages at ground floor level, improved perceptions of
safety due to streets being ‘overlooked’ and a ‘captive’ local catchment above street
level.

However consideration will need to be given to access arrangements to the

residential development, as parking and service vehicles need to be able to work
together effectively and efficiently. Often investors do not like to undertake liability for
residential units within a scheme and therefore innovative design and construction
methods are required to allow the two uses to co-locate seamlessly without impacting
on the servicing of the other.
2.48

Finally, it is clear that the physical construction and phasing of the development will
need to be carefully considered, designed, planned, tested and marketed (preferably
through the preparation of a planning, development and design brief) to ensure it
integrates with the existing built environment and that it can be delivered in practical
terms within a reasonable period of time.

CONCLUSIONS
2.49

In conclusion, we consider that the overall retail and leisure strategy and proposals for
Dalston Town Centre as set out in the AAP are sound. The AAP’s main objective is to
achieve a complementary mix of uses across the town centre to increase the diversity
and choice for a wide range of age and social groups. This involves balancing the need
for new multiples to strengthen Dalston’s retail and commercial leisure offer, whilst
supporting

and

strengthening

the

centre’s

independent, specialist and ethnic businesses.

unique

offer

and

mix

of

smaller

In our judgement the AAP proposals

and policies will help to achieve this ‘balancing act’ and the AAP is therefore in
accordance with PPS4, which calls for local planning authorities to proactively plan to
promote competitive town centres and provide for consumer choice.
2.50

Notwithstanding this, we advise the Council that the 2005 Retail and Leisure Study
should be updated as a priority, as it will provide the important evidence base needed
to inform the emerging AAPs.

The updated study is needed to help establish the
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current role and function of the Borough’s main centres, and identify any changes in
shopping and leisure patterns over the last 6 years. It will also provide the necessary
evidence in terms of the economic capacity for new retail (comparison and
convenience goods) and leisure floorspace (principally Class A3-A5 uses) to inform the
key policies and proposals set out in the AAP. Currently we advise that despite the
good baseline information provided, limited reliance can be placed on the capacity
forecasts set out in the 2005 Retail and Leisure Study. Notwithstanding this, we do
consider that the proposals to focus new comparison goods floorspace and attract new
multiple retailers to Dalston represent robust and sound objectives, in accordance with
its role in the Borough’s network and hierarchy of centres.
2.51

In summary, it is apparent from our review and assessment of the key AAP Character
Areas and site-specific policies that the co-ordinated and comprehensive phased
redevelopment of Kingsland Shopping Centre (Character Area 02) and ‘Eastern Curve’
(Character Area 05) together represent ‘clear and present’ opportunities to attract new
multiple retailers and leisure operators to the town centre by providing larger, flexible
and ‘fit-for-purpose’ units.

The timescales for the delivery of the different

development opportunities across these two character areas will be dependent on the
Council’s ability to deal with the different land ownership and land assembly issues, not
least working in partnership with the owners of the Kingsland Shopping Centre.
Notwithstanding this, it appears that good progress is being made by the Council and
we consider that it is realistic to assume that the new high street with active frontages
along the ‘Eastern Curve’ should be capable of being delivered before 2020, at the
latest.
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3.0

HACKNEY CENTRAL AAP

3.1

The Hackney Central (Phase 1) AAP – Masterplan was published in November
2009 and sets out the framework for shaping the future regeneration and development
of the town centre to help maintain and enhance its continued role as an important
District Town Centre.

3.2

This section first provides a brief overview of the background to the AAP, including the
Council’s vision and objectives for Hackney Central and the retail strategy proposed to
achieve this vision.

In this context it then specifically reviews the proposals for the

main Character Areas and opportunity sites identified for significant new retail and
commercial leisure development.

Based on our review and appraisal, we provide a

“soundness check” as to the proposed location, scale, mix and timescales for the
delivery of new floorspace.

BACKGROUND, VISION & STRATEGY
3.3

As the Stage 1 Retail Study described, Hackney Central is the second largest of
Hackney’s town centres after Dalston in terms of total retail floorspace, although it
does have a larger Core Shopping Frontage area. The centre supports a total of
51,300m2 gross ground floor floorspace, but only 55% is used for retail purposes. The
remaining floorspace is occupied by leisure and office uses largely associated with the
centre’s important civic and administrative functions.

3.4

Hackney Central is identified as a major focus for regeneration in the adopted Core
Strategy. The AAP area comprises just under 40 hectares and the extent of the
boundary is defined in Figure 2.2 of the AAP.

As for Dalston’s AAP, the Phase 1 AAP

for Hackney Central has been prepared to guide and manage complementary new
development over the development plan period. It has been specifically prepared in
the context of the three fundamental influences that shape the area, namely:


the Town Hall, Hackney Empire Theatre, Ocean venue and other related facilities
establishing this as the civic and cultural heart of the borough;



the intimate qualities of the Narrow Way, flanked by St John’s-at-Hackney Church and
churchyard, an area with a very distinctive feel; and



the fact that, like Dalston, the area is increasingly becoming a focus for cultural and
creative activities, some transferring from Shoreditch.

3.5

The Council’s vision for Hackney Central is for:
“Hackney Central as a thriving and diverse town centre and civic, cultural and
administrative hub for the Borough, serving the needs of its residents and offering
distinctive shopping streets with a range of independent and larger shops, leisure,
employment including cultural and creative industries and third sector employment
and community and cultural facilities. Hackney Central will support its unique and
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historic public spaces; provide a variety of high quality housing types and tenures; and
be an accessible place with rail and bus services, less traffic congestion and safe wellused pedestrian and cycle links.”.
3.6

The Phase 1 AAP Framework sets out objectives which are used to structure Part B of
the document based around 28 Town Centre Draft Policies and 15 Town Centre
Opportunity Site Policies.

3.7

Objective 8 of the AAP aims to ensure that land uses are “...well integrated and
incorporate mixed use models generating active ground floors”.

Policy HCTC 06

specifically supports the creation of a vibrant, mixed use town centre and states that
the Council will encourage development proposals that enhance the quality and
diversity of Hackney Central town centre and mixed use character for a range of retail,
business, residential, hotel and community facilities along with associated parking and
improved public realm. The Land Use Strategy figure designates a balanced approach
to general land uses (indicating the dominant use) to strengthen town centre vibrancy,
linked to the Character Area and Site Specific Policies in Part C.

All proposals for

development should have regard to this land-use strategy.
3.8

Objective 9 of the AAP identifies and promotes retail themes and opportunities within
the town centre that will support a vibrant and diversified retail offer. The town centre
retail strategy is set out in Policy HCTC 09 and seeks to strengthen the town centre
retail offer to provide a distinctive, attractive and unique experience.

The aim is

provide a mix of national multiples, an enhanced range of independent retailers and
other service providers within an improved environment that benefits all town centre
users.
3.9

As the Stage 1 Retail Study highlighted, the majority of the shops in the centre are
occupied by small independent retailers and there are limited multiples (apart from
Tesco and M&S). The poor representation of national retailers and suitably large units
means that a significant proportion of people living in the centre’s local catchment area
currently shop elsewhere for their comparison shopping needs and, to a lesser extent,
their main ‘bulk’ food shopping. It is acknowledged that there are few suitable large
opportunity sites in and around the town centre that provide the potential for
significant additional retail and commercial leisure space. Furthermore, it is accepted
that strong competition from larger neighbouring town centres and shopping locations,
together with emerging centres such as Westfield Stratford City, makes competing
directly with these locations for comparison goods and specifically fashion shopping
very difficult.

3.10

The Council’s Strategy for the enhancement of the retail environment is based on a
number of key objectives. These include:


Strengthening the Shopping Circuit - The focus of the strategy is to provide an
attractive and safe pedestrian retail circuit, mainly through the proposed redevelopment
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of the Tesco site and by ‘breaking through’ the ‘barrier’ of the railway to open up access
to Narrow Way and the Clapton Bus Depot site for future redevelopment.


Strengthening the Primary Shopping Area (PSA) - by retaining and improving the
existing high street retail character of Mare Street and the Narrow Way, and extending
the PSA to include some of the key development opportunity sites.



Enhancing the Secondary Shopping Area (SSA) – the Retail Strategy takes a town
centre wide approach which balances the need to strengthen the PSA and retail offer,
with the need to maintain and enhance the viability of the SSAs as the location for a mix
of smaller specialist independent retailing.



Promote the Leisure and Evening Economy - Clear potential is identified for Hackney
Central to become a more vibrant centre for civic and cultural uses, particularly with the
setting of the Hackney Empire and Ocean venue. The provision of good quality places to
eat and drink during the daytime and evenings is also identified as key to supporting and
complementing both the existing retail offer and the leisure/ cultural facilities. A pretheatre dining culture is also identified around or within easy walking distance of the
Town Hall Square.

3.11

The opening of the ‘Hackney Picturehouse’ in Autumn 2011 represents a significant
step in meeting these objectives, as it will help to promote and strengthen Hackney’s
wider leisure and night time economy. We understand that the Picturehouse will have
4 cinema screens, a street level cafe and upstairs bar. The leisure offer will be very
eclectic and will appeal to a wide demographic profile. For example, it will show a mix
of

‘blockbusters’

and

‘art-house’

documentaries,

alongside

independent

and

international films, as well as staging other events such as music broadcasts, theatre
and opera. In our judgement the Picturehouse, along with the critical mass of other
existing and proposed leisure, entertainment and cultural attractions in Hackney, will
provide a diverse range of complementary evening and night-time uses that will appeal
to a wider range of age and social groups.

This is in accordance with the

Government’s objectives and policies set out in PPS4 (Policy EC4) for local planning
authorities to promote and manage the evening economy in centres.

CHARACTER AREAS & OPPORTUNITY SITES
3.12

The AAP identifies 10 character areas within the town centre and 15 potential
opportunity sites (see AAP Figure 3.1 and Table 3.2; Appendix 2 to this report). The
proposals for the opportunity areas will support the town-wide aspirations, objectives
and vision (Policy HCTC 18).

3.13

Some of the character areas and sites present opportunities for new development,
including retail, leisure, residential and other commercial uses, whereas others are
more suited to refurbishment and/or other improvements. The Council advise that the
opportunity sites listed are not exhaustive and over the Phase 1 AAP period further
opportunities may come forward. Developers are therefore encouraged to engage with
the Council early in preparing development proposals for sites.
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3.14

Policies for each Opportunity Site should be read alongside the other policies set out in
the Phase 1 AAP. The policies identify appropriate uses and where applicable, the
appropriate scale and development on the sites. The policies avoid being too explicit
in terms of the amount and mix of different uses, leaving flexibility in the development
of proposals through the planning process.

The AAP states that informal planning

guidance in the form of Development Briefs may be prepared for individual character
areas and proposal sites, on a site-by-site basis, to provide greater clarity to
encourage delivery and implementation.

Character Area 01: Mare Street East
3.15

The area to the east of Mare Street incorporating Tesco and the Clapton Bus Depot is
one of the largest and most significant opportunity areas in the town centre. In our
judgement it clearly provides the greatest potential for major new town centre
development and regeneration to help Hackney Central maintain and strengthen its
role in the Borough’s and London’s shopping hierarchy. However, at present the area
has no overall defining quality and it is identified as one of the weakest locations in
terms of its townscape.

Policy HCTC 19 sets out the Council’s aims for the co-

ordinated redevelopment of the 7 identified opportunity sites within this area to
provide a new high quality mixed use urban quarter (see Figure 9.1 of AAP).

We

review the potential for the Tesco and Clapton Bus Depot sites to accommodate new
retail and leisure development in more detail below.
The Tesco Site & Surrounding Properties (Sites A1, A2, A3 and A7)
3.16

The AAP identifies the Tesco store (Site A1) on Morning Lane as having significant
potential for major new retail-led mixed use development to provide a larger
replacement ‘anchor’ foodstore, served by basement level parking and a mix of
residential and commercial development on the upper floors.

3.17

Currently, the existing store makes an important contribution to the overall vitality and
viability of the town centre.

The store ‘anchors’ the town’s wider retail and service

offer and also provides the centre’s only significant off-street parking, serving both the
store and the town centre as a whole (i.e. some 254 surface-level spaces).

It also

helps to generate some ‘linked’ trips and ‘spin-off’ expenditure to other shops and
businesses in the town centre.
3.18

However, it is recognised that the store is small by modern standards (3,204m2 gross/
1,964 m2) and is not meeting the wide-ranging needs of the Hackney’s catchment
population. Tesco Stores Limited (TSL) has confirmed that the existing store is not ‘fit
for purpose’ and is significantly ‘overtrading’, resulting in an over-crowded and
congested store and car park, particularly during peak shopping hours. At the same
time, the store does not have the necessary critical mass in terms of the scale and
range of its retail offer to prevent a high level of ‘leakage’ of shoppers and expenditure
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for main ‘bulk’ food shopping out of the local area, particularly to out-of-centre
foodstores.
3.19

The existing single storey retail store and extensive surface parking makes inefficient
use of the site, especially considering its town centre location and high level of
accessibility. It is also physically detached from the rest of the town centre located on
Mare Street and does little to contribute to a ‘lively’ and viable pedestrian retail circuit.

3.20

Spenhill (the mixed use regeneration subsidiary arm of Tesco Stores Limited)
submitted a planning application in December 2008 for a large format ‘Tesco Extra’
store with a gross floorspace of 11,125m2 (119,750 sq ft), a retail sales floorspace of
7,610m2 (81,914 sq ft). The store was proposed at first floor (5,210m2) and second
floor (2,400m2) levels.

Residential apartments were proposed above the retail

foodstore along the frontage with Morning Lane.
3.21

In addition to its more traditional food offer, some 2,800m2 net of comparison goods
floorspace was proposed (although this was an indicative figure and TSL indicated that
it could be subject to change † ). The ‘Extra’ format typically sells a range of non-food
goods including, clothing; footwear; smaller electrical goods (such as computers,
mobile phones and small TVs/audio products); CDs and DVDs; household and
kitchenware; toiletries; health and beauty products; pharmacy; and other non-food
goods. In addition, eight small (Class A1, A3 and A4) retail units were proposed with a
total gross floorspace of 1,000m2 (10,764 sq ft). The store would be served by some
400 car parking spaces at basement and ground floor levels, which would also be
available to other shoppers and visitors to the town centre as a whole.

3.22

Notwithstanding the proposals, we understand that the planning permission was
refused at Planning Sub-Committee because of parking and air quality concerns.

At

the time of preparing this Stage 2 study we also understand that Spenhill has not
responded to the refusal of planning permission.

Clearly if the proposed Tesco

redevelopment is ‘shelved’ then this will have significant implications for the retail
strategy underpinning the AAP. We consider the implications and potential options for
the AAP ‘with’ and ‘without’ Tesco in more detail later in this section.
3.23

Apart from the Tesco site (Site A1), the AAP also outlines the adjacent properties on
Site A2 (Tesco Site West and back of Mare Street), Site A3 (5-13 Morning Lane) and
Site A7 (2-20 Morning Lane and Hackney Trades Hall) as having potential for ground
floor retailing (Class A1), with residential apartments on the upper floors (up to 6
storeys) and an improved public realm to Morning Lane. Ground floor frontages are
also encouraged along Morning Lane to help promote an active high street
environment.

† Please note that the Council could place a condition on the mix of food and non-food sales in the store.
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3.24

In our view, the provision of active frontages along Morning Lane is important as part
of the redevelopment of the Tesco site, as it will help to encourage stronger pedestrian
movement and footfall to and from Mare Street. In turn, this will help to support the
proposals for a new high quality pedestrian link and public space to connect Morning
Lane to the north side of the elevated railway. We consider that this new pedestrian
‘link’ is vitally important to the town centre for a number of reasons.


First, it will help to ‘break through’ the ‘barrier’ of the railway and open up the bus depot
site for new development as part of the phased regeneration of the area.



Second, it will create a stronger retail and pedestrian circuit, encouraging movement and
generating higher footfall across the Character Area (specifically Sites A1 and A4/A4) and
the town centre as a whole.



Third the provision of a new pedestrian link will make a significant contribution to the
overall viability and deliverability of proposals for new retail and mixed use development
to the north of the railway line, on the Bus Depot site (Sites A4-A5) and Bohemia Place
(Site A6).

At present the Bus Depot site is effectively ‘cut off’ from the town’s main

shopping area and pedestrian circuit.

In our view the pedestrian link will help to

underpin the viability of the eastern end of this site for potential new retail development
by increasing footfall and activity in this area. We consider this in more detail below.

3.25

Overall we consider that the proposals for the Tesco site (Site A1), the surrounding
properties (Sites A2, A3 and A7) and the proposed pedestrian ‘link’ are all sound. We
consider the implications for the emerging AAP and the Council’s objective to
consolidate and strengthen the town centre’s overall vitality and viability ‘with’ and
‘without’ the AAP proposal in more detail below.
The Clapton Bus Depot Site (Sites A4/A5)

3.26

The redevelopment of the Clapton Bus Depot (Site A4), which is owned and managed
by Arriva, represents the only other substantial opportunity in Hackney town centre for
large-scale

comprehensive

retail-led

mixed

use

development.

However,

the

availability, suitability and viability of this strategic site for redevelopment will clearly
depend on the relocation of the bus depot facility. The Council will therefore need to
continue their engagement with Arriva to identify and agree the likely timescales for its
relocation.
3.27

A new north-south public pedestrian link is proposed to connect the site and St Johnat-Hackney Churchyard and Gardens with Morning Lane, through the redeveloped
Tesco site. As described above, we consider that this link is vitally important over the
short term to help ‘open up’ this site.

Over time the link will help to generate

pedestrian trips and footfall between the major redevelopment opportunity sites to the
north (the Bus Depot site) and south (the Tesco site) of the London Overground Line.
3.28

In our judgement the provision of new retail uses on Site A4 will not only depend on
the provision of this pedestrian link with the Tesco site to the south, but will also
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depend on the provision of good linkages and visibility to the west of the site from The
Narrow Way, Mare Street and on to the station (see Sites B1 and B2 below). In this
context if not designed to consider the redevelopment of Site A4, Site A5 to provide a
standalone building fronting Mare Street and The Narrow Way (350-352 Mare Street)
could effectively act as a significant ‘barrier’ to access and movement to the rest of the
Bus Depot site (i.e. Site A4). In our view the early development of this site as shown
by the emerging AAP would have a potentially harmful impact on the viability of
providing for new retail development on the rest of the site.

This should be

investigated in more detail through the development of detailed planning and design
options. We consider this in more detail below.
Bohemia Place (Site A6)
3.29

The proposed redevelopment of both Tesco and the bus depot also provides the
opportunity to open up access to the Railway Arches at Bohemia Place (Site A6) and
integrate them more into the town centre-wide retail offer by creating a distinctive
environment and mix of uses.

In our judgement the potential for, and viability of

providing a mix of Class A uses in Bohemia Place will be predicated on the delivery of a
new north-south link through the arches to the western end of Bohemia Place, and the
delivery of a critical mass of new retail and mixed use floorspace on the Bus Depot
site.

This will ensure the necessary pedestrian footfall and passing trade that we

consider will be needed to support the smaller scale independent retail (Class A1),
eating and drinking offer (Class A3-A5) and other uses proposed for Bohemia Place.
The development of Bohemia Place is therefore inextricably linked to the redevelopment of the Tesco site and the Bus Depot site.

Character Area 02: Amhurst Road
3.30

Under Policy HCTC 20 the Council states that it will encourage co-ordinated
redevelopment of the opportunity sites within Character Area 02 (Amhurst Road) for
predominantly mixed-use and station-related development. This area is important as
Amhurst Road forms a major route into Hackney Central from the northwest and
connects Dalston Lane junction to the southern end of The Narrow Way in the heart of
the town centre.

3.31

Two key development opportunity sites are identified.

Site B1 (Gibbons Site, 7-19

Amhurst Road) for a 4-5 storey building comprising a mix of retail units (use classes
A1-A5) at ground floor and commercial office space, residential and/or hotel uses (C1)
above. Site B2 (Amhurst Gateway) comprises the former Hackney Central station
ticket office building for renovation and the provision of a new ticket hall and main
station entrance, with the potential for office accommodation ay an upper level.
3.32

In our judgement the redevelopment of the above sites represents a significant
opportunity to enhance the station area and provide a landmark building in a location

July 2011

London Borough of Hackney
Retail Centres Study
Stage 2 Report

that forms an important ‘gateway’ to the town centre.

This area is an important

transport hub and focal point for Hackney Central and will therefore need to be fully
integrated into the retail circuit.

For example, we advise that the Council should

provide a well signed, highly visible and attractive pedestrian link to the eastern end of
Site A4 to help underpin the viability of the Bus Depot site for redevelopment. In our
judgement Site B1 will benefit from the a high level of day-to-day footfall needed to
underpin the viability of retail and service businesses that will primarily serve the more
frequent needs of station users and passers-by.

Possible uses could include, a

newsagents, convenience store, dry cleaners, cafes/ takeaways, etc.
3.33

Based on our review we consider that both sites provide the opportunity for new retail
and commercial leisure uses at ground floor level and that the proposals in the
emerging AAP are therefore sound in our judgement.

Character Area 03: Mare Street
3.34

Under Policy HCTC 21 the Council is promoting the enhancement of Mare Street as
the principal high street shopping spine. The aim is to reinforce its historic and diverse
character through sensitive new development. Two development opportunity sites are
proposed, along with the enhancement of the public realm. Site D1 (The Narrow Way
Northern Gateway) is identified for a mixed use ‘anchor’ development comprising retail
(Classes A1-A4) and/or leisure uses at the ground and first floors, with residential
above and to the rear of the development in a 4-6 storey building. Site D2 (302-304
Mare Street) is a small, but prominent corner site at the junction of Morning Lane and
Mare Street, which will connect Mare Street to the emerging Tesco development site.
The Council is proposing to comprehensively redevelop the site for a 5 storey high
quality mixed-use development of landmark design.

Retail use will be provided at

ground and first floor levels with commercial office accommodation on upper floors.
3.35

Based on our review we consider that both opportunity sites represent realistic
locations for new retail and commercial leisure uses at ground floor level and the
proposals in the emerging AAP are therefore sound in our opinion.

Character Areas 04 - 10
3.36

The other seven Character Areas set out in Part C of the AAP are predominantly
identified to improve the town centre’s overall environmental quality and safety. There
are no new retail or commercial leisure uses identified for these areas. For this reason
we have not reviewed the ‘soundness’ of the proposals and policies.
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DELIVERING THE RETAIL & LEISURE STRATEGY
The Need for New Retail-Led Development
3.37

As the Stage 1 Report highlighted, the research evidence ‡ accumulated over a number
of years clearly shows that Hackney Central is underperforming as a shopping centre.
For example, an increasing proportion of the centre’s local catchment population
currently travel outside the local area to do their main food shopping, and even more
people travel out of the area to do their comparison goods shopping. This is mainly
due to the poor shopping environment and lack of choice within the town centre itself.

3.38

New retail developments (either proposed, committed or under construction) in the LB
Hackney (i.e. the proposed redevelopment of the Kingsland Centre in Dalston) and in
§
neighbouring areas will also have the potential to draw an even greater proportion of

shoppers and retail expenditure from Hackney Central over the short, medium and
longer term.

For example, the Council’s own Retail and Leisure Study prepared by

Roger Tym & Partners (RTP) in 2005 forecast that the cumulative trade draw to
Stratford City and the extended Kingsland Centre from Hackney Central could be circa
£3.0m.

This represents a potentially significant impact on the centre’s increasingly

“fragile” vitality and viability as a comparison goods shopping destination.
3.39

It is also important to note that these impact forecasts were carried out over five years
ago and we therefore recommend that they are updated as part of any review of
Hackney’s Retail Strategy and Policy in order to help assess the effects of the economic
recession on the capacity and impact forecasts, as well as the changes in Hackney
Central’s market share of food and non-food retailing. In our judgement, the centre
could be even more vulnerable to trade diversion and impact from competing stores
and schemes.

3.40

However, this assumes that no new retail floorspace and investment will occur in
Hackney Central in response to these challenges over the short, medium and longer
term.

Our review and initial appraisal of the Character Areas and key development

opportunity sites has clearly identified that Sites A1/A2/A3/A7 (the ‘Tesco site’ and
surrounding properties) and sites A4/A5/A6 (the ‘Clapton Bus Depot sites’ and
Bohemia Place) represent the most significant and realistic opportunities to provide the
appropriate scale, type and mix of new retail floorspace needed in Hackney to help
maintain and enhance the centre’s role in the Borough’s and London’s shopping
hierarchy.

‡ Including the 2005 Retail & Leisure Study prepared for the Council by Roger Tym and Partners; the Hackney Central
AAP; and the London Town Centre Assessment.
§ As the Stage 1 Report identified, Stratford City is the main shopping centre scheme scheduled to open in September/
October 2011, but other significant new retail investment and floorspace is planned for Canning Town, Stratford Town and
other centres in the wider sub-region.
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3.41

It will be necessary for the Council to review and assess the different options for the
town centre depending on whether the Tesco site can be developed as the emerging
AAP identifies.

The following sets our thinking with regard to the options for the

Council ‘with’ and ‘without’ the Tesco redevelopment opportunity.

Option 1: ‘With’ Tesco Redevelopment
3.42

The Phase 1 AAP has identified the considerable potential to redevelop the Tesco site
(Site A1). In turn, we consider that this will act as a significant catalyst to help kickstart the co-ordinated and timely redevelopment of the surrounding properties (Sites
A2, A3 and A7) either as part of, or following on from the Tesco redevelopment. We
also consider that these sites provide good locations for a mix of complementary uses
to Tesco, including new retail (Class A1) and eating and drinking outlets (Class A3-A5).

3.43

Drawing on the evidence prepared in support of the Tesco Extra proposal, we set out
below our high level assessment of the potential positive and negative impacts of the
proposed redevelopment of the Tesco site (Site A1) for the town centre as a whole.
This has been prepared in the context of the two main impact considerations set out in
PPS4 relating to applications for all economic development (Policy EC10) and
specifically to retail proposals (Policy EC16).
The impact on planned investment.

3.44

Under Policy EC16.1.a of PPS4 it is necessary to assess the impact of new proposals on
existing, committed and planned public and private sector investment in centres. In
our judgement the proposed redevelopment of Site A1 at the heart of Character Area
01, alongside the refurbishment Hackney Central Station, will act as a significant early
catalyst to help ‘kick start’ the key proposals outlined in the Phase 1 AAP.

The

development would significantly improve the quality of the environment within and
around the application site, and would help to increase confidence and encourage
investment across the centre as a whole. In our judgement it represents an ‘early win’
that will go some way to achieving the Council’s objectives of maintaining and
enhancing Hackney Central’s role as an important shopping, civic and cultural focus for
the local community and the wider Borough population.
3.45

As highlighted above (and described in the Stage 1 Report), the vitality and viability of
Hackney Central as a shopping location suffers because many of the local residents
choose to shop elsewhere for their main ‘bulk’ food shopping and particularly for their
comparison goods shopping. The proposed development of the Tesco site for a larger
foodstore would help to ‘claw back’ people to the centre to carry out their shopping in
a more sustainable location. The increase in shopping trips to the centre would, in
turn, raise the profile and attractiveness of the centre for other businesses and
investors looking for opportunities in the Borough.

Furthermore, the provision of

significant new residential units of different types and tenure above the foodstore
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would also represent a significant ‘vote of confidence’ in Hackney Central’s residential
market, to the benefit of other opportunity sites identified by the AAP for new
residential development.
Impact on town centre vitality and viability.
3.46

PPS4 (Policy EC16.1.b) requires the assessment of the impact of proposals on town
centre vitality and viability, including local consumer choice and the range and quality
of comparison and convenience offer in a centre. Based on our experience of similarly
located stores on the edge of primary shopping areas, we consider that the proposed
retail store has the potential to have a positive impact on Hackney Central’s overall
vitality and viability.

The research evidence shows that edge-of-centre stores

encourage more people to shop for both convenience and comparison goods and do
increase the opportunities for other shops and businesses to benefit from linked trips
and ‘spin-off’ expenditure.
3.47

Recent research published by the University of Southampton in October 2010 entitled
‘Revisiting the Impact of Large Foodstores on Market Town and District Centres’ carried
out ‘before’ and ‘after’ studies following the opening of new large ‘in-centre’ and ‘edgeof-centre’ foodstores in a number of smaller to medium sized centres, including
Shepton Mallet, Haydock, Gorton and Cheadle.

Although no two case studies are

exactly the same and impacts will vary on a case-by-case basis, the research identified
a number of common themes including:


Supermarkets built on edge-of-town centres encourage significantly fewer local residents
to leave the towns for their main food shopping (56% before opening, down to 25% post
opening)



These new supermarkets are not just used for ‘one-stop’ shopping. Research indicates
that shoppers link their trips to the supermarket with visits to other shops thereby
increasing town centre footfall and enhancing vitality & viability. Overall two thirds of
consumers who used the new foodstores combined it with the existing retail centre on
some level.



A year after opening of the new supermarkets two-thirds of consumers believed the new
stores were beneficial to themselves, local residents and the town centre.



A range of different town centre traders were positive about the impact of new
supermarkets on local residents and the town centre. They took a generally positive or
neutral view on the impacts on their own businesses (for example, only 22.3% thought
the impact on their business had been negative, whereas a slightly higher proportion –
26.4% - thought the foodstores had been a ‘good thing’ for their businesses).



A detailed review of changes in retail composition of the eight centres provides little
support for widely held views linking supermarket development to the decimation of
existing centres and their retail diversity.



The new supermarkets resulted in a significant changes in modes of travel. For example,
the number of local residents walking to the stores after switching their main grocery
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shopping to the new developments doubled relative to the pre-opening situation. This
reduction in car dependency, together with the resulting increase in food shopping
accessibility for local residents, implies a reduction in food shopping miles.

Impact on in-centre trade/ turnover.
3.48

PPS4 (Policy EC16.1.d) requires the assessment of the impact of planning applications
on in-centre turnover, taking account of current and future consumer expenditure
capacity.

In this context the RIA submitted with the planning application forecasts

that the proposed Tesco Extra will have a total convenience goods turnover of circa
£52.5m in 2010 (at 2006 prices), of which some £48.5m will be derived from main
‘bulk’ food shopping expenditure.

In addition, its comparison goods turnover is

estimated to be between £13m and £15m. This results in a total turnover of between
£65.5m and £67.5m.
3.49

It is forecast that its main food expenditure will be drawn from large foodstores some
way from Hackney Central, with relatively little trading impact on the town centre’s
shops.

The residual turnover from main food shopping of other shops in Hackney

Central (i.e. Marks and Spencer, Somerfield and the other town centre specialist
shops) is estimated to be £11.029m in 2010, which is only slightly lower than the 2008
base year turnover of £11.037m. The direct impact would therefore be minimal and
this does not take account of the likely increase in the overall turnover of these stores
and the town centre, as a result of the linked trips and extra footfall generated by the
opening of the Tesco Extra store.
3.50

For comparison goods it is assumed that the main trade draw would be ‘like-for-like’
from larger foodstores with a similar non-food offer, retail warehouses and dispersed
across a number of shopping locations.

As for convenience goods, the main impact

will be to claw back trade ‘leaking’ to other centres outside Hackney. We also consider
that the impact on comparison goods shops and stores in Hackney Central / Mare
Street will be limited and would be compensated by the ‘spin-off’ activity that will
accrue with the increased attractiveness and footfall generated by the Tesco Extra
store.
3.51

In our judgment the diverse, specialist and niche character of many of the retail
businesses within the town centre will reduce the extent of the direct impact of the
proposed store.

For example, a number of the smaller independent convenience

stores provide specialist food and produce to meet the needs of the diverse ethnic
community in the area (including the Eastern European, Turkish and Afro-Caribbean
communities). Furthermore, the proposed Tesco Extra is replacing an existing, albeit
smaller Tesco store.

In our judgement people that currently and regularly use a

variety of small local and specialist stores in the town centre are unlikely to switch to
the large new store if they already have access to such stores, as this is their preferred
way of shopping.
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3.52

Overall the larger critical mass of the proposed store would draw more people to shop
locally and would therefore reduce the distance that people currently travel (primarily
by car) for their main ‘bulk’ food shopping in larger stores such as, for example, Asda
in Leyton and Sainsbury’s in Haringey.

This will have a beneficial impact on the

environment and on traffic flows, as it will help to reduce the length of journeys made
by car and promote more local shopping trips by other modes.
Whether the proposal is of an appropriate scale.
3.53

Policy EC16.1.e requires the assessment of whether proposals located in or on the
edge of town centres are of an “appropriate scale” in relation to the size of the centre
and its role in the retail hierarchy.

3.54

Based on our review of the AAP proposals we consider that the scale of the proposed
development is appropriate to the role of function of Hackney Central as a ‘District
Centre’ in London’s Strategic Town Centre Network (see Stage 1 Report) and the
definitions set out in PPS4 (Annex B).

It has been acknowledged that there is

significant potential to increase the shopping facilities within Hackney Central to help
‘claw back’ the leakage of shoppers and retail expenditure, and to respond to the clear
and present threats from new and proposed shopping locations within and outside the
Borough area.

The proposal for a replacement ‘anchor’ foodstore on this site will

clearly complement and balance the increased comparison goods provision proposed
for Dalston as the Borough’s higher order centre.
3.55

PPS4 (Policy EC10) is also clear that local planning authorities should “...adopt a
positive and constructive approach towards planning applications for economic
development” and planning applications that secure sustainable economic growth
“...should be treated favourably”.

The five additional impact considerations against

which all applications for economic development should be assessed are set out under
Policy EC10.2.
3.56

When considered against these other economic development impacts it is our view that
this site is highly accessible by public transport (PTAL rating of 6) and will encourage a
more sustainable pattern of shopping, reducing the number and length of car journeys
in accordance with Policy EC10.2.b. Furthermore, the proposed redevelopment of the
site will have a positive impact on local employment in accordance with Policy
EC10.2.e. For example, the RIA forecasts that the proposal will provide 299 additional
new jobs in an area with a relatively high level of unemployment.

Option 2: ‘Without’ Tesco Redevelopment
3.57

Based on our assessment of the main objectives of the proposal in the AAP for a
superstore and mixed use scheme, we are firmly of the opinion that the redevelopment
of the Tesco site to provide a larger anchor foodstore represents a critical first step in
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the Council’s overarching strategy to maintain and enhance Hackney Central’s overall
vitality and viability, and its role as an important District Centre in the Borough’s and
London’s shopping hierarchy. This option should only be investigated in any detail if
the Tesco site is not delivered for redevelopment.
3.58

We strongly advise the Council to continue engagement with Spenhill and Tesco to
work in partnership to deliver a scheme that is acceptable to all sides.

3.59

In terms of car parking, the AAP adopts a zero car parking approach for new
residential development and encourages the promotion of car club parking spaces
throughout the town centre as an alternative. The AAP outlines that the Council will
work with partners including private sector landowners to provide a new underground
car park beneath the redeveloped Tesco site for use by both the public and store
customers. A concern of the Planning Sub-Committee during the determination of the
planning application was the quantum of car parking proposed of approximately 400
spaces. We advise that these concerns need to be carefully balanced with the needs of
the operator to provide the necessary minimum number of car parking spaces for the
proposed store to be commercially viable, particularly as the planning application
allowed for shared parking to serve the town centre as a whole.

For example, we

understand that the Hackney Empire also has an agreement with Tesco for use of the
car park for free after 6pm on the day of performances. In simple terms the proposed
replacement store of 11,125m2 gross is some 2.5 times larger (i.e. 7,921m2) than the
existing store of 3,204m2, but the proposed car parking spaces only increase by 57%
from 254 spaces at present to circa 400 spaces for the new store.
3.60

Should the redevelopment of the Tesco site not occur, it will be necessary to consider
when reviewing the AAP what other options are available to accommodate new retail
and leisure floorspace in the town centre.

3.61

In the medium-long term, the Bus Depot (Sites A4/A5) represents the most realistic
option to consider. We advise the Council that they will need to engage with Arriva at
the earliest opportunity, as the redevelopment and delivery of this site is clearly
dependent on the relocation of the bus station.

If Tesco were not to come forward

with a redevelopment proposal in the short term, the question the Council needs to
address is whether it will possible to ‘fast track’ this opportunity site for redevelopment
over the short term (i.e. within the next 5 years).
3.62

If the Bus Depot site does become available for redevelopment within a reasonable
period of time, then the next issue to consider is what is the most appropriate
development scheme and mix of uses. It is important to note that our initial high level
views set out below have not been informed by a more detailed analysis of the
physical capacity of the site to accommodate new development, or the potential for
access, servicing and new car parking provision on the site that is ‘fit for purpose’ to
serve the needs of modern retail and commercial leisure operators. Notwithstanding
this, we consider that a comprehensive retail scheme with the potential for residential/
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office uses above ground floor level could be viable if an anchor retailer can be located
and serviced at the eastern end of Site A4.
3.63

In this context, we do not consider that the AAP proposals for the early development of
Site A5 are viable over the short term, as it will effectively act as a ‘barrier’ to
movement in a west-east direction from the high street, and will also ‘hide’ any new
retail and mixed use development at the eastern end of the site. In other words we
consider that the early development of Site A5 could ‘blight’ the potential for new retail
and commercial leisure development on Site A4. However, if the redevelopment of the
bus depot site is not deliverable, then the proposals for Site A5 would be acceptable.

3.64

In terms of potential uses, we consider that the Bus Depot site could be attractive to a
foodstore operator, but only if Tesco cannot deliver a larger superstore on Site A1 to
the Council’s satisfaction. However, the potential for a supermarket on this site would
clearly need to be tested by the Council with other major foodstore operators (such as
Morrisons, Sainsbury’s and Asda for example) to determine whether it does represent
a suitable and viable opportunity, and to ascertain their requirements (if any).

3.65

The Bus Depot site may also provide an opportunity to accommodate a range of nonfood operators.

Although the published requirements from non-food retailers for

representation in Hackney is limited, this partly reflects the fact that the supply of
suitably sized units in the town centre do not currently meet the needs of modern
operators. Experience across the country shows that where planned and committed
schemes are brought forward for development, the marketing and letting strategies
will attract interest from retailers that previously had no market demand for the
centre. Notwithstanding this, when making business decisions to locate in centres and
new schemes for the first time, retailers will also take into account a range of other
factors as part of their decision-making including, the size and profile of the centre’s
catchment population and the level of competition in the area. It is therefore difficult
to provide a definitive view as to the types of retailers and the size of units that will be
viable in Hackney Central, as it is not and has not traditionally been regarded as a
major comparison goods shopping destination.
3.66

The desk-top analysis carried out by DTZ has also confirmed that currently Hackney
Central is unlikely to attract a significant number of national multiples. However if a
mixed use redevelopment can be delivered in the heart of the town centre, then it will
significantly raise the profile of Hackney Central. DTZ advise that this redevelopment
potential, combined with the increased catchment and footfall arising from the
proposed new residential offer, will inevitably increase the attractiveness and viability
of the location to operators.

3.67

If the Tesco redevelopment proposal does proceed, then it will also result in a
significant increase in Tesco’s in-store non-food offer. The impact of this could be to
restrict the opportunity for some non-food retailers to take space in Hackney Central.
If this is the case then the focus will need to shift to attracting retailers with strong
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brand presence that will complement rather than compete with Tesco’s non-food offer.
For example, DTZ has identified that there could be demand from retailers such as
Robert Dyas, Wilkinsons and Halfords as Hackney Central is currently under
represented in these specific retail categories. On this basis, Robert Dyas currently
has requirements for stores of up to 465m2 (5,000 sq ft) and Halfords has previously
considered plans for a neighbourhood store format of 372m2 (4,000 sq ft), which is
smaller than its superstore format. In addition, DTZ has identified that specialist home
improvement stores such as Bathstore.com and Tops Tiles could also potentially trade
well in Hackney Central, particularly where they have main road frontage and higher
car parking provision. These retailers will not compete with a full service Tesco store
and their space requirements are typically between 232m2 and 475m2.
3.68

The provision of modern well-configured units with modern floor plates and car parking
provision could also attract existing retailers from their existing stores in the town
centre, dependent on lease terms and delivery timescales. For example, we advise that
the Council engages with some of the key multiple retailers in the town centre (i.e.
Marks & Spencer) at the earliest opportunity to ascertain whether they have
requirements for more space and/or would be interested in taking an anchor store as
part of the potential redevelopment of the Bus Depot site.

3.69

In terms of the potential take-up of new units as part of any redevelopment proposals,
it is also clear from the Stage 1 report that it will have the potential to attract food and
drink operators.

For example, DTZ advise that there is likely to be requirement for

coffee and sandwich operators on the Tesco and Bus Depot redevelopment opportunity
sites, along with potential interest from restaurant operators. Although it is difficult to
predict requirements at this early stage in the planning and development process,
national coffee shop operators such as Starbucks and Costa Coffee typically have
requirements for outlets of up to 140m2 and national restaurant operators generally
require units of up to 250-300m2.

However, in all cases this will depend on the

location and the size and strength of the daytime and evening economies.

CONCLUSIONS
3.70

In conclusion, we consider that the overall proposals for Hackney Central as set out in
the emerging AAP are sound.

3.71

Notwithstanding this, we consider that the proposed redevelopment of the Tesco site
(Site A1) is fundamental to the provision of significant new retail and residential uses
in the town centre and is key to the Council’s overall retail strategy for Hackney
Central.

In our judgement the early development of this site will increase confidence

in the town centre as a shopping location and will act as a catalyst to help ‘kick start’
the development of other key opportunity sites, either at the same time as the Tesco
redevelopment or as part of a co-ordinated phased development.
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3.72

The provision of a large ‘anchor’ foodstore in the heart of the town centre would, in our
experience, result in strong positive benefits for the town centre’s existing shops,
services

and

expenditure.
increasing

facilities

through

‘linked’

trips,

increased

footfall

and

‘spin-off’

It would also benefit the vitality and viability of the town centre by
the

catchment

population

through

new

residential

development;

strengthening the PSA and shopping circuit; creating new active frontages; promoting
activity and vibrancy during the daytime and evenings;

and significantly enhancing

the overall environment. The provision of a car park to be shared with other shops
and facilities in the town centre will also represent a significant boost to Hackney
Central’s overall attraction, in our opinion.
3.73

The potential to create convenient, safe and active pedestrian routes linking the Tesco
site to the Bus Depot site and Bohemia Place on the northern side of the London
Overground line, and to Mare Street along Morning Lane is also vitally important to the
long term success of Hackney Central as a shopping location. The creation of a strong
retail circuit will, for example, act as a catalyst to help bring forward new investment
and development on other opportunity sites in Character Area 01, as well as providing
the stimulus for the phasing of other new projects and proposals across the AAP area
as a whole.

3.74

In our judgement the development options for the Council if the Tesco site is not
redeveloped will be more limited, more problematic and more complex. For example,
the Bus Depot site represents the largest and only real alternative for accommodating
significant

new

retail

floorspace

in

the

town

centre,

but

its

availability

for

comprehensive redevelopment is dependent on the relocation of the Bus Depot. There
are also other issues with regard to the physical capacity of the site to accommodate
major new retail development, and the access, servicing and parking arrangements
that would be required if an ‘anchor’ retailer was identified for this opportunity site. In
this context we advise the Council that it should be looking to prepare a planning and
development brief for the Bus Depot site and Bohemia Place at the earliest opportunity
to help provide more certainty as to the ability to deliver viable new retail-led mixed
use development in this location.
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4.0

MANOR HOUSE AAP
BACKGROUND, VISION & OBJECTIVES

4.1

Manor House is situated towards the north western extremity of the Borough and
straddles the border with LB Haringey.

Its offer is focussed around the junction of

Seven Sisters Road and Green Lanes, which is an important and busy transport ‘hub’.
The Piccadilly Line underground station and established bus routes and stops at Manor
House and all help to generate footfall and vitality across the centre. The entrance to
Finsbury Park (which lies within the LB Haringey) is located at the north-west corner of
the AAP area and is an important resource for the wider local community.
4.2

Manor House is designated as a Local Centre in the LB Hackney’s Core Strategy. It
mainly serves the convenience, top-up and basic service needs of its local resident
population, as well as people using the underground station or visiting the park and
surrounding uses.

However, the centre suffers from a poor street environment and

has a limited retail, leisure and employment offer. There is currently a mix of 15-20
smaller shops (Class A1) and places to eat and drink (Class A3-A5) located around the
main underground station entrances.

A need has been identified for more shopping

facilities, covering a broad range and offer, particularly new food and drink uses (Class
A3-A4).
4.3

The AAP boundary for the Manor House area and the existing area of the Woodberry
Down Estate is set out Figure A3.1 of the AAP. It comprises the area around Manor
House and extends from the Green Lanes / Woodberry Grove junction in the north, to
Amwell Court in the south. The area is also bounded by Portland Rise to the west and
the Woodberry Down regeneration area to the east. The wider area has a mix of other
uses including, inter alia, the West Reservoir Sailing Centre and Clissold Park to the
south; a number of hotels, primarily along Seven Sisters Road west of Manor House;
the Transport & General Workers Union (TGWU) offices in the southern part of the AAP
area; and important community and leisure facilities, such as the John Scott Health
Centre and the New River path, located just outside the plan boundaries are. These
facilities serve the plan area and beyond, and many of their users pass through the
Local Centre and will therefore contribute to its overall vitality and viability.

4.4

At present the centre is poorly connected with the surrounding neighbourhoods and
particularly the Woodberry Down Estate, which is one largest regeneration projects in
Europe. The proposals for Woodberry Down will more than double the current amount
of housing (delivering 4,664 new homes) over a 15 year period. It will also provide a
new Academy, along with additional retail, community and commercial uses.
However, at this stage the location, scale, form and type of new retail, community and
commercial uses proposed to serve Woodberry Down Estate have not been
determined.
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4.5

Nevertheless, it is apparent that neither Manor House nor Woodberry Down are
currently “fit for purpose” to meet the forecast increase in Woodberry Down’s
population over the next 20 years.

This wider regeneration represents a significant

opportunity to diversify and strengthen the roles and offer of both Manor House and
Woodberry Down in a complementary manner.
4.6

Over a 15 year period the Masterplan Vision is for Manor House to become:
“A dynamic local centre with a high quality environment providing a distinctive
gateway to Hackney and the Woodberry Down regeneration area, and an attractive
and accessible focus for local shopping, leisure, community services, and employment
for the surrounding communities.”

4.7

Some seven Masterplan Objectives have been identified to help guide delivery of the
Vision and the approach to planning for the future of the area. In this context, the
following briefly describes the Character Areas and land use strategy set out in the AAP
that seek to improve the quality, scale, diversity and accessibility of Manor House’s
offer over the plan period.

CHARACTER AREAS & OPPORTUNITY SITES
4.8

The AAP (Policy MH 01) identifies the need to deliver a mixed-use local centre that
complements the role of Woodberry Down. We review and comment on the soundness
of this policy objective in more detail throughout this section.

4.9

The new development opportunities identified by the AAP are largely within the
existing urban block structure of the area and no major new streets are proposed. The
aim is also to provide better access to Finsbury Park and erode the perception of the
major road junction as a ‘barrier’ to pedestrian movement.

4.10

The AAP places significant weight on the creation of a new public square (‘Manor House
Square’) at the junction of Woodberry Down and Seven Sisters Road, which it states
will offer the Local Centre with a “sense of place” and create a “gateway to Woodberry
Down”.

4.11

In our judgement the AAP’s proposals to promote ‘fluid’ and safer pedestrian
movement across Manor House and to create a new public square at its “heart” are
sound. The proposals for the public square in particular will act as an important focal
point for the local community and visitors from further afield, creating what we
consider will represent a much needed “heart and soul” for the local centre.

4.12

As part of its key policies and proposals, the AAP (Policy MH 02) seeks to secure an
improved retail and leisure offer to help maintain and improve Manor House’s role as a
local centre. The policy specifically promotes retail and leisure uses within the Local
Centre’s Primary Urban Edge, including the west side of Green Lanes; a major new
‘landmark’ hotel development in the south west corner of Manor House Junction; and
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Class A3/A4 uses within the Primary Frontages. In our judgement the main objectives
of securing an improved retail and leisure offer at Manor House in accordance with its
role and function as a Local Centre are both sound and justifiable. The proposals and
policies reflect the established mix of specialist and convenience retailers in the centre,
and seek to build on this by attracting new uses and creating new attractions.
4.13

Policy MH 02 and supporting text states that at least 50% of the retail provision in
the local centre should “...remain in units sizes of less than 80m2” and places a
restriction on the further development of take-away uses (Class A5) “...unless they are
an ancillary component of a restaurant/ cafe use”.

4.14

We understand that existing retail unit sizes at Manor House vary, but are
predominantly sized around 50-60m2 gross. A policy restricting the scope for
redevelopment to provide significantly larger (and fewer) retail units in the local centre
is intended to ensure that the role and character of the local centre can be maintained
to deliver the objective of a vibrant and vital local centre that meets the needs of the
local community. We also understand that an audit by the Council of sections of retail
frontage at the Newington Green local centre and Stoke Newington Church Street
(both similar retail environments to that envisaged at Manor House) identified that
most units in those centres ranged in size from 50m2 to 100m2. In this context we
therefore consider that the figure of 80m2 is appropriate in this case.

4.15

The over-dominance of low grade fast food offerings was also identified as a key issue
raised by the community during the engagement/ consultation process, and is
documented in the Baseline Report. This issue was coupled with the recognition that
there was no provision of café or restaurant uses at ground floor level within the local
centre, and that local people and visitors had to travel to neighbouring centres to
access such facilities.

Within the context of the limited amount of retail floorspace

available in the local centre and the desire to upgrade the food and drink offer to
encourage longer stays in the centre it is therefore considered appropriate that the
AAP should prioritise eat-in facilities. We understand that there is not a prohibition on
A5 uses. They will continue in the area, but the main thrust of this policy is to improve
the quality of that offer in the form of restaurants/ café and takeaways as part of new
development.
4.16

The AAP (Part C) identifies a number of key development sites that provide the
opportunity for new mixed use development, including retail and commercial leisure
floorspace. These opportunity sites are briefly described below.
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North East Corner
4.17

This is a key site and includes the Manor House tube station ** . The site consists of a
number of parcels of land in different freehold ownerships.

Manor House and Ivy

House (Site E) are important local landmarks and provide some local historical
significance, although we understand that neither building is listed. These have been
identified for new commercial uses by the AAP, with the potential for retail/ cafe/
restaurant uses at ground floor.

In our judgement the early redevelopment of the

buildings and opportunity sites in this area will be vitally important to help ‘kick-start’
the wider regeneration of Manor House. We consider that there are ‘clear and present’
opportunities to provide a critical mass of new floorspace and uses that will benefit
from the location near to the tube station. We assess the potential for sites B, C, D
and G in more detail below as part of the proposals for Ivy House.

South East Corner
4.18

The south east corner is identified as being a focal point for retail activity. The site is
currently characterised by a range of uses including small shops, flats, houses,
apartment blocks and two community buildings. However, it is also subject to multiple
land ownerships and will therefore require significant land assembly to facilitate
redevelopment, which could inevitably delay the delivery of this site. For this reason it
is proposed that new development in this area will be phased. New retail, cafe and
restaurant uses are proposed at ground floor level in buildings of up to 10 storeys with
frontages on to the proposed new Manor House Square (sites A and B) and extending
south along Green Lanes (Site E).

The ground floor uses are intended to serve

commuters and local residents, as well as make Manor House a destination in its own
right.

Residential uses are proposed above the commercial uses. A new landmark

building on the main junction corner (Site A), will mirror Manor House opposite.
Development is intended to provide a seamless visual and physical link to Woodberry
Down. A new vehicular and pedestrian link is also proposed from Green Lanes to the
east to link up with proposed new streets in Woodberry Down.

South West Corner
4.19

The south west corner site is a highly visible site on the approach from the North and
is located opposite the Finsbury Park entrance. It has previously been the subject of
development proposals and currently has a poor street frontage, characterised by
advertising hoardings. Site assembly would be required and would result in the loss of

** The Piccadilly line tunnel runs through the centre of the site – beneath the largest plots. The AAP identifies that
further technical and appraisal work is needed to examine how to build larger replacement structures over this area.
Any new major development is therefore likely to require a complex piling and transfer slab foundation strategy.
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one building and the acquisition of the hoardings (at significant cost).
servicing opportunities would also be limited.

Access and

A new building is proposed of 5-6

storeys to complement existing buildings and has the potential to accommodate a
hotel operator, with potential for retail, cafe and/or restaurant uses and a hotel lobby
at ground floor level.

Finsbury Park Entrance
4.20

The AAP has identified the opportunity site at the entrance to Finsbury Park provides
the potential to improve the “...physical and perceptual access to the Park”, creating
more activity in this area and active frontage along Green Lanes. Existing buildings in
the Park have been identified as having the potential to accommodate new and
extended uses.

New buildings will be no more than one story in height and are

envisaged to be in a ‘pavilion-style’ that are sympathetic to the character of the park.
For example, a new cafe/ community building (Site A) is proposed at the entrance to
the Park, with outdoor seating to help create vibrancy and draw people into the park.
A new building (Site B) with specialist retail, set back from station frontage is also
proposed to improve the pedestrian access to the bus stop on Green Lanes.

RETAIL & LEISURE STRATEGY: KEY FINDINGS & RECOMMENDATIONS
4.21

The remainder of this section addresses three key issues:


First, it sets out our specific findings and recommendations on the ‘soundness’ of some of
the key policies, proposals and development opportunities identified by the AAP for new
retail and leisure uses.



Second, it provides a high level economic assessment of the capacity for new retail and
leisure floorspace at Manor House over the AAP plan period; and



Finally, it explains how the retail and leisure strategy for Manor House will complement
rather than compete with the important role and function of Woodberry Down in the
future.

4.22

In summary we consider that the scale of the new residential development planned for
Woodberry Down and the potential for new development in and around Manor House,
represent a clear and significant opportunity to diversify and strengthen Manor House’s
role and function as an important local centre predominantly serving the day-to-day
shopping, service and leisure needs of its existing and growing local catchment
population.

Apart from the uplift in the local catchment population, the viability of

existing and new uses at Manor House will be further underpinned by the significant
volume of day-to-day commuters and users of the underground. It is estimated that
currently some 27,650 passengers per day use the underground station and this, in
turn, generates significant footfall and ‘passing trade’ at Manor House. In addition, the
centre is well positioned to draw visitors from Finsbury Park and the wider facilities and
attractions in the area.
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4.23

In our judgement there is clearly potential to consolidate and strengthen the retail,
service and food/drink offer on the eastern side of Green Lanes (at the junction with
Seven Sisters Road) in a more attractive shopping environment with the proposed
‘Manor House Square’ at its heart.

The potential also exists to redevelop and ‘open

up’ the western side of Green Lanes to provide more attractive and active frontages
that will help extend the Local Centre’s offer and promote stronger linkages with the
entrance to Finsbury Park. In turn, Manor House will benefit from ‘linked’ trips to its
shops, cafes, restaurants and facilities from visitors to the park and wider area.
4.24

Given that Manor House is already an established location for hotel accommodation,
we consider that the proposal for a new hotel on the south west corner of Green Lanes
and Seven Sisters Road represents an exciting opportunity to provide a high quality
landmark building that will act as an important ‘gateway’ to Finsbury Park and will
significantly improve the poor quality buildings and public realm in this area. It will
also help to extend the activity of the centre across Green Lanes to the west and
encourage pedestrian movement across the major road junction.

4.25

Overall we consider that the extent of the defined Primary Frontages is reasonable.
Notwithstanding this, we advise the Council that the centre’s main retail and leisure
offer should be concentrated around ‘Manor House Square’ as this will be the area with
the highest footfall and greatest activity. In our judgement the Primary Frontages for
retail and leisure uses should not extend too far to the south along Green Lanes, as we
consider that it will be difficult to let shop units that are located furthest away from the
junction of Seven Sisters Road and Green Lanes (i.e. furthest away from the area of
highest footfall).

4.26

As part of our review and appraisal of the AAP we have also carried out a high level
assessment of the likely expenditure and floorspace capacity for new retail and
commercial leisure uses (Classes A3-A5) in Manor House up to 2030.

4.27

We have assumed for the purpose of our assessment that Manor House will draw the
majority of its shoppers and trade from a local catchment area, in accordance with its
role and function as a Local Centre in the Borough’s network and hierarchy of centres.
In this case we have assumed a catchment area equivalent to an 800 metres radius
centred on ‘Manor House Square’. This is generally recognised as a reasonable walking
distance for people travelling to and from shops and services by foot (see Appendix
3).

4.28

The economic capacity tables are set out in Appendix 4.

The key assumptions

underpinning the forecasts are explained in more detail in the footnotes to these
tables.
4.29

It is important to note at the outset that the floorspace capacity forecasts are based on
a series of judgements that take into account the role and function of Manor House as
a local shopping and leisure destination in the Borough’s network and hierarchy of
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centres. However, we strongly recommend that these capacity forecasts be reviewed
and refreshed as part of any update of the Council’s 2005 retail study, specifically to
take account of the new survey evidence detailing changes in shopping patterns and
leisure preferences.
4.30

The following summarises some of the key assumptions and inputs to the economic
capacity model:


Population Projections - The base year catchment population at 2010 and the
projected growth in this existing population up to 2030 is informed by the latest Retail
Planner demographic and expenditure reports provided by Experian Business Strategies
(EBS). This is a standard source for retail assessments. However, the EBS population
projections do not take account of the significant uplift in the local catchment population
that will arise from the regeneration of the Woodberry Down Estate.

As a result, our

revised population projections also take account of the latest forecasts and phasing of
new residential development for Woodberry Down Estate based on figures provided by
the London Borough of Hackney (see Tables 1-2 and footnotes in Appendix 4).


Average Household Sizes - We have assumed an ‘occupancy rate’ of between 1.5 and
2.0 persons per household for the different types and tenure of new residential units.
Notwithstanding this, it is clear that occupancy rates will vary significantly between flats
and family homes.

Please note that the ‘sensitivity’ of the capacity assessment to

changes in household sizes can be easily tested by the model in the future, if necessary.


Average Expenditure and Forecasts - The expenditure per capita estimates and yearon-year growth forecasts have also been derived from EBS. The forecasts are based on
the latest published information in Retail Planner Briefing Note 8.1 (August 2010), which
is a standard source for retail planning assessments. We have also made an allowance
for special forms of trading (i.e. all retail sales not carried out in shops, including sales
via the Internet, mail order, TV shopping and temporary open market stalls) over the
forecast period in accordance with best practice (see Table 3 and footnotes in Appendix
4).

4.31

Based on these key baseline assumptions and forecasts we estimate that the total
catchment population within 800m of Manor House (and including a significant part of
Woodberry Down Estate) will increase from 13,949 people in 2010 to between 23,129
(+66%) and 25,229 (+81%) by 2030.

The lower population growth forecast is based

on an average household size of 1.5 persons per household and the higher growth is
based on 2.0 persons per household.

Drawing on the population and expenditure

growth, we forecast that:


total available convenience goods expenditure in the local catchment area will increase
from £22.4m in 2010 to between £42.8m and £46.8m by 2030; and



total comparison goods expenditure will increase from £32.4m at present to between
£90.8m and £99.1m by 2030.

4.32

There will therefore be a ‘pool’ of retail expenditure available in the local catchment
area of between £133.6m and £145.8m in 2030. This represents a substantial amount
of money being generated by existing and new residents at Manor House and
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Woodberry Down. In our judgement it indicates that there is significant potential to
renew and extend the existing retail floorspace at both Manor House and Woodberry
Down in a complementary ‘joined-up’ manner to meet the day-to-day needs of the
growing resident population within the local catchment area, as well as the needs of
people who are working in the area and/ or visiting for different reasons. We consider
this is more detail below.
4.33

It is clear that Manor House by virtue of its location and its designated role as a Local
Centre in the Borough’s network and hierarchy of centres will have the potential to
retain a higher level of the forecast available expenditure in its local catchment area
than at present, although this will inevitably depend on the scale, range and type of
shops and services it can attract through new development. Notwithstanding this, we
consider that there will still be a significant ‘leakage’ of main food shopping trips and
non-food retail expenditure to larger competing stores and centres outside the
catchment area. There will also be a significant ‘pool’ of residual expenditure available
to support existing and new retail, leisure and service uses at Woodberry Down.

4.34

For the purpose of this assessment we have necessarily made the following
judgements as to Manor House’s current and future potential market share (‘retention
level’) of available convenience and comparison goods expenditure in the catchment
area.


For convenience goods retailing we have assumed that Manor House could increase its
‘retention level’ of available expenditure in its local catchment area to circa one-third
over the forecast period.

This assumes that the development and phasing and of the

AAP proposals are delivered as planned.

We are therefore still assuming that

approximately two-thirds of available expenditure in the local catchment area (i.e. £19m
in 2020, increasing to £25m by 2030) is either ‘leaking’ out of the area to competing
stores and shops, or will be available to support existing and new convenience goods
floorspace in Woodberry Down.


For comparison goods it is clear that Manor House will not be able to support a
significant non-food offer, based principally on its role as a smaller Local Centre in the
Borough’s network and hierarchy of centres.

We have therefore assumed its market

share of non-food expenditure will increase to only circa 5% over the forecast period.

4.35

We have also necessarily made assumptions as to the likely draw of shoppers and
expenditure from beyond the defined local catchment area.

In this case we consider

that Manor House has the potential to attract passing trade and ‘linked trips’ from
commuters and users of the underground station (as stated previously, Manor House
station currently generates some 27,650 passengers per day either entering or leaving
the station), as well as from visitors to Finsbury Park and other facilities in the wider
area.

For the purpose of our assessment we have therefore assumed that for

convenience goods retailing Manor House could increase its trade draw from outside of
the defined local catchment area to 20%.

For comparison goods, we have assumed
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that its trade draw will be much lower at around 5%, as Local Centres (by definition)
do not have a significant non-food offer or role in the shopping hierarchy.
4.36

The resultant capacity forecasts based on the different population projections are
summarised below:
Table 4.1 Manor House – Retail Floorspace Capacity Forecasts (gross m2)
2015

2020

2025

2030

Convenience:

1,500

3,280

3,680

4,140

Comparison:

383

1,039

1,297

1,625

1,890

4,320

4,980

5,760

Convenience:

1,550

3,470

3,950

4,520

Comparison:

395

1,098

1,391

1,773

1,950

4,560

5,340

6,290

SCENARIO 1: (1.5 persons
per household):

TOTAL:
SCENARIO 2: (2.0 persons
per household)

TOTAL:
Source: Appendix 4, Tables 6-9
Notes:

The capacity forecasts allow for the re-provision of existing convenience and comparison goods

floorspace in Manor House.

4.37

The forecasts show that there is broadly capacity for between 4,320m2 and 4,560m2 of
convenience and comparison goods retail floorspace in 2020, increasing to 5,760m2
and 6,290m2 by 2030.

4.38

In terms of the potential capacity for additional Class A3-A5 uses, it is normally
assumed that these uses represent between 15% and 30% of total gross floorspace in
centres. This assumption is informed by research †† that identified the importance of a
mix of uses at ground floor level (not just retail) as an important component of new
sustainable development and as a significant contributor to the overall vitality and
viability of centres. The research specifically identified that the hospitality industry, in
its widest sense, “…forms an important and sizeable proportion of premises averaging
24% of ground floor stock”. Furthermore Experian GOAD’s centre reports show that
Class A3-A5 uses account for, on average, at least 15% of total outlets and floorspace
in the 2,000+ different centres and shopping locations that Experian audit on a regular
basis.

††

The Streetscape of major UK cities’, Savills, Winter 2004, pg.3
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4.39

The table below sets out our floorspace capacity forecasts for Class A3-A5 uses in
Manor House, based on the reasonable assumption that the retail floorspace capacity
(Table 2.1) can support between 15% and 30% of additional Class A3-A5 floorspace.
Table 4.2 Manor House – Class A3-A5 Floorspace Capacity (gross m2)
2015

2020

2025

2030

@15% of total gross retail floorspace:

330

760

880

1,020

@30% of total gross retail floorspace:

810

1,850

2,130

2,470

@15% of total gross retail floorspace:

340

805

940

1,110

@30% of total gross retail floorspace:

840

1,960

2,290

2,700

SCENARIO 1:

SCENARIO 2:

4.40

Under Scenario 1, we forecast that there is capacity for between 330m2 and 810m2 of
Class A3-A5 floorspace in 2015, increasing to between 1,020m2 and 2,470m2 by 2030,
depending on whether Class A3-A5 is assumed to represent between 15% and 30% of
total forecast Class A1 retail floorspace.

4.41

Taken together with the (Scenario 1) retail floorspace capacity forecasts, this is
equivalent to between 2,200m2 and 2,700m2 of Class A1 and A3-A5 floorspace in
2015, increasing to between 6,780m2 and 8,240m2 by 2030.

4.42

We advise the Council that the high level capacity forecasts prepared at this stage
should be subject to further ‘fine tuning’ and testing over time as more detailed
evidence is made available.

In particular, the update of the 2005 retail study will

provide more robust information on Manor House’s catchment area, its ‘retention’ of
retail and leisure expenditure at the base year and its likely draw from beyond the
catchment area. We advise the Council that the floorspace capacity forecasts set out
above should not be treated as a ‘target’ or ‘threshold’ that should be met.

The

forecasts are merely intended as a guide to the future economic capacity of Manor
House to support new Class A1 and A3-A5 floorspace. This is based on our informed
assumptions as to the likely role, attraction and function of Manor House, assuming
that the AAP policies and development proposals can be delivered.

Notwithstanding

this, we consider that the forecasts do provide a robust indication as to the economic
capacity for new floorspace in Manor House.
4.43

In order to provide another layer of analysis and a further ‘soundness’ check as to the
capacity for new retail development at Manor House, we have also spoken informally
to a number of key retailers, specifically foodstore operators, to ascertain whether they
would have requirements for space in Manor House over the short, medium and long
term. In response, at least one of the supermarket operators we spoke to indicated
that Manor House is a strong location with few “barriers to trade” (i.e. difficult to cross
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busy roads, canals etc) and serves a residential catchment in three directions. It was
acknowledged that the Sainsbury’s to the north on Green Lanes in LB Haringey is the
dominant foodstore in the area for main ‘bulk’ food shopping, but that there is
nevertheless still potential for further investment.

As a minimum one operator

indicated they could have a requirement for either:


a modern convenience store of circa 400-500m2 gross with no parking;



a smaller format supermarket of between 1,390m2 and 1,860m2 gross with no parking;
or



4.44

a smaller superstore format of up to 2,500m2 gross with parking for circa 150 cars.

Given the limited opportunities for rear-servicing of retail units at Manor House and the
limited space available to provide for significant new car parking without impacting on
the Local Centre’s character and function, we consider that the preferred option would
be to accommodate either a convenience store or a small supermarket of up to
1,860m2 gross (20,000 sq ft) with no parking.

In our judgement a modern

convenience store or smaller supermarket at Manor House would help to ‘anchor’ the
centre’s retail offer and would generate frequent day-to-day trips for mainly ‘top-up’
food purchases, with resultant ‘linked’ trips and ‘spin-off’ expenditure to help underpin
the viability of other shops, services and facilities in the centre.

A store of up to

2

1,860m gross would not, in our opinion, be out of scale with the range and type of
offer expected in a designated Local Centre (as defined in Annex B of PPS4). Based on
our experience, a store of this size would also not have a significant adverse impact on
existing shops and businesses at Manor House.

A new store at Manor House would

mainly draw on the significant forecast growth in convenience goods expenditure over
the forecast period and help to ‘claw back’ a proportion of shoppers and retail
expenditure currently ‘leaking’ out of the area to competing stores and locations.
4.45

Based on our understanding and review of the AAP, we consider that Ivy House and
the sites to the rear of the building represent the optimal location for a new
convenience store or supermarket. This site benefits from high levels of footfall and
‘passing trade’ along Seven Sisters Road leading to and from the underground station.
We therefore recommend that the Council engages with the owner of Ivy House at the
earliest opportunity to ensure the optimum use for this building is achieved, in
accordance with the main aims and objectives of the retail and leisure strategy for
Manor House.

4.46

Overall, we consider that the policies and proposals for a mixed-use Local Centre at
Manor House appear to be justifiable and sound, albeit that we have concerns
regarding the justification for the more ‘restrictive’ policies in Policy MH 02 relating to
the size of units. We recommend that Manor House’s future role and offer will need to
be carefully co-ordinated with the strategy for a new centre at Woodberry Down, to
ensure that both centres provide a complementary rather than competing retail and
leisure offer.

In this context we consider that Manor House has the potential to
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accommodate a wider range and choice of places to eat and drink than Woodberry
Down focussed around an attractive new ‘Square’.

As stated previously, Manor

House’s Class A3-A5 offer will be underpinned by the significant (daytime and evening)
footfall and ‘passing trade’ arising from its important role as a major transport ‘hub’.
The centre also has the potential to draw people visiting Finsbury Park and other
attractions and facilities in the wider area. The proposal for a hotel in the south-west
corner will further help to consolidate Manor House’s wider offer and promote it as a
place to eat and drink.
4.47

In addition to its catering offer, we also consider that there is potential for at least a
modern convenience store of 400-500m2 gross to meet the day-to-day ‘top-up’ food
shopping needs of the local resident population and the high volume of footfall and
‘passing trade’ at Manor House. Our initial market testing indicates that there may be
potential for a small supermarket of up to 1,860m2, although this will be subject to
land availability/ assembly and further marketing testing.

Other retail, leisure and

service business uses that one would normally expect to find around a major transport
‘hub’ like Manor House include, a newsagents, off licence, dry cleaners/ launderette,
bookmakers, hairdressers, chemist/ pharmacy, estate agents, bank/ATM and a range
of other independent/ specialist shops.
4.48

It is difficult at this stage to advise on the most appropriate and complementary retail
and leisure offer for Manor House without having a more detailed understanding of the
scale and range of retail and leisure uses proposed for the new centre at Woodberry
Down.

Notwithstanding this, we consider that there will be significant expenditure

capacity in the local area to potentially support a larger anchor foodstore at Woodberry
Down with appropriate car parking provision. In our judgement a larger foodstore at
Woodberry Down would complement the food offer identified for Manor House, as it
would primarily serve the main ‘bulk’ food shopping needs of existing and new
residents within its catchment area.

In contrast, Manor House’s food offer would

principally meet the day-to-day ‘top-up’ needs of people walking to and from the
underground station and other ‘passers-by’.
4.49

Overall, we consider that there is a significant opportunity to provide an attractive,
high quality new centre at the heart of Woodberry Down that is characterised by a
good choice of shops and facilities to meet the requirements of the existing and
growing local community.

Apart from the usual mix of convenience, non-food and

services, we consider that there is an opportunity to create a diverse ‘fit-for-purpose’
centre that includes wider community facilities such as, for example, a post office, GP
surgery, dentists, opticians and library depending on existing provision and the
capacity for the local area to support other wider uses and facilities. This provision will
focus on the day-to-day and weekly needs of Woodberry Down’s residents and would
not undermine any other established centres, including Manor House and Finsbury
Park.
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5.0

HACKNEY WICK AAP

5.1

This section first provides a brief overview of the vision, key objectives and
retail/leisure development opportunities identified for Hackney Wick as an important
emerging Local Centre in the Borough’s shopping hierarchy based on the policies and
proposals set out in the AAP (Phase 1) – Masterplan published in September 2010.
Based on our understanding and review of the AAP, we then set out our assessment of
the scale, type and timing of new retail and leisure uses that will help to underpin
Hackney Wick as a highly sustainable and commercially viable Local Centre.

BACKGROUND, VISION & OBJECTIVES
5.2

The Hackney Wick AAP responds to the significant opportunity provided by the 2012
Olympics and associated infrastructure being developed as part of the comprehensive
regeneration of the area.

The AAP provides high level strategic design and

development guidance for the area that falls within the LB Hackney’s administrative
boundary. The LB Tower Hamlets is separately preparing a draft AAP for Fish Island.
5.3

The AAP covers an area of approximately 67 hectares and is entirely within LB
Hackney.

The area to the east of the Lee Navigation is within the London 2012

Olympic and Legacy Masterplan Framework boundary and is home to the International
Broadcast Centre (IBC), the Main Press Centre (MPC) and the Multi-Use Sports Venue
(MUSV) buildings.

The area to the west of Lee Navigation is divided into

predominantly residential uses in the north. To the south, adjacent to Hackney Wick
Station, the area is largely dominated by industrial uses, with many buildings currently
used by creative and cultural businesses, or light industrial users.
5.4

One of the AAP’s key objectives is the creation of a “...strong and distinctive
neighbourhood focus around the existing Hackney Wick station through regeneration,
to act as a centre or ‘hub’ of activity, promoting employment-led mixed use
opportunities for local retail provision and housing”. The aim is to provide a range of
services for new and existing communities in the area offering local shops, cafes,
restaurants, as well as places to live, work and visit other facilities. The vision is for
Hackney Wick to be:
“...a vibrant, diverse and well connected area on the edge of the Olympic Park.
Hackney Wick Hub around the railway station is a lively mixed use centre of activity
containing a blend of high quality new and old buildings, employment space, retail and
residential with high accessibility to rail and bus services. Hackney Wick North is a
successful residential community with excellent access to services and leisure facilities.
The Creative Media City is a thriving, highly accessible mixed use employment urban
quarter on the former Olympic Park, home to strong, competitive creative, technology
and green industries, and well provided for by local services.
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The area as a whole is a vibrant stimulating place to live, work and visit, with an
attractive mix of housing catering for a range of needs including families, with strong
public transport links, safe walking and cycling links, local services and infrastructure,
and excellent access to high quality parkland, open space and waterways”.

THE CHARACTER AREAS & OPPORTUNITY SITES
5.5

The Vision diagram identifies three distinct character areas in Hackney Wick, defined
by their location, built form, future role and function. These are Hackney Wick Hub
(the ‘Hub’); Hackney Wick North; and the Creative Media City (CMC).

As the local

working and residential populations grow in and around Hackney Wick there will be a
need for increased social, leisure and retail facilities. The Phase 1 AAP identifies a
number of opportunity sites that constitute the principle ‘areas of change’. Some of
these sites present opportunities for new development, whereas others are more
suited to refurbishment or other improvements. The AAP suggests that design briefs
are developed across sites under multi-ownerships to ensure that comprehensive
design solutions are delivered. The types of uses and development that are considered
appropriate in each Character Areas are reviewed in more detail below. All proposed
development in these areas should comply with the land use principles set out in the
AAP.

Hackney Wick Hub
5.6

The ‘Hub’ straddles the LB Hackney and LB Tower Hamlets. The area that the ‘Hub’
applies to in this case is within the LB Hackney and is identified as the new ‘heart’ of
Hackney Wick. The Hub development will be based on a number of key ‘drivers’ and
its focus will be on the new station and enhanced public realm to help create a unique
gateway to the area. The opportunity identified is to create a unique offer that builds
on the existing location.

5.7

New buildings are proposed alongside existing buildings of high townscape value to
create a mixed use environment.

Hackney Wick Station and the Hub will become a

key point of access for many places, including Victoria Park, Mabley Green, Hackney
Marshes, the Creative Media City, leisure uses within the Olympic Park and the
extensive waterside areas created on both sides of the Lee Navigation.

A key

intervention for the Hub is the provision of a new pedestrian connection linking the
new spaces to the north and south of the railway station together to delivery
permeability through the area. The proposal is to cut through under the railway with
new access to the station in the form of staircases and lifts.
5.8

As proposals come forward the AAP identifies the opportunity to create a series of
inter-connected open spaces each lined with a mix of different uses.

This concept

builds upon the pattern of uses created by historic typology of yards that exists within
the area, particularly with Lion Works, Main Yard and Wallis Yard.

The yards will be
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connected by a series of pedestrian routes and these will, in turn, be connected to the
proposed north-south and east-west routes around the station, as well as the new
bridge to the Olympic Park leading off Wallis Road. The mix of uses proposed for each
yard will vary and the list below is not exhaustive.

The Council will consider other

uses, provided it can be demonstrated that they are consistent with achieving the
principles of the Hub, the Phase 1 AAP and the Core Strategy.
Table 5.1 The Hub – Proposed Land Uses
Wallis Yard

Main Yard



Innovation Centre (or similar)



Residential (at upper levels)



Residential (above ground floor)



Employment



Studios / Gallery / Exhibition Space



Hotel



Cafes, bars & restaurants



Studios, gallery & exhibition space



Convenience food



Cafes, bars & restaurants



Education / Community facilities



Convenience food



Creative industries workspace

Atlas Wharf

5.9

Lion Works



Residential (at upper levels)



Existing artist studios & gallery spaces



Employment / Studios



Creative industries



Cafes, bars & restaurants



Community facilities

Wallis Yard is identified as having the potential to be the main public square and
meeting space within the Hub, as it is located adjacent to the proposed new station
entrance and would be enclosed by new and existing buildings. The AAP states that it
should allow surrounding uses such as cafés to spill out onto the yard and should be of
sufficient scale to accommodate events such as art fairs and exhibitions.

5.10

The ‘active frontages’

‡‡

being promoted by the AAP for convenience shops, cafes, bars

and/or restaurants are along the main pedestrian routes to and from the station, and
within the main squares focussed on Wallis Yard, Main Yard and Atlas Wharf. ‘Active
frontages’ are also encouraged in other locations, principally the public streets, to
ensure that there are no “...blank facades facing onto public thoroughfares”.

Hackney Wick North
5.11

This will remain a predominantly residential neighbourhood providing a range of
accommodation to meet the needs of the local community (including family housing).
Improvements to the local streetscape and public realm will make it much easier to

‡‡ ‘active frontages’ are defined as being where the ground floor use is mixed and ‘active’ with a publicly accessible use.
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identify routes through the existing residential areas to Hackney Wick Station,
Gainsborough Primary School and the new Creative Media City and parkland east of
the Lee Navigation.

Additional community facilities and local facilities will be

encouraged around the ‘Community Use Area’ which is located adjacent to the St Mary
of Eton Church, Hackney Wick Green and Hackney Wick Community Centre. This will
help to enhance the ‘village feel’ that already exists. Some retail is also identified for
the area, although this is not specified.

Creative Media City (CMC)
5.12

The CMC will be the focus for new employment, leisure and residential uses on the
Olympic site. It will be well connected to Hackney Wick North and the Hub via new
bridges across the Lee Navigation. It is envisioned that the CMC will become a thriving
new neighbourhood that includes affordable new homes, places to eat, shops, business
space with a focus on CCI, alongside indoor sports facilities, green spaces, waterways
and parks. New employment floorspace is identified approximately for the Main Press
Centre (MPC – 31,680m2), International Broadcast Centre (IBC – 64,000m2) and for
three development plots in the south east area of the Olympic Park (18,034m2). This
represents 113,714m2 of commercial space, to include some (as yet undefined) retail
and food/beverage offer. The AAP indicates that up to 5,000 people will be employed
in the CMC and the retail and service provision will therefore need to serve the needs
of people both living and working in the area.

RETAIL & LEISURE STRATEGY: KEY FINDINGS & RECOMMENDATIONS
5.13

Based on our review of the AAP retail strategy and the opportunity sites identified for
new Class A1 (retailing) and Class A3-A5 (cafes, bars and restaurants) uses, we
conclude that the main provision should be concentrated in and around Hackney Wick
Station, specifically focused on the proposed Wallis Yard public square and around
Main Yard.

This is because the streets leading directly to and from the station will

have the highest day-to-day footfall, particularly at peak periods and will generate
significant activity in the local area to help underpin the vitality and viability of shops,
services and places to eat and drink around the public square.
5.14

We advise against spreading the retail and commercial leisure uses “too thinly” across
Hackney Wick Hub, as this could “dilute” the centre’s overall offer and result in longterm voids in areas that do not have the necessary level of footfall or attraction.
Notwithstanding this, we consider that there will be opportunities to provide smaller
‘pockets’ or ‘clusters’ of complementary Class A1 and A3-A5 uses in the areas around
the MUSV and the IBC/ MPC as part of mixed use developments to help meet the dayto-day needs of workers during the daytime and early evenings in more convenient
and accessible locations to their places of employment.
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5.15

As for Manor House we have carried out a very high level assessment of the potential
capacity for new retail and commercial leisure uses (Classes A3-A5) in the area up to
2030.

The key assumptions and forecasts underpinning the capacity forecasts are

based on a series of informed judgements and, where possible, draw on the available
evidence.

Nevertheless, we strongly recommend that the Council’s retail study is

updated, as this will provide the necessary robust survey evidence and market
research needed inform the quantitative and qualitative need assessments.
5.16

For the purpose of our assessment we have assumed that Hackney Wick will draw the
majority its shoppers and trade from the local catchment area.

In this case it is

assumed to be equivalent to a 800 metres radius centred on Hackney Wick station
(Appendix 5).

This will be the main focus for new Class A1-A5 uses and 800m is

generally recognised as representing a reasonable walking distance for people
travelling to and from shops and services by foot.
5.17

The Council has requested that we assess the impact of providing 500 and up to 1,200
new residential units in the local area. The detailed economic capacity tables are set
out in Appendices 6 and 7. The key findings are summarised below.
Scenario 1: 500 Residential Units

5.18

Based on the EBS population projections and taking into account the impact of
developing 500 new residential units §§ over the forecast period, our economic
assessment indicates that the total local catchment population will increase from 5,670
people in 2010 to between 7,907 (+39%) and 8,157 (+44%) by 2030. We have
assumed ‘occupancy rates’ for the new residential units of between 1.5 to 2.0 persons
per household.

5.19

Based on the forecast growth in the local catchment population and average retail
expenditure per capita levels, we estimate that total available convenience goods
expenditure will increase from £9.0m in 2010 to between £14.6m (+62%) and £15.0m
(+68%) by 2030. For comparison goods we forecast that expenditure growth will be
higher, increasing from £12.7m in 2010 to between £30m (+136%) and £31m
(+143%) by 2030.

5.20

Overall, we forecast that the local resident catchment population within 800 metres of
Hackney Wick station will generate between £44.6m and £46m of total retail
expenditure in 2030.

5.21

As for Manor House, we have made a series of informed judgements as to Hackney
Wick’s likely market share (‘retention level’) of both convenience and comparison

§§ Please note that we have necessarily made broad assumptions as to the likely phasing of these new residential units
over the forecast period.
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goods expenditure within its local catchment area over the forecast period. We have
also assessed the potential trade draw to the centre’s shops from beyond the local
catchment area. In this case, given the substantial employment floorspace proposed
for the AAP area and beyond, we consider that there is significant potential for
Hackney Wick to draw day-to-day ‘top-up’ expenditure from people working in the
local area, particularly those travelling to and from the railway station.


For convenience goods retailing we have assumed that Hackney Wick could retain up
to one-third of available expenditure in its local catchment area by 2030.

We also

assume that it will draw a minimum of 20% of its total potential trade from people
working in the Hackney Wick area, but living outside the local catchment.


For comparison goods we have assumed that the both the ‘retention’ and trade draw
levels will be lower at around 10%.

This is based on the reasonable assumption that

Local Centres, by definition, do not have a significant comparison goods offer or role in
the shopping hierarchy.

In this case, we anticipate that the neighbouring Westfield

Stratford scheme and the proposals for Stratford Town Centre will meet the non-food
shopping needs of local residents and workers in the area.

5.22

The high level capacity forecasts are set out in the table below:
Table 5.2 Hackney Wick – Retail Floorspace Capacity Forecasts (gross m2)
(Assume 500 new residential units in local catchment area)
2015

2020

2025

2030

Convenience:

560

1,160

1,470

1,610

Comparison:

280

720

890

1,070

840

1,880

2,360

2,680

Convenience:

560

1,180

1,500

1,660

Comparison:

280

730

910

1,110

840

1,910

2,410

2,770

SCENARIO 1 – (1.5 persons per
household):

TOTAL:
SCENARIO 2 – (2.0 persons per
household)

TOTAL:

Source: Appendix 6, Tables 6-9. Notes: figures may not sum due to rounding.

5.23

The forecasts show that there is potential capacity for between 1,880m2 and 1,910m2
of total Class A1 retail floorspace in 2020, increasing to 2,680m2 and 2,770m2 by
2030.

5.24

In terms of the potential capacity for additional Class A3-A5 uses, it has been assumed
that these uses normally represent up to 30% of total gross floorspace in centres, over
and above the forecast capacity for new Class A1 (retail) floorspace. Given Hackney
Wick’s role and function as a major transport and employment ‘hub’, we consider that
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the higher figure could also be achievable in this location. The table below sets out our
high level floorspace capacity forecasts for new Class A3-A5 uses in Hackney Wick:
Table 5.3 Hackney Wick – Class A3-A5 Floorspace Capacity (gross m2)
(Assume 500 new residential units in local catchment area)
2015

2020

2025

2030

@15% of total gross retail floorspace:

150

330

420

470

@30% of total gross retail floorspace:

360

810

1,010

1,150

@15% of total gross retail floorspace:

150

340

430

490

@30% of total gross retail floorspace:

360

820

1,030

1,190

SCENARIO 1:

SCENARIO 2:

Notes: figures may not sum due to rounding

5.25

Under Scenarios 1 and 2, we therefore forecast that there is capacity for between
150m2 and 360m2 of Class A3-A5 floorspace in 2015, increasing to between 470m2
and 1,190m2 by 2030.

5.26

Taken together with the retail floorspace capacity forecasts set out in Table 5.2, this is
equivalent to between 990m2 and 1,200m2 of new Class A1 and A3-A5 floorspace in
***
2015, increasing to between 3,150m2 and 3,960m2 by 2030 .

Scenario 2: 1,200 Residential Units
5.27

The key headlines of this alternative capacity scenario based on a higher residential
allocation in the local area are as follows:


The total population is forecast to increase to 8,957 by 2030 assuming an occupancy rate
of 1.5 persons per household, or 9,557 persons assuming a higher rate of 2.0 persons
per household.



Total available convenience goods expenditure in the local catchment area is forecast to
increase from £9m in 2010 to between £16.5m and £17.6m by 2030, depending on the
different occupancy rates.

This compares with the forecast available expenditure of

between £14.6m and £15.0m at 2030 based on the development of 500 new residential
units.


Total available comparison goods expenditure in the local catchment area is forecast to
increase from £12.7m in 2010 to between £34.0m and £36.3m by 2030, depending on
the different occupancy rates. This compares with the forecast available expenditure of
between £30.0m and £31.0m at 2030 under the lower residential development
scenarion.

*** Please note that these figures do not sum due to rounding.
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5.28

The tables below summarises the capacity forecasts for new Class A1 retail floorspace,
(based on the same assumptions of changes in ‘retention’ and trade draw levels over
the forecast period) and for new Class A3-A5 uses based on the higher residential
development scenario.

Table 5.4 Hackney Wick – Retail Floorspace Capacity Forecasts (gross m2).
(Assume 1,200 new residential units in local catchment area)
2015

2020

2025

2030

Convenience:

570

1,210

1,540

1,820

Comparison:

290

750

930

1,220

860

1,960

2,470

3,040

Convenience:

580

1,250

1,600

1,950

Comparison:

290

780

970

1,300

870

2,030

2,570

3,250

SCENARIO 1 –
(1.5 persons per
household):

TOTAL:
SCENARIO 2 –
(2.0 persons per household)

TOTAL:
Source: Appendix 7, Tables 6 – 9.

Table 5.5 Hackney Wick – Class A3-A5 Floorspace Capacity (gross m2)
(Assume 1,200 new residential units in local catchment area)
2015

2020

2025

2030

@15% of total gross retail floorspace:

150

350

440

540

@30% of total gross retail floorspace:

370

840

1,060

1,300

@15% of total gross retail floorspace:

150

360

450

570

@30% of total gross retail floorspace:

370

870

1,100

1,390

SCENARIO 1:

SCENARIO 2:

5.29

The forecasts show that there is potential capacity for between 1,960m2 and 2,020m2
of total Class A1 retail floorspace in 2020, increasing to 3,040m2 and 3,250m2 by
2030. For Class A3-A5 uses we forecast the potential capacity for between 150m2 and
370m2 of Class A3-A5 floorspace in 2015, increasing to between 540m2 and 1,390m2
by 2030.

In total, we forecast capacity for between 1,010m2 and 1,240m2 of new
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Class A1/ A3-A5 floorspace in 2015, increasing to between 3,580m2 and 4,630m2 by
2030.
5.30

We advise the Council that the high level capacity forecasts prepared at this early
stage will need to be subject to further ‘fine tuning’ and testing over time as more
detailed evidence is made available. This is particularly the case with regard to the
assumptions concerning the centre’s potential ‘retention’ of expenditure within its local
catchment area and its trade draw from people living outside the local catchment area,
but who work in or visit Hackney on a regular basis. Notwithstanding these caveats,
we consider that the forecasts do provide a robust indication of the economic capacity
for new retail floorspace that could be sustained by Hackney Wick over the
development plan period.

5.31

In order to provide another layer of analysis as to the capacity for new retail floorspace
at Hackney Wick we have also spoken informally to a number of key retailers,
specifically foodstore operators, to ascertain whether they would be interested in
taking space in the area over the short, medium and long term. In response, one of
the supermarket operators identified that Hackney Wick is currently a “quiet location”
and the catchment around the Overground station is not particularly dense and is
constrained by extremely busy roads. Although they accepted that the location would
clearly improve with the development proposed through the AAP, they also identified
the significant competition from food and non-food retailers in and around the Olympic
area post-2012.

For this reason the interest was for a modern convenience store

format only of between 400-500m2 gross.
5.32

Overall we consider that Hackney Wick could function as a ‘fit-for-purpose’ local centre
in the Borough’s network and hierarchy of centres, dependent upon the proposed
delivery and timing of the new employment and commercial floorspace. There is no
definitive list of the range and type of facilities typically provided in local centres, as
this will depend on the size of the local resident and working populations, as well as
the strength of market demand for representation in the area.

Nevertheless, the

definitions in PPS4 (Annex B) suggest that a local centre focused on Hackney Wick
Station and the proposed Wallis Yard public square should at the very least include a
range of Class A uses including, a food/ convenience store; bank; Post Office;
newsagents; off licence; cafés, restaurants, bars and takeaways; bookmakers;
launderette / Dry Cleaners; hairdressers; and chemist/ pharmacy. To serve the
community and working population, the centre could potentially support a GP surgery,
dentists, opticians and library depending on existing provision and further evidence as
to the capacity for the local area to support these other wider uses and facilities.
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6.0

TOWN CENTRE MANAGEMENT: A ‘TOOL KIT’

6.1

This final section provides an overview and assessment of the current structure of the
Town Centre Management (TCM) Partnerships for Dalston and Hackney Central.

It

also compares the current set-up against best practice, drawing principally on the
information and guidance produced by the Association of Town Centre Managers
(ATCM). This review and analysis seeks to provide a series of recommendations and
potential intervention strategies to help build upon and, where necessary, improve the
existing town centre management arrangements of Dalston and Hackney Central.

THE CURRENT MODEL
6.2

The current model and structure of the Hackney Town Centre Partnerships is described
in the Partnership Terms of Reference. This states that the partnerships are ‘...informal
bodies made up of key stakeholders from the public, private and voluntary sectors’ and
that ‘...through a programme of quarterly meetings the Partnership Forums will work...
to develop a collective set of quick wins for the Town Centres’.

6.3

The remit of the Forums is described as ‘...to identify initiatives and activities which
develop and improve the town centre ‘offer’ through place management, destination
marketing and collective working’ in a number of areas, including, inter alia, footfall,
parking, cleanliness, crime, environmental enhancements, business growth and inward
investment, transport, way-finding and communication.

6.4

The partnership aims are listed as:


To serve as a forum for bringing together and encouraging private, public and
community stakeholders in the Town Centre to work in partnership and to co-ordinate
activities and interventions within the Town Centre



To develop a programme of prioritised activities to promote improvements and further
develop the appearance, function and facilities of the Town Centre



To regularly seek the views of the many users and potential users of the Town Centre,
such that regular consultation is sought on a partnership basis



To invite any agencies with proposals for the Town Centre to inform and consult with the
Partnership Forums



To develop a marketing and promotional strategy for the Town Centre to reinforce the
identity of the area and increase inward investment, visitor numbers and spend



To seek funding opportunities for the furtherance of the Town Centre



To identify appropriate Key Performance Indicators for measuring the success of the
Town Centre function



Produce an Annual Business Plan



Adhere to and promote the Council’s Equality and Diversity Policy
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6.5

While many of the aims listed above are concerned with developing / sharing ideas and
seeking the views of stakeholders, the overall remit remains to develop a programme
of improvements and series of actions to deliver some ‘quick wins’ for the town
centres.

6.6

In terms of functioning and operation, the Terms of Reference describe the
partnerships as needing to operate independently of the council, but expected to liaise
with a number of other bodies, including Team Hackney. An officer group of London
Borough of Hackney officers whose remits affect the town centres meet on a regular
basis to ensure that the TCM programme is ‘encouraged’. The terms of reference also
state explicitly that the partnership forums ‘...will not take decisions that commit
council or other agencies policy or budgets’, but that ‘...recommendations that refer to
policy or budgets must be referred to the relevant agency’.

6.7

The Partnerships themselves are co-ordinated through the Town Centre Manager
whose budget covers the expenses of the partnership meetings. The Partnerships do
not have any ring-fenced budget of their own, and therefore need to raise funds
themselves for any initiatives they wish to undertake.

6.8

The membership of the partnerships is described in the Terms of Reference as needing
to contain:

6.9



Town Centre Champion



Local Businesses



Neighbourhood Renewal Manager



Town Centre Coordinator (to coordinate with other LBH services)

Within the ‘Local Businesses’ category, a number of businesses are suggested within
the Terms of Reference as potential partnership members in order to ensure that all
sectors of the business community are represented:


Dalston: Arcola Theatre, a Bradbury Street business, Boots Pharmacy, Kingsland
Shopping Centre, Ridley Road Traders Association, Rio Cinema



Hackney

Central:

Hackney

Empire,

Marks

and

Spencer,

Narrow

Way

Business

Association, Tesco

6.10

Comparing this ‘proposed vision’ as described in the Terms of Reference with
information from partnership meetings shows a difference between the current
theoretical partnership model operated in Hackney and the reality of the partnerships
themselves.

6.11

Firstly, the aims of the partnership are described in accompanying papers to a Dalston
Forum meeting. While the aims quoted are directly in line with those listed in the
Terms of Reference, it is worth noting which of these are included, as this provides a
perspective of the role and aims that the partnership sees itself as having:
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To serve to bring together and encourage businesses and other stakeholders to work in
partnership



To develop a shared ‘vision’ for the town centre and translate this vision into initiatives
and activities that enhance the town centre ‘offer’



6.12

To seek funding opportunities to deliver these town centre initiatives

These aims show a much tighter stated remit, and are very focused on creating a
shared vision and on securing funding to convert this into actions and initiatives –
though this may not necessarily point to any substantive difference in understanding of
purpose between the council and the partnership.

6.13

Secondly, an analysis of recent minutes from both partnerships indicates that a
considerable proportion of meeting time is spent being briefed on consultations and
surveys for public sector plans and strategies, and on third sector initiatives – rather
than discussing immediate ‘on the ground’ issues or developing initiatives or
investigating funding sources. Indeed, five of the seven agenda items listed in one set
of minutes regards responding to public sector strategy and planning documents (with
one of the other items being AOB). This is likely to be largely linked to the partnerships
not being able to commit or prioritise council funds or directly affect town centre
policy, and the difficulty in securing funding outside of the council.

6.14

Finally, while many businesses have been invited to the forums, meeting minutes show
attendance is very ‘business sector light’, with businesses typically out-numbered in
meetings by local authority officials and arts / voluntary sector organisations. This is
likely to be for a number of reasons, including that; only a limited number of
businesses have been invited, those that have been invited find it hard to attend
meetings due to business commitments (more so than other groups), and that they
feel attending will have no material impact on their business or the local business
environment due to the limited remit of the partnerships.

6.15

Analysing the businesses invited to join (as listed above) also indicates that there are
no bars or restaurants or other businesses serving the night-time economy (except the
larger cinema and Hackney Empire businesses) as part of the forums. Day-time
economy businesses are also focused on retail, with no representation of businesses
whose workers are likely to use the local area and services at lunchtime and after
work.

OTHER LOCAL INITIATIVES
6.16

There are a number of other local initiatives that seek to improve and enhance specific
areas or economies of the town centres. The Gillett Square Partnership, for example,
seeks to improve the environment and functioning of the immediate area. Current
projects include improving the Stamford Works site, enhancing the surrounding
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outdoor spaces, and organising events within these spaces that promote the local area
and increase footfall, business and a sense of community.
6.17

Another important local partnership is the Dalston Pubwatch. This is focused on the
evening economy of Dalston and focuses on strengthening the evening economy within
the area, while also minimising its impacts in terms of crime and anti-social behaviour.
Initiatives have involved directly linking bars and pubs with the CCTV centre through a
radio scheme, pushing for greater active police presence in the area at critical times
and better CCTV monitoring.

6.18

In addition to these partnerships, Hackney Council has also recently formed a crossdepartmental officer group to initiate an application for Purple Flag status for the town
centres. This accreditation seeks to raise the standard of town and city centres at night
by recognising excellence in the management of evening economies. Such status
would provide a boost for Hackney Central and Dalston town centres.

STAKEHOLDER CONSULTATION AND OPINION
6.19

To further inform how the current partnership model works, the stakeholders set out in
the table below were interviewed. These discussions were intended to gather views on
the current problems in Hackney’s town centres, the current workings of the town
centre partnerships, and how the current set up could be improved. The key messages
from these consultations are discussed by theme below.
NAME

ORGANISATION

Roger Blake

London Borough of Hackney

Steve Carroll

London Borough of Hackney

Daniel Nelson

London Borough of Hackney

Fr Rob Wickham

Church of England

Jane Bell

Free Form Arts

Anna Harding

Space Studios

Gemma Piggott

East London Business Alliance

Dr Ben Todd

Arcola Theatre

Adam Hart

Hackney Cooperative Developments

Sam Aldenton

Bootstrap Company

Oliver Weindling

Vortex Jazz

Marie Murray

Open Dalston

Town Centre Issues
6.20

Overall, respondents felt that the town centres had well defined characters with a
variety of independent retailers and a varied supply of bars and restaurants (especially

July 2011

London Borough of Hackney
Retail Centres Study
Stage 2 Report

Dalston) that make them popular destinations. However, a number of issues currently
affecting Hackney’s town centres (and in particular Hackney Central and Dalston) were
identified to be:


The economic recession impacting heavily on both centres and the need to provide a
boost to local businesses



Generic problems experienced by many other peripheral inner city areas



Retail and food / drink competition from Arena Shopping Centre in Haringay and Finsbury
Park



Both Dalston and Hackney Central suffer from a disjointed public realm and a lack of
pedestrianised areas, with ‘too many vehicle routes restricting pedestrian flow at key
nodes’



Both centres are in a poor state of repair and have been ‘left for rack and ruin by TFL
over the past 8 years’, which have implications for their character and perception.



Hackney Central has had less time and dedication from within the council compared to
Dalston, and is consequently more neglected



Hackney Central needs a re-jig of the road layout to become more attractive for retail
e.g. reducing the lane widths to create a more composite space.



The two stations serving Hackney Central are disconnected from the town centres



Hackney Central has been compromised by the volume of bus movements encroaching
into pedestrianised areas and causing congestion and pollution



Hackney Central has a significant number of betting and gaming shops that are viewed to
negatively counteract the town centre’s regeneration

6.21

The priorities of the TCM partnerships were seen to be broadly in line with the stated
issues affecting the town centres and those set out in the section above. For example,
one respondent stated that ‘my understanding is the TCM priorities are to promote
healthy and successful business, leisure, transport and safety/ emergency and risk
management in the town centre areas’. Some of the detailed issues for the
partnerships were felt to be:


How to make the town centres more people friendly/ cleaner/ greener



How to improve the town centres without losing Hackney's 'uniqueness'



How to place Hackney as a destination in London – in particular in relation to the 2012
Olympics/ Paralympics and beyond.



How to plan for the different types of economies e.g. creative and cultural industries/
night-time and day time economies



How to ensuring that Hackney Empire can succeed, as this will have significant knock-on
business benefits to local businesses e.g. restaurants, bars, taxi cabs. and secondary
effects of increasing Hackney Central’s prominence as an evening location
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Role and Function of the Partnerships
6.22

In contrast to the understanding of the priorities of the partnerships, little detail was
given by respondents about the specific role that the partnerships played in helping to
solve the problems identified. Indeed, one respondent stated that ‘nobody really knows
what their exact role is’.

6.23

A number of respondents felt that a wide range of issues were always discussed at
meetings - ‘from the overground extension to new carrier bags’ and that the
partnerships ‘bring together partners from business, heritage, and voluntary sectors
and from key council services to look at issues raised locally and address them
together’. This demonstrates recognition of an important element of the partnerships –
that for solutions to complex local issues to be successful requires input from different
parties and perspectives.

6.24

However, while the meetings were seen as a good discussion arena, it was felt that
the partnerships had limited impact in solving issues and were just a series of
‘meetings meetings meetings with the same faces raising the same issues that they
have already raised through other channels’. At worst, the partnerships were viewed
as just ‘another way of telling the Council that they’re rubbish’. In line with this view
(and perhaps as a circular consequence), others felt that there were more effective
channels to proceed down to find solutions and instigate action.

6.25

The meetings were seen more as a good place to network and make connections than
to solve issues. In terms of transport for example, one respondent stated that most
people know a contact within the Council who deals directly with TFL and is the main
contact for transport updates; ‘...there is therefore little point in raising transport
issues with the partnership – it is easier to go straight to him’.

6.26

Concern was also raised about the links between the partnerships and key council
staff, and the limited extent that feelings and decisions were communicated by the
council to councillors to ensure things could be taken forward. Although attendance by
council officers was good (ensuring communication with the council), it was felt there
was a lack of senior officers or council members attending who could raise the profile
of the partnerships and effectively action partnership feeling within the council.

6.27

In general, the partnerships were seen as an information sharing group, which provide
a useful sounding board to exchange local knowledge and experience. They were not
seen as effective decision making bodies that had respect or impact, or any capacity to
influence change. Consequently, although many respondents felt the partnerships were
a good initiative in principle, the majority of comments suggested a loss of faith in the
process – with some seeing little need for them at all. To change this it was felt that
the partnerships needed much greater direction and leadership, with a tighter remit,
access to senior levels within the council and means to action views expressed at
meetings.
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Membership of the Partnerships
6.28

Although the Dalston partnership was seen as better represented than Hackney
Central, the membership (or at least attendance at meetings) of both was felt to
mostly come from local arts businesses, co-operatives, voluntary and public sector
groups. This was seen as a major weakness to the effectiveness and clout both
partnerships could command. It was felt that the retail sector, the night-time economy
and large businesses were under represented, ‘particularly multiple retailers like Tesco,
Primark and Subway’. Multiple respondents noted that within the Hackney Central
partnership, there was a distinct lack of businesses from south of Hackney Town Hall.

6.29

Some respondents thought that the lack of business attendance was strange, given
that the partnerships were meant to be focused on the town centres where such
businesses played a major role (and incidentally, whose buy-in would certainly be
needed if a BID was to be started). More than one respondent stated that businesses
were unlikely and unwilling to have time for a group which they ‘just see as an excuse
for another meeting’. Also, it was felt that many businesses found it difficult to attend
meetings held during normal retail hours – particularly when the benefit of doing so
was unclear.

6.30

This implies that if the partnerships were seen to have more impact, then attendance
by businesses would increase. However, it is the very attendance of these groups that
is needed to give the partnership the make-up and drive to push for the positive action
that would encourage further participation (as other businesses realise that the
partnerships can actively initiate change). A few respondents that a big public
relationships push on the role and benefits of the partnerships was needed to kickstart this.

6.31

Interestingly, no respondents (except Partnership chairs) understood how the
partnerships were funded or the resources they had. This is quite fundamental in
terms of how the partnerships are treated by members and the impact they are
realistically seen to have.

BEST PRACTICE
6.32

Based on the findings of how the current model operates, this section details
acknowledged best practice as presented by the Association of Town Centre
Management (ATCM). This is so that recommendations can then be made as to how to
improve the Hackney model and ensure the partnerships are more effective. The key
relevant best practice measures are presented below by theme.

Effective partnership working
6.33

In ensuring effective working arrangements, robust and inclusive partnerships:
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Have a clear aim and remit for action (including funding mechanisms) that is recognised
and agreed by all members



Are able to deliver a co-ordinated response to issues affecting the town centres – with
close co-operation between the public and private sectors, coordinated by the Town
Centre Manager



Prepare a business plan and programme of projects which are endorsed (and funded) by
the partners



Have a management structure with clear accountability to deliver the business plan and
to monitor and evaluate progress



Meet only when ‘action’ is required. Participants time is limited and unnecessary
meetings should be avoided as this will lead to poor attendance and apathy

6.34

The Bolton Town Safe Partnership seeks to provide a holistic approach to the problems
of the town centre and anti-social behaviour. To do so, the partnership has focused on
generating a positive working relationship between businesses, pubs and restaurants,
police and the council – ensuring a coordinated response to ongoing issues. Through
this approach, and the partnership’s clearly defined structure, the scheme was chosen
as an example of national best practice.

Successful membership dynamics
6.35

Partnerships that have proved effective and sustainable have:


A membership structure that represents a genuine cross-section of all elements of town
centre activity i.e. local authority, retailers and other businesses, major property owners,
the police, transport operators and local residents (while remaining a manageable size)



Members from a broad range of backgrounds, thus ensuring access to the experiences
and knowledge necessary to tackle the diverse range of town centre issues



Defined roles and responsibility between members



Relevant key decisions makers from the public sector as members – to be successful, the
partnership needs to be able to act decisively and at pace and needs senior
representation from the local authority who can act as a ‘champion’ within it



Media representation within the membership – this provides invaluable experience and
opportunities to promote the partnership’s work

6.36

In Coventry, the Town Centre Initiative was kept at arms-length from the council.
While local authority representation on the partnership board stood at less than 20%,
senior council officers regularly attended meetings to present on major issues affecting
the town centres, with a partnership delegation also regularly meeting with the senior
council management team. Close working and mutual aims were also ensured through
the council seeking agreement on key issues with the partnership before going to
public consultation.
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Partnership Promotion
6.37

Successful partnerships have ensured effective promotion and recognition of their
activities by:


Prioritising projects with the greatest ‘pay-back’ in the shortest time to build confidence
and raise the profile of the partnership



Ensuring achievements receive the widest possible coverage in the local media. As
success builds success, this will generate wider support and greater participation



Communicating success to the broader business community and external audiences
(including potential investors)



Consulting with all sectors of the business community using consistent, up-beat
messages

6.38

Early on in the Inverness City Centre management initiative, a marketing consultant
was tasked with putting together material detailing the ‘benefits package’ of scheme
membership to encourage scheme take-up. Also, following the successful promotion of
a number of initiatives, Rochdale Partnership has also secured a monthly town centre
column in the local newspaper. Although the Hackney partnerships are less advanced
than Inverness or Rochdale, these approaches would help to publicise both the work of
the partnerships and the benefits to businesses that participation would bring.

RECOMMENDATIONS
6.39

From the above analysis, the following table sets out a comparison of best practice
against the current Hackney model for the indicators where evidence exists of
significant divergence. These comparisons then form the basis of the recommendations
set out below on how the current partnership set-up in Hackney can be improved to
better target resources and maximise participation.
Best Practice Indicator

Current Hackney Model

Partnerships have a clear aim and remit (including
funding) for action that is recognised and agreed by
all members

Many stakeholders do not have a clear understanding
of the role and exact remit of the partnerships

Partnerships meet only when ‘action’ is required.
Participants time is limited and unnecessary
meetings should be avoided as this will lead to poor
attendance and apathy

With few decisions reportedly made at meetings, a
questioning of their purpose has led to poor
attendance by business and increasing apathy

A membership structure exists that represents a
genuine cross-section of all elements of town centre
activity

‘Active’ membership is seen as very public and third
sector ‘heavy’, with under-representation by
businesses (local and ‘multiples’)

Membership includes relevant key decisions makers
from the public sector

Current council representatives at meetings provide
information and are a useful contact point, but are
not senior enough to act as a partnership ‘champion’
within the council

Media representation is included within the
membership

No media representative has been identified on either
partnership
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Partnerships communicate success to the broader
business community and external audiences
(including potential investors)

6.40

There is little evidence of a dedicated and targeted
communication mechanism to promote the
partnership and its achievements

The analysis and consultations detailed above indicate that there is both a need and
desire for effective town centre partnerships in Dalston and Hackney Central. However,
consultations with partnership members and a review of best practice have identified a
number of operational aspects in the current set-up that is likely to be restricting the
effectiveness and participation in these partnerships. In seeking to improve how the
partnerships work and their effectiveness in improving the business and visitor
environment

of

the

town

centres,

the

following

recommendations

should

be

considered:


Clarify the remit, funding and actions required from the partnership. By ensuring
a clear and tightly defined remit will give the partnership purpose and encourage
participation. Clarifying available funding or how this needs to be raised will also focus
participation on what is achievable.



Ensure meetings result in actionable decisions. Ensuring the partnership is seen to
have achieved or heavily influenced quick win changes in the local environment will help
to further active membership



Widen existing ‘active’ membership to include a higher proportion of businesses
and property owners, and representatives from across the whole town centre
area. This is likely to be achieved in-step with demonstrating participation in the
partnerships can make a difference and result in positive outcomes for businesses and
the town centres



Ensure active participation by a senior council office or member. A senior decision
maker will be able to act as a champion for the partnership within the council. This will
better ensure that partnership views can be communicated and actioned effectively
within the council, as well as demonstrating to local businesses the importance of the
partnership



Include a representative from the local media. Local media participation and ‘buyin’ to the aims of the partnership will both ensure effective publicity to maximise support
for ongoing initiatives and provide positive coverage of partnership achievements. Such
an approach will also aid the targeting of potential future investors once successful
initiatives have been publicised

6.41

In addition to the larger, more structural changes identified above, there are a number
of procedural amendments that could be made to encourage greater participation
(particularly among the business community). Arranging meetings at appropriate times
for businesses and ensuring that they run (and finish) on schedule is important for
participants to effectively plan their time and arrange adequate cover arrangements
for their businesses where necessary. Also, given the shortage of time that most
people running businesses have, it is vital that meetings are run in an efficient,
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businesslike manner – with time-limited discussion, specific actions decided upon and
responsibility for these agreed
6.42

Most important of all is ensuring a direct visible link between participant attendance
and an active role in decision making that leads to measurable action. This is the key
reason for the majority of attendance. If meetings result in concrete action that is
visible ‘on the ground’ then participants are likely to continue their role in the
partnership (and encourage others to attend). The best way to develop this is to start
with small ‘easy win’ initiatives that the public and other businesses can see, and then
gradually build up to the more challenging, longer term aims of the partnerships.

Big Society
6.43

With the coalition government’s drive towards a ‘Big Society’, where local groups and
partnerships take responsibility for delivering local services, there is also a major
opportunity for the Town Centre Partnerships to take on a greater role in delivering
more of the town centre management responsibilities. This could include co-ordinating
various town centre services and being responsible for an initial amount of ring-fenced
funding through a service level agreement. Targets could be set, with future funding
tied to the achievement of these targets. Giving the partnerships real power to affect
local service delivery and priorities within the town centre would ensure a larger active
membership across a varied range of stakeholders. It would also act as an initial
exploratory step in introducing Business Improvement Districts if the council saw a
future in this initiative.

Hackney’s other Town Centres
6.44

In addition to Dalston (Major Centre) and Hackney Central (District Centre), the other
centres in the borough are:


South Shoreditch – part of Central Activities Zone;



Finsbury Park – District Centre;



Stoke Newington – District Centre;

And the Local Centres of:


Stoke Newington Church Street; Manor House; Upper Clapton Road and Lower Clapton
Road; Chatsworth Road; Hoxton Street; Lauriston Road; Stamford Hill; Well Street; Wick
Road; Shacklewell Lane; Broadway Market.

6.45

Not all of these centres have town centre management initiatives in place at present.

6.46

Although having town centre managers in each of these centres is likely to significantly
benefit their vitality and competitive strength, considerably more resources to those
currently deployed in town centre management would be required to ensure such a
strategy is effective.
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6.47

Achieving coverage of these centres could be achieved either through providing
dedicated town centre management resource to each centre, or by sharing resources
across different centres.

6.48

Either approach will require significantly more resources to be dedicated to town centre
management across the Borough as a whole than currently exists.

Clearly, sharing

resource across various centres may be more economical, but risks being less effective
since it may spread resource too thinly.
6.49

Our recommendation at this stage and in the context of a constrained funding
environment would be to continue to focus on the existing priority centres and to
improve their performance, before seeking to broaden town centre management
coverage to other town centres in the Borough.
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GLOSSARY OF TERMS
CITY CENTRES:

The highest level of centre identified in development plans. In terms of hierarchies,
they will often be a regional centre and will serve a wide catchment. The centre may
be very large, embracing a wide range of activities and may be distinguished by
areas which may perform different main functions. Planning for the future of such
areas can be achieved successfully through the use of area action plans, with master
plans or development briefs for particular sites. In London the ‘international’ and
‘metropolitan’ centres identified in the Mayor’s Spatial Development Strategy
typically perform the role of city centres.

TOWN CENTRES:

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 area. In
rural areas they 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. In planning 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. In London the ‘major’
and many of the ‘district’ centres identified in the Mayor’s Spatial Development
Strategy typically perform the role of town centres.

DISTRICT CENTRES:

District centres will usually comprise groups of shops often containing at least one
supermarket or superstore, and a range of non-retail services, such as banks,
building societies and restaurants, as well as local public facilities such as a library.

LOCAL CENTRES:

Local centres include a range of small shops of a local nature, serving a small
catchment. Typically, local centres might include, amongst other shops, a small
supermarket, a newsagent, a sub-post office and a pharmacy. Other facilities could
include a hot-food takeaway and launderette. In rural areas, large villages may
perform the role of a local centre.

TOWN CENTRE AREA:

Defined area, including the primary shopping area and areas of predominantly
leisure, business and other main town centre uses within or adjacent to the primary
shopping area. The extent of the town centre should be defined on a proposals map.

PRIMARY SHOPPING
AREA (PSA)

Defined area where retail development is concentrated (generally comprising the
primary and those secondary frontages which are contiguous and closely related to
the primary shopping frontage). The extent of the primary shopping area should be
defined on the proposals map. Smaller centres may not have areas of predominantly
leisure, business and other main town centre uses adjacent to the primary shopping
area, therefore the town centre may not extend beyond the primary shopping area.
[In PPS6 the “centre” for a retail development constitutes the primary shopping
area].

PRIMARY FRONTAGE

Primary frontages are likely to include a high proportion of retail uses.

SECONDARY FRONTAGE

Secondary frontages provide greater opportunities for a diversity of uses.

EDGE-OF-CENTRE

For retail purposes, a location that is well connected to and within easy walking
distance (i.e. up to 300 metres) of the primary shopping area. For all other main
town centre uses, this is likely to be within 300 metres of a town centre boundary.
In determining whether a site falls within the definition of edge-of-centre, account
should be taken of local circumstances. For example, local topography will affect
pedestrians’ perceptions of easy walking distance from the centre. Other
considerations include barriers, such as crossing major roads and car parks, the
attractiveness and perceived safety of the route and the strength of attraction and
size of the town centre. A site will not be well connected to a centre where it is
physically separated from it by a barrier such as a major road, railway line or river
and there is no existing or proposed pedestrian route which provides safe and
convenient access to the centre.

OUT-OF-CENTRE

A location which is not in or on the edge of a centre but not necessarily outside the
urban area.

OUT-OF-TOWN

An out-of-centre development outside the existing urban area.

CONVENIENCE
SHOPPING

Convenience retailing is the provision of everyday essential items, including food,
drinks, newspapers/magazines and confectionery.
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SUPERMARKETS

Self-service stores selling mainly food, with a trading floorspace less than 2,500
square metres, often with car parking.

SUPERSTORES

Self-service stores selling mainly food, or food and non-food goods, usually with
more than 2,500 square metres trading floorspace, with supporting car parking.

COMPARISON SHOPPING

Comparison retailing is the provision of items not obtained on a frequent basis.
These include clothing, footwear, household and recreational goods.

RETAIL WAREHOUSES

Large stores specialising in the sale of household goods (such as carpets, furniture
and electrical goods), DIY items and other ranges of goods, catering mainly for carborne customers.

RETAIL PARKS

An agglomeration of at least 3 retail warehouses.

WAREHOUSE CLUBS

Large businesses specialising in volume sales of reduced priced goods. The operator
may limit access to businesses, organisations or classes of individual.

FACTORY OUTLET
CENTRES

Groups of shops specialising in selling seconds and end-of-line goods at discounted
prices.

REGIONAL & SUBREGIONAL SHOPPING
CENTRES

Out-of-centre shopping centres which are generally over shopping centres 50,000
square metres gross retail area, typically comprising a wide variety of comparison
goods stores.

LEISURE PARKS

Leisure parks often feature a mix of leisure facilities, such as a multi-screen cinema,
indoor bowling centres, night club, restaurants, bars and fast-food outlets, with car
parking.

CONVENIENCE GOODS
EXPENDITURE

Expenditure (including VAT as applicable) on goods in COICOP categories: Food and
non-alcoholic beverages, Tobacco, Alcoholic beverages (off-trade), Newspapers and
periodicals, Non-durable household goods.

– END –
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APPENDIX 1: DALSTON AAP - FIGURES
Figure 2.1 – The AAPs in Hackney Context

London Borough of Hackney
Retail Centres Study
Stage 2 Report

Figure 2.2 – Dalston AAP Area

London Borough of Hackney
Retail Centres Study
Stage 2 Report

Figure 4.1 – Character Areas
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Figure 5.2 – Retail Strategy
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APPENDIX 2: HACKNEY CENTRAL AAP - FIGURES
Figure 3.1 – Character Areas & Opportunity Sites
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APPENDIX 3: MANOR HOUSE – LOCAL CATCHMENT AREA

Notes: 800 metre radius and 5-minute off peak drive time isochrones.
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APPENDIX 4: MANOR HOUSE – ECONOMIC CAPACITY
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LONDON BOROUGH OF HACKNEY
2011 RETAIL ECONOMIC CAPACITY ASSESSMENT
MANOR HOUSE: Retail Expenditure Capacity Assessment (assume 3,879 new residential units)
TABLE 1:

2010-30: Growth

TOTAL HOUSEHOLDS & FORECAST GROWTH (2010 - 2030)

800 metres ('walk-in') local catchment population

(1)

:

2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

6,141

6,738

7,235

7,642

7,925

1,784

29.1%

-

ESTIMATED NEW RESIDENTIAL UNITS IN AAP AREA & WOODBERRY DOWN:
Manor House

(2)

(3)

:

TOTAL:
Sources:

50

150

320

320

320

0

1,068

2,008

2,720

3,879

3,879

-

6,141

7,856

9,393

10,682

12,124

5,983

97%

:

Woodberry Down Estate

(1) The current and projected number of households within a 800 metre radius centred on Manor House underground tube station has been derived
from the Experian 'Retail Planner and Demographic Reports' generated in-house by Strategic Perspectives LLP using the Experian MMG3 Geographic
Information System. It is generally assumed that 800 metres represent a reasonable 'walking distance' for people travelling to and from shops and
services from home, particularly in circumstances where they are carring shopping bags on their trips.
(2) The net increase in new residential units for Manor House over the development plan period has been derived from the latest Manor House Phase 1
AAP 'Schedule of Accommodation' (8th February 2011) provided by the LB Hackney. It is estimated that 320 new residential units will be provided up
to 2025 as part of the overall redevelopment of Manor House. The phasing of the new residential units is highly indicative and is based on SP's
understanding of the potential timescales for delivering the different components (buildings) in the AAP area.

Notes:

(3) The net increase and phasing of new residential units of different types and tenure for the Woodberry Down Estate is based on the 'Residential
Development Pipeline' figures provided by LB Hackey (as at March 2011).
Please note that the timing of the new residential units for both Manor House and Woodberry Down Estate are indicative and could be subject to
change.

TABLE 2:

TOTAL POPULATION ESTIMATES & FORECAST GROWTH (2010 - 2030)

800 metres ('walk-in') local catchment population

(1)

:

2010-30: Growth

2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

13,949

15,006

15,768

16,336

16,831

2,882

20.7%

MANOR HOUSE/ WOODBERRY DOWN - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1: Assume average household size of:

1.5

0

1,677

3,237

4,560

6,299

6,299

-

Scenario 2: Assume average household size of:

2.0

0

2,236

4,316

6,080

8,398

8,398

-

TOTAL FORECAST POPULATION:

Sources:

Scenario 1:

13,949

16,683

19,005

20,896

23,129

9,180

66%

Scenario 2:

13,949

17,242

20,084

22,416

25,229

11,280

81%

(1) The local catchment population with a 800 metre ('walk-in') radius of Manor House has been derived from the 'Retail Expenditure & Demographic Area
Planner' Reports produced by Experian Business Strategies. The base year population is derived from 2008 mid-year ONS population estimates. The population
projections up to 2030 are based on Experian's 'Demographic Component Model' . This takes into account 2008 mid-year age and gender estimates and projects
the population forward year-on-year based on Government population projections for local authority areas and London Boroughs. The yearly components of
population change that are taken into account are the birth rate (0-4 age band); ageing; net migration; and death rate. The population projections do not take
account of (policy-led) new residential development.
(2) The average household sizes have been assumed by Strategic Perspectives LLP for the purpose of this assessment. In the absence of detailed population
projections prepared by LB Hackney, they are indicative of household sizes for different residential types and tenure. It is recognised that household sizes will
vary between studio flats and family homes, but it has not been possible to provide this level of detail at this stage.
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TABLE 3:

2010-30: Growth

EXPENDITURE PER CAPITA FORECASTS (2009 prices)
2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

Convenience Goods:

£1,605

£1,648

£1,716

£1,787

£1,852

247

15.4%

Comparison Goods:

£2,323

£2,549

£2,936

£3,401

£3,927

1,605

69.1%

Sources:

(1)

Average spend per capita estimates for 2010 are derived from Experian 'Retail Expenditure & Demographic Area Planner' Reports produced by EBS.

(2)

Average annual expenditure growth forecasts for both convenience and comparison goods have been informed by Experian Business Strategies (EBS)
forecasts published in Retail Planner Briefing Note 8.1 (August 2010). EBS forecasts are preferred as they take account of macro-economic forecasts, rather
than growth rates based on historic trends. The forecasts indicate a slowdown in growth over the short to medium term (up to 2017) due to the impact of the
economic recession on household income and expenditure. Over the long term (2018+) all categories of retail expenditure (except for convenience goods) are
forecast to 'lag' behind long term projections based on historic trends. This is partly explained by the increasing maturity of the UK economy and less
expansionary consumer credit.
(3)

An allowance for expenditure on non-store retail sales ('Special Forms of Trading') has been made at the base year (2010) and for forecast growth up to 2030.
SFT is defined as all retail sales not in shops and stores, including sales via the internet, mail order, TV shopping, vending machines, temporary market stalls,
etc. The market share forecasts have been informed by research by EBS and published in the latest Retail Planner Briefing Note 8.1 (August 2010). For
convenience goods it should be noted that supermarkets and other retailers source internet goods sales from store space and therefore the published share of
non-store retailing is overstated. There is also significant uncertainty about future trends in internet usage and non-store shopping, which means that any
allowance for SFT is a broad assumption only and could be subject to change as more research is published.

TABLE 4:

2010-30: Growth

TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE, 2010 - 2030 (£ million)

800 metres ('walk-in'):

2010

2015

2020

2025

2030

No.

%

£22.4

£24.7

£27.1

£29.2

£31.2

£8.8

39.3%

MANOR HOUSE/ WOODBERRY DOWN - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1:

£0.0

£2.8

£5.6

£8.1

£11.7

£11.7

-

Scenario 2:

£0.0

£3.7

£7.4

£10.9

£15.6

£15.6

-

TOTAL FORECAST CONVENIENCE GOODS EXPENDITURE:

Notes:

TABLE 5:

Scenario 1:

£22.4

£27.5

£32.6

£37.3

£42.8

£20.5

91%

Scenario 2:

£22.4

£28.4

£34.5

£40.1

£46.7

£24.3

109%

Total available expenditure derived by multiplying the total resident/ forecast population (Table 2) with the expenditure per capita estimates (Table 3).

2010-30: Growth

TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE, 2010 - 2030 (£ million)

800 metres ('walk-in'):

2010

2015

2020

2025

2030

No.

%

£32.4

£38.3

£46.3

£55.6

£66.1

£33.7

104.0%

MANOR HOUSE/ WOODBERRY DOWN - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1:

£0.0

£4.3

£9.5

£15.5

£24.7

£24.7

-

Scenario 2:

£0.0

£5.7

£12.7

£20.7

£33.0

£33.0

-

TOTAL FORECAST CONVENIENCE GOODS EXPENDITURE:

Notes:

Scenario 1:

£32.4

£42.5

£55.8

£71.1

£90.8

£58.4

180%

Scenario 2:

£32.4

£44.0

£59.0

£76.2

£99.1

£66.7

206%

Total available expenditure derived by multiplying the total resident/ forecast population (Table 2) with the expenditure per capita estimates (Table 3).
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LONDON BOROUGH OF HACKNEY
2011 RETAIL ECONOMIC CAPACITY ASSESSMENT
MANOR HOUSE: Retail Expenditure Capacity Assessment (assume 3,879 new residential units)
EXPLANATORY NOTE:

The following sets out some of the key assumptions and forecasts underpinning the main steps in the floorspace capacity forecasts for both convenience and comparison goods retailing:

STEP 1:

Total available convenience and comparison goods expenditure in the local catchment area is derived from Tables 3 and 4.

STEP 2:

The 'retention' (%/ £m) of available expenditure by existing and new shops and stores is based on informed judgements includng, inter alia, the likely role and function of the
local centre in the Borough's network and hierarchy of centres; the size of the local catchment population and its shopping needs; the location, scale and offer of existing and
planned competing centres and stores that serve the local catchment population; and the potential for the local centre to increase its market share ('retention') of expenditure
to a reasonable level without resulting in an adverse impact on existing and proposed centres. We have assumed that the 'retention' level will increase over the forecast
period to reflect the likely phasing and timescales for new development.
The trade draw (% / £m) of retail expenditure from outside the defined local catchment area is based on informed judgements as to the potential for the local centre to
attract visitors, passing trade and linked trips from the station and other employment uses and attractions in the local area. We have assumed that trade draw will increase
over the forecast period to reflect the likely phasing and timescales for new development.

STEP 3:

STEP 4:

Total estimated residual expenditure is Step 2 plus Step 3.

STEP 5:

The average sales density (or turnover to floorspace ratio) is an informed judgement based on the average sales performance of a range of grocery and convenience store
operators. This draws on the information contained in published company accounts, as set out by Verdict Research and Mintel. In this case one would expect national
multiple foodstore retailers to trade at a higher average sales density (for example, Tesco, Sainsbury's and Asda) and smaller independent/ specialist retailers to trade at a
lower average sales level.

STEP 6:

The net floorspace capacity figure is derived by dividing the total residual expenditure (Step 4) by the average sales density for existing and new floorspace (Step 5). In
cases where the average sales density for new operators is higher, then the capacity forecasts will be lower. Conversely, where the average sales density is lower, then the
capacity forecasts will be higher. The net/ gross floorspace ratio for both food and non-food retailing is assumed to be 65%, although this will vary depending on the
efficiency of the sales area and the need for storage.
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TABLE 6:

SCENARIO 1: CONVENIENCE GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):

2010-2015

2010-2020

2010-2025

2010-2030

£27.5

£32.6

£37.3

£42.8

STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):
- Market Share (%)

20%

33%

33%

33%

- Market Share (£m)

£5.5

£10.9

£12.4

£14.3

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

10%

20%

20%

20%

- Trade Draw (£m)

£0.6

£2.7

£3.1

£3.6

£6.1

£13.6

£15.6

£17.9

£6,250

£6,375

£6,504

£6,635

978

2,132

2,392

2,691

1,504

3,279

3,681

4,139

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

STEP 5: AVERAGE SALES (£ per m2):

STEP 6: FLOORSPACE CAPACITY:
- m2 net:
- m2 gross:

TABLE 7:

SCENARIO 2: CONVENIENCE GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):

2010-2015

2010-2020

2010-2025

2010-2030

£28.4

£34.5

£40.1

£46.7

STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):
- Market Share (%)

20%

33%

33%

33%

- Market Share (£m)

£5.7

£11.5

£13.4

£15.6

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

10%

20%

20%

20%

- Trade Draw (£m)

£0.6

£2.9

£3.3

£3.9

£6.3

£14.4

£16.7

£19.5

£6,250

£6,375

£6,504

£6,635

- m2 net:

1,010

2,253

2,566

2,935

- m2 gross:

1,554

3,466

3,948

4,515

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

2

STEP 5: AVERAGE SALES (£ per m ):

STEP 6: FLOORSPACE CAPACITY:
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TABLE 8:

SCENARIO 1: COMPARISON GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):

2010-2015

2010-2020

2010-2025

2010-2030

£42.5

£55.8

£71.1

£90.8

STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):
- Market Share (%)

2.5%

5%

5%

5%

- Market Share (£m)

£1.1

£2.8

£3.6

£4.5

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

5%

10%

10%

10%

- Trade Draw (£m)

£0.1

£0.3

£0.4

£0.5

£1.1

£3.1

£3.9

£5.0

£4,500

£4,591

£4,683

£4,778

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

2

STEP 5: AVERAGE SALES (£ per m ):

STEP 6: FLOORSPACE CAPACITY:
- m2 net:
2

- m gross:

TABLE 9:

249

675

843

1,056

383

1,039

1,297

1,625

SCENARIO 2: COMPARISON GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):

2010-2015

2010-2020

2010-2025

2010-2030

£44.0

£59.0

£76.2

£99.1

STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):
- Market Share (%)

2.5%

5%

5%

5%

- Market Share (£m)

£1.1

£2.9

£3.8

£5.0

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

5%

10%

10%

10%

- Trade Draw (£m)

£0.1

£0.3

£0.4

£0.6

£1.2

£3.3

£4.2

£5.5

£4,500

£4,591

£4,683

£4,778

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

STEP 5: AVERAGE SALES (£ per m2):

STEP 6: FLOORSPACE CAPACITY:
2

257

714

904

1,152

2

395

1,098

1,391

1,773

- m net:
- m gross:
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APPENDIX 5: HACKNEY WICK – LOCAL CATCHMENT AREA

Notes: 800 metre radius and 5-minute off peak drive time isochrones.
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APPENDIX 6: HACKNEY WICK ECONOMIC CAPACITY – 500 RESIDENTIAL UNITS
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LONDON BOROUGH OF HACKNEY
2011 RETAIL ECONOMIC CAPACITY ASSESSMENT
HACKNEY WICK: Retail Expenditure Capacity Assessment (assume 500 new residential units)
TABLE 1:

2010-30: Growth

TOTAL HOUSEHOLDS & FORECAST GROWTH (2010 - 2030)

800 metres ('walk-in') local catchment population

(1)

:

2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

2,506

2,704

2,914

3,110

3,250

744

29.7%

100

200

350

500

500

-

2,506

2,804

3,114

3,460

3,750

1,244

50%

ESTIMATED NEW RESIDENTIAL UNITS IN AAP AREA:
Manor House

(2)

:

TOTAL:
Sources:

(1) The current and projected number of households within a 800 metre radius centred on Hackney Wick Station Hub has been derived from the
Experian 'Retail Planner and Demographic Reports' generated in-house by Strategic Perspectives LLP using the Experian MMG3 Geographic Information
System. It is generally assumed that 800 metres represent a reasonable 'walking distance' for people travelling to and from shops and services from
home, particularly in circumstances where they are carring shopping bags on their trips.
(2) The net increase in new residential units for Hackney Wick over the development plan period has been derived from figures provided by the LB
Hackney. Please note that the phasing of the new residential units is highly indicative and is based on SP's understanding of the potential timescales
for delivering the different components (buildings) in the AAP area, specifically in and around the Hackney Wick Hub and Hackney Wick North.

Notes:

Please note that the timing of the new residential units are indicative and could be subject to change.

TABLE 2:

TOTAL POPULATION ESTIMATES & FORECAST GROWTH (2010 - 2030)

800 metres ('walk-in') local catchment population

(1)

:

2010-30: Growth

2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

5,670

6,120

6,530

6,877

7,157

1,487

26.2%

MANOR WICK - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1: Assume average household size of:

1.5

0

150

300

525

750

750

-

Scenario 2: Assume average household size of:

2.0

0

200

400

700

1,000

1,000

-

TOTAL FORECAST POPULATION:

Sources:

Scenario 1:

5,670

6,270

6,830

7,402

7,907

2,237

39%

Scenario 2:

5,670

6,320

6,930

7,577

8,157

2,487

44%

(1) The local catchment population with a 800 metre ('walk-in') radius of Manor House has been derived from the 'Retail Expenditure & Demographic Area
Planner' Reports produced by Experian Business Strategies. The base year population is derived from 2008 mid-year ONS population estimates. The population
projections up to 2030 are based on Experian's 'Demographic Component Model' . This takes into account 2008 mid-year age and gender estimates and projects
the population forward year-on-year based on Government population projections for local authority areas and London Boroughs. The yearly components of
population change that are taken into account are the birth rate (0-4 age band); ageing; net migration; and death rate. The population projections do not take
account of (policy-led) new residential development.
(2) The average household sizes have been assumed by Strategic Perspectives LLP for the purpose of this assessment. In the absence of detailed population
projections prepared by LB Hackney, they are indicative of household sizes for different residential types and tenure. It is recognised that household sizes will
vary between studio flats and family homes, but it has not been possible to provide this level of detail at this stage.
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TABLE 3:

2010-30: Growth

EXPENDITURE PER CAPITA FORECASTS (2009 prices)
2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

Convenience Goods:

£1,583

£1,625

£1,693

£1,763

£1,843

260

16.5%

Comparison Goods:

£2,246

£2,465

£2,839

£3,288

£3,797

1,552

69.1%

Sources:

(1)

Average spend per capita estimates for 2010 are derived from Experian 'Retail Expenditure & Demographic Area Planner' Reports produced by EBS.

(2)

Average annual expenditure growth forecasts for both convenience and comparison goods have been informed by Experian Business Strategies (EBS)
forecasts published in Retail Planner Briefing Note 8.1 (August 2010). EBS forecasts are preferred as they take account of macro-economic forecasts, rather
than growth rates based on historic trends. The forecasts indicate a slowdown in growth over the short to medium term (up to 2017) due to the impact of the
economic recession on household income and expenditure. Over the long term (2018+) all categories of retail expenditure (except for convenience goods) are
forecast to 'lag' behind long term projections based on historic trends. This is partly explained by the increasing maturity of the UK economy and less
expansionary consumer credit.
(3)

An allowance for expenditure on non-store retail sales ('Special Forms of Trading') has been made at the base year (2010) and for forecast growth up to 2030.
SFT is defined as all retail sales not in shops and stores, including sales via the internet, mail order, TV shopping, vending machines, temporary market stalls,
etc. The market share forecasts have been informed by research by EBS and published in the latest Retail Planner Briefing Note 8.1 (August 2010). For
convenience goods it should be noted that supermarkets and other retailers source internet goods sales from store space and therefore the published share of
non-store retailing is overstated. There is also significant uncertainty about future trends in internet usage and non-store shopping, which means that any
allowance for SFT is a broad assumption only and could be subject to change as more research is published.

TABLE 3:

2010-30: Growth

TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE, 2010 - 2030 (£ million)

800 metres ('walk-in'):

2010

2015

2020

2025

2030

No.

%

£9.0

£9.9

£11.1

£12.1

£13.2

£4.2

47.0%

MANOR WICK - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1:

£0.0

£0.2

£0.5

£0.9

£1.4

£1.4

-

Scenario 2:

£0.0

£0.3

£0.7

£1.2

£1.8

£1.8

-

Scenario 1:

£9.0

£10.2

£11.6

£13.0

£14.6

£5.6

62%

Scenario 2:

£9.0

£10.3

£11.7

£13.4

£15.0

£6.1

68%

TOTAL FORECAST CONVENIENCE GOODS EXPENDITURE:

Notes:

TABLE 4:

Total available expenditure derived by multiplying the total resident/ forecast population (Table 2) with the expenditure per capita estimates (Table 3).

2010-30: Growth

TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE, 2010 - 2030 (£ million)

800 metres ('walk-in'):

2010

2015

2020

2025

2030

No.

%

£12.7

£15.1

£18.5

£22.6

£27.2

£14.4

113.4%

MANOR WICK - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1:

£0.0

£0.4

£0.9

£1.7

£2.8

£2.8

-

Scenario 2:

£0.0

£0.5

£1.1

£2.3

£3.8

£3.8

-

Scenario 1:

£12.7

£15.5

£19.4

£24.3

£30.0

£17.3

136%

Scenario 2:

£12.7

£15.6

£19.7

£24.9

£31.0

£18.2

143%

TOTAL FORECAST CONVENIENCE GOODS EXPENDITURE:

Notes:

Total available expenditure derived by multiplying the total resident/ forecast population (Table 2) with the expenditure per capita estimates (Table 3).
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2011 RETAIL ECONOMIC CAPACITY ASSESSMENT
HACKNEY WICK: Retail Expenditure Capacity Assessment (assume 500 new residential units)
EXPLANATORY NOTE:

The following sets out some of the key assumptions and forecasts underpinning the main steps in the floorspace capacity forecasts for both convenience and comparison goods retailing:

STEP 1:

Total available convenience and comparison goods expenditure in the local catchment area is derived from Tables 3 and 4.

STEP 2:

The 'retention' (%/ £m) of available expenditure by existing and new shops and stores is based on informed judgements includng, inter alia , the likely role and function of
the local centre in the Borough's network and hierarchy of centres; the size of the local catchment population and its shopping needs; the location, scale and offer of existing
and planned competing centres and stores that serve the local catchment population; and the potential for the local centre to increase its market share ('retention') of
expenditure to a reasonable level without resulting in an adverse impact on existing and proposed centres. We have assumed that the 'retention' level will increase over the
forecast period to reflect the likely phasing and timescales for new development.

STEP 3:

The trade draw (% / £m) of retail expenditure from outside the defined local catchment area is based on informed judgements as to the potential for the local centre to
attract visitors, passing trade and linked trips from the station and other employment uses and attractions in the local area. We have assumed that trade draw will increase
over the forecast period to reflect the likely phasing and timescales for new development.

STEP 4:

Total estimated residual expenditure is Step 2 plus Step 3.

STEP 5:

The average sales density (or turnover to floorspace ratio) is an informed judgement based on the average sales performance of a range of grocery and convenience store
operators. This draws on the information contained in published company accounts, as set out by Verdict Research and Mintel. In this case one would expect national
multiple foodstore retailers to trade at a higher average sales density (for example, Tesco, Sainsbury's and Asda) and smaller independent/ specialist retailers to trade at a
lower average sales level.

STEP 6:

The net floorspace capacity figure is derived by dividing the total residual expenditure (Step 4) by the average sales density for existing and new floorspace (Step 5). In
cases where the average sales density for new operators is higher, then the capacity forecasts will be lower. Conversely, where the average sales density is lower, then the
capacity forecasts will be higher. The net/ gross floorspace ratio for both food and non-food retailing is assumed to be 65%, although this will vary depending on the
efficiency of the sales area and the need for storage.
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TABLE 5:

SCENARIO 1: CONVENIENCE GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010-2015

2010-2020

2010-2025

2010-2030

£10.2

£11.6

£13.0

£14.6

- Market Share (%)

20%

33%

33%

33%

- Market Share (£m)

£2.0

£3.9

£4.3

£4.9

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

10%

20%

30%

30%

- Trade Draw (£m)

£0.2

£1.0

£1.9

£2.1

£2.3

£4.8

£6.2

£6.9

£6,250

£6,375

£6,504

£6,635

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

STEP 5: AVERAGE SALES (£ per m2):

STEP 6: FLOORSPACE CAPACITY:

TABLE 6:

- m2 net:

362

756

955

1,046

- m2 gross:

557

1,162

1,470

1,609

SCENARIO 2: CONVENIENCE GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010

2010-2015

2010-2020

2010-2025

2010-2030

£10.3

£11.7

£13.4

£15.0

- Market Share (%)

20%

33%

33%

33%

- Market Share (£m)

£2.1

£3.9

£4.5

£5.0

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

10%

20%

30%

30%

- Trade Draw (£m)

£0.2

£1.0

£1.9

£2.1

£2.3

£4.9

£6.4

£7.2

£6,250

£6,375

£6,504

£6,635

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

2

STEP 5: AVERAGE SALES (£ per m ):

STEP 6: FLOORSPACE CAPACITY:
- m2 net:

365

767

978

1,079

- m2 gross:

562

1,179

1,504

1,660
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TABLE 7:

SCENARIO 1: COMPARISON GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010-2015

2010-2020

2010-2025

2010-2030

£15.5

£19.4

£24.3

£30.0

- Market Share (%)

5%

10%

10%

10%

- Market Share (£m)

£0.8

£1.9

£2.4

£3.0

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

5%

10%

10%

10%

- Trade Draw (£m)

£0.04

£0.22

£0.27

£0.33

£0.8

£2.2

£2.7

£3.3

£4,500

£4,591

£4,683

£4,778

2

181

469

577

698

2

278

722

888

1,074

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

2

STEP 5: AVERAGE SALES (£ per m ):

STEP 6: FLOORSPACE CAPACITY:
- m net:
- m gross:

TABLE 8:

SCENARIO 2: COMPARISON GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010-2015

2010-2020

2010-2025

2010-2030

£15.6

£19.7

£24.9

£31.0

- Market Share (%)

5%

10%

10%

10%

- Market Share (£m)

£0.8

£2.0

£2.5

£3.1

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

5%

10%

10%

10%

- Trade Draw (£m)

£0.0

£0.2

£0.3

£0.3

£0.8

£2.2

£2.8

£3.4

£4,500

£4,591

£4,683

£4,778

2

182

476

591

720

2

280

732

909

1,108

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

STEP 5: AVERAGE SALES (£ per m2):

STEP 6: FLOORSPACE CAPACITY:
- m net:
- m gross:
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APPENDIX 7: HACKNEY WICK ECONOMIC CAPACITY – 1,200 RESIDENTIAL UNITS
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LONDON BOROUGH OF HACKNEY
2011 RETAIL ECONOMIC CAPACITY ASSESSMENT
HACKNEY WICK: Retail Expenditure Capacity Assessment (assume 1,200 new residential units)

TABLE 1:

2010-30: Growth

TOTAL HOUSEHOLDS & FORECAST GROWTH (2010 - 2030)

800 metres ('walk-in') local catchment population

(1)

:

2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

2,506

2,704

2,914

3,110

3,250

744

29.7%

200

400

600

1,200

1,200

-

2,506

2,904

3,314

3,710

4,450

1,944

78%

ESTIMATED NEW RESIDENTIAL UNITS IN AAP AREA:
Manor House

(2)

:

TOTAL:
Sources:

(1) The current and projected number of households within a 800 metre radius centred on Hackney Wick Station Hub has been derived from the
Experian 'Retail Planner and Demographic Reports' generated in-house by Strategic Perspectives LLP using the Experian MMG3 Geographic Information
System. It is generally assumed that 800 metres represent a reasonable 'walking distance' for people travelling to and from shops and services from
home, particularly in circumstances where they are carring shopping bags on their trips.
(2) The net increase in new residential units for Hackney Wick over the development plan period has been derived from figures provided by the LB
Hackney. Please note that the phasing of the new residential units is highly indicative and is based on SP's understanding of the potential timescales
for delivering the different components (buildings) in the AAP area, specifically in and around the Hackney Wick Hub and Hackney Wick North.

Notes:

Please note that the timing of the new residential units are indicative and could be subject to change.

TABLE 2:

TOTAL POPULATION ESTIMATES & FORECAST GROWTH (2010 - 2030)

800 metres ('walk-in') local catchment population

(1)

:

2010-30: Growth

2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

5,670

6,120

6,530

6,877

7,157

1,487

26.2%

MANOR WICK - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1: Assume average household size of:

1.5

0

300

600

900

1,800

1,800

-

Scenario 2: Assume average household size of:

2.0

0

400

800

1,200

2,400

2,400

-

TOTAL FORECAST POPULATION:

Sources:

Scenario 1:

5,670

6,420

7,130

7,777

8,957

3,287

58%

Scenario 2:

5,670

6,520

7,330

8,077

9,557

3,887

69%

(1) The local catchment population with a 800 metre ('walk-in') radius of Manor House has been derived from the 'Retail Expenditure & Demographic Area
Planner' Reports produced by Experian Business Strategies. The base year population is derived from 2008 mid-year ONS population estimates. The population
projections up to 2030 are based on Experian's 'Demographic Component Model' . This takes into account 2008 mid-year age and gender estimates and projects
the population forward year-on-year based on Government population projections for local authority areas and London Boroughs. The yearly components of
population change that are taken into account are the birth rate (0-4 age band); ageing; net migration; and death rate. The population projections do not take
account of (policy-led) new residential development.
(2) The average household sizes have been assumed by Strategic Perspectives LLP for the purpose of this assessment. In the absence of detailed population
projections prepared by LB Hackney, they are indicative of household sizes for different residential types and tenure. It is recognised that household sizes will
vary between studio flats and family homes, but it has not been possible to provide this level of detail at this stage.
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TABLE 3:

2010-30: Growth

EXPENDITURE PER CAPITA FORECASTS (2009 prices)
2010

2010 - 15

2010 - 20

2010 - 25

2010 - 30

No.

%

Convenience Goods:

£1,583

£1,625

£1,693

£1,763

£1,843

260

16.5%

Comparison Goods:

£2,246

£2,465

£2,839

£3,288

£3,797

1,552

69.1%

Sources:

(1)

Average spend per capita estimates for 2010 are derived from Experian 'Retail Expenditure & Demographic Area Planner' Reports produced by EBS.

(2)

Average annual expenditure growth forecasts for both convenience and comparison goods have been informed by Experian Business Strategies (EBS)
forecasts published in Retail Planner Briefing Note 8.1 (August 2010). EBS forecasts are preferred as they take account of macro-economic forecasts, rather
than growth rates based on historic trends. The forecasts indicate a slowdown in growth over the short to medium term (up to 2017) due to the impact of the
economic recession on household income and expenditure. Over the long term (2018+) all categories of retail expenditure (except for convenience goods) are
forecast to 'lag' behind long term projections based on historic trends. This is partly explained by the increasing maturity of the UK economy and less
expansionary consumer credit.
(3)

An allowance for expenditure on non-store retail sales ('Special Forms of Trading') has been made at the base year (2010) and for forecast growth up to 2030.
SFT is defined as all retail sales not in shops and stores, including sales via the internet, mail order, TV shopping, vending machines, temporary market stalls,
etc. The market share forecasts have been informed by research by EBS and published in the latest Retail Planner Briefing Note 8.1 (August 2010). For
convenience goods it should be noted that supermarkets and other retailers source internet goods sales from store space and therefore the published share of
non-store retailing is overstated. There is also significant uncertainty about future trends in internet usage and non-store shopping, which means that any
allowance for SFT is a broad assumption only and could be subject to change as more research is published.

TABLE 3:

2010-30: Growth

TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE, 2010 - 2030 (£ million)

800 metres ('walk-in'):

2010

2015

2020

2025

2030

No.

%

£9.0

£9.9

£11.1

£12.1

£13.2

£4.2

47.0%

MANOR WICK - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1:

£0.0

£0.5

£1.0

£1.6

£3.3

£3.3

-

Scenario 2:

£0.0

£0.7

£1.4

£2.1

£4.4

£4.4

-

Scenario 1:

£9.0

£10.4

£12.1

£13.7

£16.5

£7.5

84%

Scenario 2:

£9.0

£10.6

£12.4

£14.2

£17.6

£8.6

96%

TOTAL FORECAST CONVENIENCE GOODS EXPENDITURE:

Notes:

TABLE 4:

Total available expenditure derived by multiplying the total resident/ forecast population (Table 2) with the expenditure per capita estimates (Table 3).

2010-30: Growth

TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE, 2010 - 2030 (£ million)

800 metres ('walk-in'):

2010

2015

2020

2025

2030

No.

%

£12.7

£15.1

£18.5

£22.6

£27.2

£14.4

113.4%

MANOR WICK - FORECAST POPULATION DUE TO NEW DEVELOPMENT:
Scenario 1:

£0.0

£0.7

£1.7

£3.0

£6.8

£6.8

-

Scenario 2:

£0.0

£1.0

£2.3

£3.9

£9.1

£9.1

-

Scenario 1:

£12.7

£15.8

£20.2

£25.6

£34.0

£21.3

167%

Scenario 2:

£12.7

£16.1

£20.8

£26.6

£36.3

£23.6

185%

TOTAL FORECAST CONVENIENCE GOODS EXPENDITURE:

Notes:

Total available expenditure derived by multiplying the total resident/ forecast population (Table 2) with the expenditure per capita estimates (Table 3).
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TABLE 5:

SCENARIO 1: CONVENIENCE GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010-2015

2010-2020

2010-2025

2010-2030

£10.4

£12.1

£13.7

£16.5

- Market Share (%)

20%

33%

33%

33%

- Market Share (£m)

£2.1

£4.0

£4.6

£5.5

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

10%

20%

30%

30%

- Trade Draw (£m)

£0.2

£1.0

£2.0

£2.4

£2.3

£5.0

£6.5

£7.9

£6,250

£6,375

£6,504

£6,635

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

STEP 5: AVERAGE SALES (£ per m2):

STEP 6: FLOORSPACE CAPACITY:

TABLE 6:

- m2 net:

371

789

1,004

1,185

- m2 gross:

571

1,213

1,544

1,823

SCENARIO 2: CONVENIENCE GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010

2010-2015

2010-2020

2010-2025

2010-2030

£10.6

£12.4

£14.2

£17.6

- Market Share (%)

20%

33%

33%

33%

- Market Share (£m)

£2.1

£4.1

£4.7

£5.9

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

10%

20%

30%

30%

- Trade Draw (£m)

£0.2

£1.0

£2.0

£2.5

£2.4

£5.2

£6.8

£8.4

£6,250

£6,375

£6,504

£6,635

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

2

STEP 5: AVERAGE SALES (£ per m ):

STEP 6: FLOORSPACE CAPACITY:
- m2 net:

377

811

1,042

1,264

- m2 gross:

580

1,247

1,604

1,945
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TABLE 7:

SCENARIO 1: COMPARISON GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010-2015

2010-2020

2010-2025

2010-2030

£15.8

£20.2

£25.6

£34.0

- Market Share (%)

5%

10%

10%

10%

- Market Share (£m)

£0.8

£2.0

£2.6

£3.4

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

5%

10%

10%

10%

- Trade Draw (£m)

£0.04

£0.22

£0.28

£0.38

£0.8

£2.2

£2.8

£3.8

£4,500

£4,591

£4,683

£4,778

185

490

607

791

285

754

933

1,217

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

2

STEP 5: AVERAGE SALES (£ per m ):

STEP 6: FLOORSPACE CAPACITY:
- m2 net:
2

- m gross:

TABLE 8:

SCENARIO 2: COMPARISON GOODS - CAPACITY FORECAST, 2010 - 2031 (£ million)
2010-2015

2010-2020

2010-2025

2010-2030

£16.1

£20.8

£26.6

£36.3

- Market Share (%)

5%

10%

10%

10%

- Market Share (£m)

£0.8

£2.1

£2.7

£3.6

STEP 1: TOTAL AVAILABLE EXPENDITURE (£ m):
STEP 2: 'RETENTION' OF AVAILABLE EXPENDITURE (£ million):

STEP 3: ESTIMATED DRAW FROM OUTSIDE LOCAL AREA (including commuter & visitor spend):
- Trade Draw (%)

5%

10%

10%

10%

- Trade Draw (£m)

£0.0

£0.2

£0.3

£0.4

£0.8

£2.3

£3.0

£4.0

£4,500

£4,591

£4,683

£4,778

2

188

504

630

844

2

289

775

969

1,298

STEP 4: TOTAL ESTIMATED RESIDUAL EXPENDITURE (£ million):
- Residual Expenditure (£m):

STEP 5: AVERAGE SALES (£ per m2):

STEP 6: FLOORSPACE CAPACITY:
- m net:
- m gross:
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