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1.0 Introduction
1.1

DPDS Ltd has been instructed to prepare
a new retail capacity assessment for
Portsmouth City Council and to assess the
need and likely impact of a major retail led
development in the city centre. A retail
study was carried out in 2004 and up-dated
in 2009, but no new survey was carried out
in 2009 and the survey data is therefore now
10 years old. In addition, the economy has
been through a prolonged recession and
the economic forecasts made in 2009 need
review in the light of this. The results of the
2011 Census have also become available
and this affects not only the population
forecasts on which the retail study is based,
but also the data on which the economic
forecasts are based. With the recovery
from recession, the Council considered that
it was time for a thorough review of the
need for more floorspace in the City and to
reassess the likely impact of a major retail
led development in the City Centre in the
context of current economic conditions.
Heath checks have been prepared for the City
and Town and District Centres and are set out
in section 4.

1.2

The study starts with a review of national
retail trends to identify the challenges
the City Centre is facing. A new survey of
over 1500 households was carried out in
15 zones in June 2014 to identify current
shopping patterns and the results of this
are considered in Section 2. The survey
results are attached in Appendix 1. The
retail floorspace requirements are assessed
by a conventional step by step approach in
Section 3. The methodology, data sources
and forecasts are described and the full
tables are attached as Appendices 2 and
3 for convenience and comparison goods
respectively. 2012 prices are used through
the Study.

1.3

Section 4 provides our assessment of the
vitality and viability of the City Centre,
Southsea Town Centre and Cosham, Elm
Grove/Albert Rd, Fratton and North End
District Centres. This is based on survey work
by DPDS, local inquiries and internet press
searches.
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1.4

Section 5 assesses the potential impact of
a major retail led development in the City
Centre based on the Centros - ‘Northern
Quarter’ proposals consulted on in October
2013, and for a scheme with less retail
floorspace. A two stage approach has been
used, first to assess the likely trade draw
by survey zones and then to assess zone by
zone the town and city centres and other
locations from which the trade would be
diverted. The current trade draw to the City
Centre has been used as an approximation
of the proposals trade draw and the trade
diversion is based on shopping patterns
within each zone. This is a transparent and
objective approach which does not involve
the use of judgement. However, the aim
of a major retail led development is to
extend the influence of the City Centre and
to provide the wider area with the retail
facilities it will need in the future, rather
than just maintaining the status quo and the
implications of increasing the City Centre’s
wider trade draw are then explored.

1.5

The conclusions on the need for additional
retail floorspace and the likely impact of a
major retail led development are brought
together and summarised in Section 6.
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2.0 Retail Trends
2.1

2.2

Introduction

Socio-Economic Trends

This section of the report examines briefly
the changes in the forces which brought
about town centres before identifying how
they are manifested in changes in retail
development trends.

Population

Retailing is a dynamic activity driven by socio
economic forces and as those forces change
so will the shape of retailing. Town centres
dominated by shops are a comparatively
recent phenomenon and came about
rapidly. Shops did not develop until the
18th Century, but it was not until increasing
living standards and the urbanisation of
the population in the latter half of the 19th
Century and early 20th Century that town
centres came to be dominated by shops.
Town centres were the location where the
largest number of people could get to with
the transport available at the time. The
recent development of town centres as
shopping centres is relevant – it is a reminder
of the pace of change to which they are
subject. Transport and communications
have had a fundamental impact on retailing
in recent years and town centres can no
longer rely solely on the retail sector for
their vitality and viability. It is helpful to
understand the main factors driving the retail
sector and town centre development to plan
for the future and these are described below.

2.3

Population growth in the UK since 1951 is
shown the table below. The population of
the UK has grown substantially since 1951.
After a fairly rapid rise in the 1960s (7.3%),
population growth slackened off in the 1970s
and 1980s (0.9% and 1.8% respectively).
Since the 1990s population growth has
regained its momentum. This has supported
considerable growth in the retail sector.

2.4

Population growth was not even across
the UK, with growth concentrated in the
southern half of the country. The fastest
growing regions in population terms between
1971 and 2010 were the Eastern Region
(31%), the South West (28%) and the South
East (25%).

2.5

The population of Portsmouth UA was
191,100 in 1982 and fell to 186,800 in 1991.
It remained broadly stable through the 1990s
and was still only 188,000 in 2001. Since
then it has increased rapidly and stood at
205,400 in 2011 and 207,500 in 2013 (source
ONS Mid-Year Estimates). It is clear that
for a long time, there was no pressure in
Portsmouth for retail development as a result
of population growth.

1951

1961

1971

1981

1991

2001

2011

2013

Population

50.3m

52.1m

55.9m

56.4m

57.4m

59.1m

63.3m

63.7m

% Change

-

3.6%

7.3%

0.9%

1.8%

3.0%

7.1%

-

Table 2.1 | UK Population 1951- 2013
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Spending per Head
2.6

Retail spending competes with other types of
spending and has not simply increased with
average earnings. In the period 1960 – 2011
expenditure on food and drink (excluding
alcohol) has declined from 30% of household
expenditure to 17%, and expenditure on
clothing and footwear from 10% to 4%. By
contrast housing costs have increased from
9% to 18%, and transport, motoring and
fares from 12% to 17%. Spending on leisure
services has increased from 7% of total
household spending in 1982 to 15% in 2011.

2.7

Under the (Coicop) categories now used
to survey spending, Transport, Housing,
Recreation and Culture are the largest
categories of spending, each comprising
over 13% of household spending. 8% of
expenditure goes to hotels and restaurants.
Spending on recreation and culture
amounted to £63.90 a week and includes
spending on sports admissions, leisure
class fees and equipment hire, (accounting
for £6.70 per week; cinema, theatre and
museums etc (£2.40 per week); TV, video,
satellite rental, cable subscriptions and TV
licences (£6.50 per week); and gambling
payments (£2.70 per week). It also includes
package holidays (£18.70) which accounted
for 29 per cent of recreation and culture
expenditure in 2011.
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2.8
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Foreign holidays began to become an
important feature of life in this country
in the 1960s, but more significantly in
the 1970s with cheaper air travel. The
increased spending on them illustrates that
the choices people make on how to spend
their increasing earnings does not always
involve increased spending on goods and
the competition for people’s spending is
considerable. The growth in spending on
some recreation and culture goods and
services, and spending in restaurants and
hotels has had considerable impact on
town centres. The switch to spending on
such services led initially, as in the case of
spending on holidays, to an expansion of
offices for travel agents in town centres.
The increased use of financial and banking
and insurance services, and increased home
ownership added to this demand. However,
services are easy to supply through the
internet and the pressure for town centre
office accommodation for visiting members
of the public has not been maintained. The
indications are that town centres will not be
able to rely on consumer services to bolster
demand for shop units.
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Retail Spending per Head
2.9

Pitney Bowes (formerly MapInfo and the Data
Consultancy and originally URPI) has tracked
retail expenditure per head back from 1964.
The data shows that retail spending has
increased by about 2.1% a year from then
until 2011. Retail spending began to grow
faster in the 1980s with the annual growth
rate between 1981 and 2011 at about 3%.
However, the rate of growth has declined
this century with a growth rate of 2.4% a
year between 2001 and 2011, reflecting the
impact of the post 2007 economic crises.
Since 2007 there have been years when retail
spending growth per head has been negative.
Nevertheless retail spending has increased
from £2,246 per head in 1980 to £4,814
per head in 2011 (at constant 2009 prices),
an increase of 114% over 31 years (source:
Pitney Bowes Retail Expenditure Guide
2012/13), and combined with the population
increases, this has supported substantial
retail development over the last 50 years.
These trends are shown in the graphs.
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Graph 2.1 | All Goods - Expenditure per Head 1964-2012
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Convenience Goods
2.10

The category of convenience goods covers
food and drink, including alcoholic drinks,
tobacco, newspapers, cleaning materials
and matches bought through retail outlets.
According to the data from Pitney Bowes,
convenience goods expenditure has increased
very slowly over the very long term (1964
to 2011) - at an average annual rate of 0.5%.
The trend since 2001 has been negative, with
a 0.4% fall in spending per head. This has
mostly been in the period since 2007 where
spending has fallen in every year according to
the Pitney Bowes data series.

2.11

A startling result of the much slower rate of
growth of spending on food, and a measure
of how much has changed since most of town
centre infrastructure was put in place, is
that in 1964 convenience goods accounted
for 72% of retail spending. In 2011 the
proportion had fallen to 36%. It was only in
2001 that comparison goods sales per head
exceeded convenience goods sales for the
first time.
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Graph 2.2 | Convenience Goods Retail Expenditure per Head 1964-2012
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2.0 Retail Trends

Comparison Goods
2.12

Comparison goods include clothing and
footwear, do-it-yourself goods, household
goods (such as furniture, carpets, soft
furnishings and hardware) recreational goods
(such as TVs, radios, video and DVD players,
sports goods, toys, books and bicycles) and
other goods like pharmaceuticals, toiletries
and jewellery. Expenditure on these goods
has grown faster than expenditure on
convenience goods - at a rate of 4.7% p.a.
over the period 1964 to 2011. The period of
rapid growth did not really get under way
until the 1980s and the growth between 1981
and 2011 was 6% per annum. The period of
most rapid growth was from the later 1990s
until the financial crisis of 2007 and the
growth averaged 4.5% p.a. over the period
2001- 2011. (Source: Pitney Bowes Retail
Expenditure Guide 2012/13). The continuing
economic difficulties have restricted growth
since 2007, although only one year, 2009, has
shown a decline in real terms.
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Graph 2.3 | Comparison Goods Retail Expenditure per Head 1964-2012
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Retail Spending Forecasts
2.13

Experian forecast retail spending per head
to increase by about 2.2% per annum over
the period 2014 to 2030. For spending on
convenience goods the rate is forecast to
be 0.6% per year and for comparison goods
3.3%. These forecasts have been used in the
study.
Car Ownership

2.14

2.16 c

In 1961, about 70% of households did not
have a car. In 2011 the figure was 25.6%. The
use of cars rather than public transport has
altered the whole pattern of accessibility
in towns and cities, favouring peripheral
sites where there is less congestion and car
parking is more convenient. The use of cars
for shopping trips led to the growth of outcentre shopping, considered later, to larger
food stores and to the distinction of “main
food shopping”, (usually a weekly bulk buy
shop), and top-up shopping. It also allowed
the decentralisation of shops selling bulky
goods, initially DIY and furniture, to larger
premises with lower costs per sq m and
with adjacent parking, so that goods could
be carried home. Once it was established
that large retail units in out-of-centre
locations could attract sufficient people, the
advantages to retailers led to a more general
pressure for decentralisation amongst
retailers. Relaxed planning policy in the
1980s allowed an out-of-centre retail boom
to develop.

2.15

The rise in car use has also reduced the
time/distance disincentive to travelling for
goods and services. It made it easier to get
to the larger town centres offering more
choice in goods and retailers in fewer but
larger shopping centres. Retailers can rely
on people travelling to them, rather than
having to provide branches at a local level
to reach customers. The result is the town
centres are in more competition with each
other for customers, retailers and investment
and there has therefore been an increasing
divergence between the success of larger and
more attractive centres and smaller centres
which have faced increasing difficulty in
attracting shoppers, retailers and investment.

2.16

The rise in car ownership is levelling off. In
2001 26.8% of households were without at
least one car and the figure had only declined
to 25.6 by 2011. Households without a car
tend to be pensioner households, where the
eldest amongst them never owned a car or,
increasingly the case, where driving is given
up with increasing age, or in London and
other large cities.
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The growth of car ownership has probably
run its course, but the pattern of accessibility
in towns and cities that it has given rise to,
is now established. It remains to be seen
whether the provision of retail outlets fully
reflects the pattern of demand it has given
rise to. This is examined further in relation to
retailer trends.
On-line Retailing

2.17

The internet has probably changed the
pattern of accessibility of goods and services
more profoundly even than has car use.
There has always been an element of nonstore trading, mostly through markets and
mail order, but it grew only slowly as a
percentage of sales through the 1980s and
1990s. The increased level of home computer
ownership and broadband accessibility has
enabled a breakthrough in remote sales.
Internet sales rather lagged behind the
technological advances as consumers were
initially cautious both in regard to buying
goods unseen and the risks of on-line
payment, but the entry of national fascias
into the market and major internet sales
companies, primarily Amazon, has built up
confidence. Non-store trading, which mostly
comprises internet sales has risen from about
£17.1bn in 2008 to £45.4bn in 2014, of which
about £8.3bn is through mail order, markets,
vending machines etc.

2.18

Multi-channel retailing has become the norm
for big retailers. They reacted to people using
stores to inspect goods before purchasing on
line quickly by giving up price differentials
and regarding stores more for display and
advice. Ebay has allowed independent
retailers to also reach national coverage.
Technological advances continue. Smart
phones enable people to check prices on line
in-store and the tendency in both hardware
and software development is to increase the
competitiveness of the retail environment
as customers can compare products and
prices much more easily. Click and Collect
can overcome the problems of the delivery
of goods when many purchasers are not
at home during the day and may help to
increase internet shopping further.

2.19

Retailers with a high street presence will have
to examine costs and the value of physical
outlets more closely, and rationalise if they
are to compete with solely on-line retailers
with cheaper, warehouse accommodation. In
relation to leisure activity, faster broadband
speeds, is enabling films and television
to be delivered on-line at the time of the
consumers choosing, and is likely to affect
leisure spending in town centres. Blockbuster
has fallen victim to these advances already.

April 2015
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2.20

Definitional difficulties in identifying on-line
sales in the statistics mean that consistent
and reliable data are not available before
about 2006. The data refer to non-store
retail sales, which include the internet, mail
order, stalls and markets, door to door and
telephone sales including the on-line sales
of traditional retail companies. ONS figures
suggest that non-store retailing comprised
5.8% of all retail sales in 2006 rising to 9.8%
in 2011 (Experian Retail Planner 10.1 Sept
2012). Oxford Economics estimates indicate
that internet sales were less than one-sixth
of non-store sales in 2002 but about 80% of
such sales in 2011. Non-store retailing takes
a larger share of comparison goods retail
sales than convenience goods. According to
Experian, 14% of comparison goods sales
nationally were through non-store retailing
compared with 7% of convenience goods.
Some goods are more suitable for on-line
retailing than others – for instance books,
CDs and electrical equipment are the same
however bought, whereas convenience goods
sales have suffered from issues of product
substitution and choice in fresh produce
and the advantages of seeing and trying on
clothing are likely to limit –on-line purchases.

% of total sales

10

8

6

4

2

0
2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

2012

Graph 2.4 | Non Store Retail Sales 2002-2012
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2.21

Forecasts of the share of retail sales that
non-store retailing will take have tended
to be based on an “S” shaped curve, with a
relatively slow start, a period of rapid takeup and a flattening off of take-up as the
point of saturation nears. This is no doubt
accurate but the difficulty for forecasting
on-line sales in the medium to long term is
to assess how steep the take-up curve will be
and particularly at what level it will plateau.
Forecasts since about 2000, when on-line
retailing was first widely discussed, have all
tended to underestimate the rate of take-up
and are consistently revised upwards when
the sales data for the next year become
available. The internet is particularly suitable
for delivering goods and services which can
be downloaded, but is less convenient for
goods which have to be delivered. This may
provide some upper limit on the level of
the on-line retailing, but it is equally true
that conventional shopping has its own
inconveniences in time and trouble which, for
many purchasers might appear greater. Multichannel retailing is, to some extent, blurring
the distinction between on-line and “bricks
and mortar sales”, but that does not mean
that there will be no effect on the floorspace
or locational requirements of retailers.

2.22

The latest forecasts from Experian suggest
that on-line sales of comparison goods will
increase from about 14% in 2012 to about
20% in 2019 but stabilise at the level, only
increasing to 21% by 2030. On-line sales are
expected to reach about 13% of convenience
goods sales by 2019 and to increase gradually
to about 18% of sales by 2029.

2.23

Because many on-line sales are serviced
from existing retail units, the conversion of
on-line sales to a reduction in the required
floorspace is not direct. This is particularly
so in convenience retailing where most of
the on-line retailers supply their customers
from existing floorspace. Experian advises
that only 50% of on-line sales of convenience
goods would lead to a reduction in the
floorspace needed, and that 70% of online comparison goods sales would do so.
The study takes account of this advice the
assessment of floorspace needs. However,
this is a very fast changing factor in a
very dynamic economic sector and these
proportions may well change, leading to
revised requirements for floorspace.
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2.24

The impact of on-line retailing is likely to lead
to bricks and mortar retailers reducing store
networks and concentrating in larger units
in the biggest centres. This is partly because
the internet will allow retailers to reach the
same population without a physical presence,
but perhaps more significantly because they
will have to reduce costs to compete on price
with solely on-line retailers which do not
have expensive town centre accommodation
to pay for. Many multiple town centre
retailers have already indicated an intention
to rationalise their property costs and to
concentrate on the largest centres.
Conclusions on social trends

2.25

Population growth in general over the next
20 years is likely to be faster than in the
recent past and ONS forecast the population
of Portsmouth Urban Area to increase from
207,000 in 2012 to 219,000 in 2021 and
234,000 by 2031. However, the growth in
retail sales per head between 2015 and
2035 is forecast to be lower than over the
last 20 and 30 years. The increasing share
of retail sales taken by on-line retailing is
likely to limit the growth of sales through
shops, particularly of comparison goods.
These conclusions all suggest that town
centres are going to have to look beyond the
retail sector to support future growth and
redevelopment. Most large scale town centre
developments that have taken place since
the early 2000s have been mixed use, with a
major cinema and other leisure components
supporting an evening chain pub/restaurant
sector. Gunwharf is a successful example of
this. There has been considerable interest
in increasing residential accommodation in
centres to increase activity in centres and
this can help make developments viable.
Tourism, culture and further education are
other sectors which can generate economic
activity and redevelopment in town centres.
Retail Industry Trends

2.26

April 2015

The recent history of retailing with the shift
of activity out-of-centre in the 1980s first
by supermarkets and then by bulky goods
retailers before the stricter imposition of
planning controls to protect centres is well
known. So are the increasing size of food
stores and the expansion of the main grocery
retailers into comparison goods sales and the
pressure for retailers selling non-bulky goods,
such as shoes and most recently discount
multi-goods to move into retail warehouse
parks.
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2.27

More recently the main foodstore operators
have moved into the smaller convenience
store sector and even suggest that the era of
large units is coming to an end – with Tesco
announcing the refurbishment of its Watford
store as a move towards a greater community
role and surveys indicating people less
prepared to spend time travelling to large
supermarkets and more inclined to use local
stores. The latter seems likely to reflect the
success of the local convenience stores they
operate and the supermarket operators have
generally continued to look for new stores
and expand their older ones even if this is
now often more a fight for market share
amongst themselves than taking trade from
town centres. 2014 has seen the discount
food stores eating into the market shares
of the big grocery stores at one end of the
market and continuing success of Waitrose
and M&S food sales at the other. This has
squeezed the big grocery retailers from both
ends and the largest food retailers are losing
market share. Both Sainsbury and Tesco have
curtailed their expansion programmes for
large free standing food shops.

2.28

In summary, there has been a major shift in
retail activity out-of-centres since the 1980s
and convenience retailing is now generally
limited in town centres to top-up shopping.
Commentators currently suggest a change
away from main food shopping on a weekly
or less frequent basis towards smaller,
more frequent shopping, but there are no
published statistics to support this view yet.

2.29

GVA suggests development activity is likely to
focus on out-of-centre locations in the next
few years on the basis that rental growth
there has been about 2% above the rate of
inflation over the last 20 years. However
there has been a reduction in the number
of bulky goods fascias with the development
of category killers such as B&Q , Curry’s/PC
World, and Pets @ Home, and an increase
in the vacancy rate in retail parks in many
areas. There has been pressure to relax
planning conditions on the restrictions on
the sale of goods to allow the occupation of
retail warehouses, some of which have been
vacant for a long time. We suspect that the
current demand from the reduced number of
national bulky goods retailers is met in many
areas and that this will limit retail warehouse
development unless planning controls are
relaxed.
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Retail Concentration
2.30

Retail sales are increasingly carried out
through the largest retail companies. This
has been a long term trend, with the growth
of chain stores a noted feature of retailing
in the 1950s and 1960s. The chain store
structure offers considerable advantages
to retailers in terms of bulk purchasing and
the marginal costs. Overheads, for instance
the costs of advertising and specialist
experts, such as buyers and accountants can
be spread over a large number of outlets
and larger sales. The number of shops has
declined from about 600,000 in 1950 to
under 300,000 in 2012.

2.31

Multiple retailers now dominate most
primary shopping areas and this has given
rise to the common complaints about
“clone towns”. Consistent statistics over the
long term are not easy to find, but in 1999
according to Verdict, some 63% of retail sales
were through the top 50 retail companies.
In 2007/8 the figure was 73%. In 2007/8 the
top 10 companies took 50% of all retail sales.
This is in part because of the dominance of
the four main grocery chains in the top 10
retailers – they are the four largest retail
companies measured by turnover. Their
dominance in the grocery sector continues to
be a source of controversy in relation to both
their retailing and purchasing activities, but
they now control about 75% of the grocery
market, mostly from large out-of-centre
stores with adjacent free parking. Since
spending on convenience goods has been
increasing only slowly, they have expanded
into comparison goods sales and have
established significant market shares in the
clothing sector. Although figures are difficult
to find, Tesco became the 9th largest clothes
retailer in 2006 and Sainsbury is reputed now
to be 7th. The increase in comparison goods
sales by the largest retailers has obviously
increased overall retail concentration, as well
as increasing out-of-centre sales.

2.32

Multiple retailers have targeted the larger
towns and, as noted previously, the growth
of car ownership has made these more
accessible to a larger number of people. The
effect of retail concentration in the larger
companies has therefore been to concentrate
retail sales in the larger towns. National
retailers have also sought the best retail
locations and sales are therefore increasingly
concentrated in the primary frontages of
these towns.
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2.33

The concentration of retail activity in fewer
firms and fewer locations results in an
increase in the size of units wanted, to stock
a wider range of goods and benefit from
economies of scale. In a period of falling
real income and spending, firms will give
great weight to minimising their operating
costs and become less likely to take on units
which do not meet their ideal standards.
As the stock of units is relatively inflexible,
there is commonly a mismatch between the
demand and the available supply. Larger
units are generally taken up quickly, as for
example, the Woolworth’s stores following
its move into administration. Centres which
cannot offer medium sized units will struggle
to attract and keep the multiple stores
through which retailer sales are increasingly
concentrated.
Vacancy Rates

2.34

2.35

Vacancy rates are one of the most visible
signs of high street performance and strongly
affect public attitudes. There are always
vacant retail premises in town centres and
care needs to be taken in interpreting them.
First, secondary locations are always likely
to have higher rates because of a more rapid
turnover of businesses in them. Second, in
some centres, properties are empty awaiting
redevelopment and this can have a significant
effect on the vacancy rate for the centre
making comparisons with other centres or
the average misleading. Third, the reduction
in the demand for small units means that
centres are contracting geographically and
most towns have peripheral areas where
retailing is no longer a significant use. The
inclusion or exclusion of these areas from the
defined town centre can affect the recorded
vacancy rate.
GOAD has recorded data on town centre
uses for a long time. In 2007, the national
vacancy rate in this series was about 7%
of outlets. That was a relatively low point
with rates around the 13% in the early
1990s and decreasing to about 10-11% by
the end of the decade.. According to the
Local Data Company, the UK vacancy rate
peaked at 14.6% in February 2012 but has
declined to 13.3% in the second half of 2014.
The percentage of retail floorspace that is
vacant is generally slightly below that level,
reflecting the greater demand for larger
units.
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2.36

The vacancy rates vary greatly from centre
to centre and from region to region, with
a considerable north/south divide. The
vacancy rate in the North East region centres
was 18.8% and in the North West 18.6%
according to the Local Data Company’s
latest figures. The overall rate in Greater
London was 8.7%. GOAD suggests that the
vacancy rate in Portsmouth City Centre was
marginally above the national average -13.5%
of units compared with 12.3% nationally(Feb
2012), but significantly below the national
average in terms of vacant floorspace 7.7%
compared with 10.1% nationally. A number
of the vacant units are at the northern end
of Commercial Road and have been affected
by the redevelopment proposals for the
‘Northern Quarter’.

2.37

Looking to the future, vacancy rates have
always fluctuated with the state of the
economy and have recently been affected
by a number of high profile insolvencies
affecting units in most centres across the
UK. Rates can be expected to fall further
nationally as the economy recovers, but the
indications are that retail growth will remain
subdued for the foreseeable future, and a
return to the low levels of 2007 is unlikely.
To some extent those need to be seen as an
exception and the result of a credit boom
which is unlikely to be repeated in the next
few years.

2.38

There is some reason for optimism in that the
number of independent shops is increasing
and, anecdotally, the increase in ethnic
grocery shops has improved the fortunes
and appearance of a number of secondary
frontages. But the churn is high and unless
these can reclaim a larger share of retail
spending the focus on redevelopment will
remain on institutions and multiple retailers.
These tensions are evident in assessing the
vitality and viability of the district centres in
Portsmouth in section 4.

2.39

In the context of wider social changes, the
level of vacancy may depend more on the
extent to which alternative uses are found
for shop units, particularly in secondary retail
areas.
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Rental Growth
2.40

Investment in town centres is underpinned
by rents. Between 1995 and 2007 retail rents
in real terms (adjusted for inflation) showed
considerable growth reaching about 7% for
in-town centre units in 1997, and over 10%
for out-of-centre units. Rental values fell by
10% between 2008 and 2011, mostly in 2009
(GVA’s Retail Trends – Spring 2011). Colliers
have reported a similar pattern and that
since then, retail values have fallen further,
albeit at a slower rate and are about 14.5%
down on the peak of 2008. As with vacancies,
there is a wide variation between regions
with London centres continuing to show
rental increases 2011-2012 but all other
regions had shown falls in this period.

2.41

In the longer term, GVA indicates that
between 1991 and 2011 average rental
growth had kept pace with inflation in intown shopping centres, but fallen behind by
about 0.7% for high street shops. In contrast,
retail warehouse rents had outstripped
inflation by 2.1%.

2.42

2.46

As the economy picks up, town centre retail
development is likely to become viable
again. However, funding for major retail
development is dependent on obtaining
pre-lets by retailers regarded as a good
risk and shopping centre occupancy tends
to be managed on the same basis. With
national retailers concentrating on the
largest towns, it is unlikely that there will
be sufficient demand to support substantial
retail development in smaller towns and the
competition for such development is likely to
be fierce. In most towns, retail development
alone is unlikely to support re-development
and a wider mix of uses is likely to be
required. Leisure uses are more likely to
remain local, and form a larger proportion of
units in any ground floor developments, but
there is a tendency for these to concentrate
together in leisure quarters - certainly in
relation to the national chains of restaurants
and pubs that offer sufficient covenants to
support such development.

2.47

Residential uses can support such
development, but in town centres it is
dependent on the provision of flats. There
is some uncertainty about the size of
demand for flats in smaller city and town
centres and strong evidence of over-supply
at the time that the credit crunch hit. It is
also more dependent on lending to first
time buyers who have been hardest hit
by restrictions on mortgage lending. Even
mixed-use developments will have to await a
normalisation of mortgage lending and may
be some way from viability in many towns.

Bearing in mind that the demand for
premises from the multiple retailers is likely
to fall as they rationalise their networks and
adjust to on-line sales, rental growth is likely
to remain subdued for some time to come.
Retail Development Activity

2.43

2.45
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The amount of retail floorspace increased
from about 72 million sq m in 1971 to over
110 million by 2004 - an increase of 54%.
(GVA – Retail Trends 2011). More recent
figures are not comparable because of
definitional changes. The pattern of growth is
strongly cyclical, with peaks of activity (new
construction orders) in 1989, 1996 and 2006.
However, after moderate declines in 2007
and 2008, development activity fell sharply
in 2009 and 2010 and dropped to its lowest
level since 1984. New orders at the end
of 2009 were at 35% of the level two years
previously and substantially below the levels
of the previous troughs.
A considerable amount of the increase in
floorspace was out-of-centre. In 1994 only
23% of new floorspace was in, or on the edge
of, town centres. Following the tightening
of planning policy in the early 1990s, the
proportion rose to about 40% by 2005.
However, very few town centre schemes have
come on stream in recent years and those
that have had been in the planning stage
before the credit crunch in 2007/8.
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Conclusions
2.48

Despite economic recovery, retail
development is likely to be subdued in the
short and medium terms. Faster population
growth will not offset slower growth in retail
spending per head, and the increasing share
of this taken by on-line shopping is likely to
lead to a consolidation of bricks and mortar
estates by the national chain retailers and
concentration on the largest UK towns.

2.49

It is clear from the way the vacancy rate
varies between towns that the way these
trends will manifest themselves in individual
towns will depend on local circumstances,
including population growth and the success
of the local economies. In general small
and medium sized centres are likely to
experience considerable difficulty because
of fierce competition from larger centres
and rationalisation of multiple retailers’
networks.
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2.50

Portsmouth City Centre has seen little
retail development in recent years. The
Cascades centre was first developed in
1987. It underwent a major refurbishment
in 2006/7 but remains essentially an indoor
centre with a strong preponderance of
retailing. Gunwharf Quays opened in 2001
as a Designer Outlet Centre and leisure
development with a cinema, an hotel,
restaurants, a casino and night-club built
around the Marina. It is undoubtedly
a successful development which has
strengthened the retail offer but its links to
the City Centre are limited. The household
survey suggests that, as intended in terms
of impact, its role within the local retail
hierarchy is also limited. The first ‘Northern
Quarter’ development was proposed in the
early half of the 2000s, but fell victim to
the economic recession. This has meant
that the City has fallen behind the centres
which are emerging as its main regional
competitors – Southampton with West Quay
opening in 2000 and Chichester, which has
steadily developed out-of-centre over the
years. With the increasing competition
between larger centres noted above, the
risk is that Portsmouth will decline in the
regional hierarchy and focus increasingly on
serving a narrowing catchment area. This will
in turn reduce the retailer demand for new
floorspace in the centre and make investment
harder to attract.

2.51

The relative decline of the City Centre
relative to other centres is demonstrated
by the Javelin Group’s Venuescore centre
rankings, based on the provision of multiple
retailers indicated in the table below. The
City Centre’s rank has slipped from 72nd
place to 98th over the 15 years 1998 to
2013. The reason for the improvement in
the Centre’s position in 2013 compared with
2010 is not clear, but is likely to derive from
changes in other centres. The rankings are
subject to methodological changes from time
to time which might account for change.

Year

1998

2001

2004

2008

2010

2013

Rank

72

74

73

101

106

98

Table 2.2 | Portsmouth City Centre Retail - UK Centre Rankings
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2.52

2.53
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Table 2.3 shows the UK rankings of
neighbouring centres. Southampton has
managed to retain its position as a major
centre in the national retail hierarchy.
Winchester, Fareham and Petersfield have
improved their rankings and Waterlooville
and Havant have slipped. The movement
lower down the rankings tends to be
much greater as there are many more
smaller centres and small changes in the
retailer representation can make a much
greater difference to the rankings. In 2007,
Portsmouth was ranked 83rd and Chichester,
130th. By 2010, Chichester had moved up to
115 and Portsmouth had slipped to 106th. By
2013 Portsmouth has improved its position to
98th but Chichester had moved up 15 places
to 100th.
The same trends towards the increasing
dominance of larger centres are operating
within the City. Portsmouth, historically,
was characterised by a relatively small City
Centre and large district centres. Socioeconomic and retail sector trends have been
acting against the district centres and they
have seen little investment for many years.
With the limited exception of food stores,
they are unlikely to attract institutional
investment in the future. There are a number
of district centres in other towns which have
been re-invigorated through independent
investment and enterprise and but this tends
to be dependent on the specific character
of the local area. It can be difficult for a
local authority to initiate this process.
Environmental improvements in the public
realm can assist but will not lift a centre
unless the economic foundations are right. It
is clear that the future of the district centres
in general does not lie in trying to preserve
their historic roles and functions and this is
true of the district centres in Portsmouth.
However, where independent traders are
meeting the needs of the local community,
such centres will be more resilient to the
impact of retail developments elsewhere. A
more nuanced view of the individual centres’
vitality and viability is taken in section 4.

April 2015

Centre

2010

2013

Southampton

19

19

Portsmouth

106

98

Winchester

136

122

Fareham

208

175

Waterlooville

277

299

Petersfield

412

395

Havant

441

469

Chichester

115

100

Table 2.3 | UK Retail Centre Rankings 2010 and 2013 – Nearby
Centres
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2.54

The evidence shows that Portsmouth
is slipping down the sub-regional retail
hierarchy, and is losing influence in its
wider catchment area. With the exception
of Gunwharf, which was aimed at attracting
leisure users and specialist shopping from
a wider area, the City Centre has not seen
a significant expansion of retail floorspace
since the Cascades centre opened in 1987.
This might not be surprising in the context
of the declining or static population, but
the population growth now forecast for the
City provides an opportunity for increasing
the retail floorspace and this offers an
opportunity to improve the retail offer.

2.55

The health of city and town centres
has become increasingly dependent on
national retailers, through which more and
more retail expenditure is made, and on
major development companies, backed by
institutional investors, which can fund the
modernisation of centres to meet retailers
needs and shoppers expectations. Such
investment is increasingly concentrated in
the larger centres. In our view it is important
that the City Centre should seek to attract
such investment if it is to retain its existing
position in the sub-regional hierarchy.
Otherwise it will increasingly lose shoppers
to other centres. It is difficult to reverse a
decline once it sets in and the image of a
dull or ordinary centre is established – it
undermines retailer confidence and makes it
increasingly difficult to attract the necessary
investment.
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3.0 Shopping PaƩerns in the
Portsmouth Area
3.1

3.2

The study has carried out a new telephone
household survey of shopping and town
centre use. The 2009 Retail Study Update
was based on a household survey carried
out in 2004 and was now 10 years old. The
2014 survey carried out 1512 interviews in 15
zones. These zones were the same as used in
the 2004 survey, but two zones surveyed in
2004 were omitted because the 2004 survey
indicated these were outside the catchment
area of the City. The zones are shown on the
map and defined by post code in Appendix
1. The same numbers have been retained for
the zones as in 2004 to aid comparison of the
results. As a result there are no zones 3 and
14 in the 2014 survey. However, care must be
taken in making such comparisons since both
surveys are subject to sample error and little
weight should be given to minor differences
between the surveys.
The survey asked questions on which centre
households regarded as their main town
centre, a number of questions on how they
rate Portsmouth City Centre, where people
carry out their evening leisure activities and
where they do their shopping. The survey
questionnaire and the results are included
in Appendix 1. The weighted results have
been used to ensure that the overall results
quoted are representative of the study area
as a whole.
The Results

3.3

There is a great deal of data available in the
survey. We have concentrated our analysis
on three topics which bear most directly on
the objectives of the study – the Portsmouth
City Centre catchment area and sub-regional
shopping patterns, public attitudes to the
City Centre and an analysis of internet
shopping.
Portsmouth City Centre Catchment Area

3.4
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We have concentrated on the comparison
goods catchment area because those are the
goods which a major retail led development
in the City Centre would sell. Shopping
patterns for convenience (food) goods and
bulky goods tend to be more local because
of the more standardised offer in food stores
and retail warehouse parks.
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3.5

In the 2004 Retail Study, the catchment
area was assessed in terms of the following
definitions:
Core Catchment Area – comprising zones
where a centre attracts over 50% of the
available expenditure in the area;
Primary Catchment Area – comprising zones
where a centre attracts the biggest single
flow of expenditure;
Secondary Catchment Area – comprising the
remaining zones where a centre attracted at
least 10% of the generated expenditure; and
Tertiary Catchment Area – comprising the
remaining zones where a centre attracted at
least 2% of the generated expenditure.

3.5 c

We have followed these definitions to
compare the current catchment area with
that identified in 2004.
The Core Catchment Area

3.6

For the assessment of the attraction of the
City Centre, we have included Gunwharf. The
2004 Study identified the City Centre Core
Catchment area for non-bulky comparison
goods as comprising the Portsea Island zones
(zones 9, 10 and 11). On the same basis only
zones 10 and 11 would now qualify, with the
market share in zone 9 dropping just below
the 50% threshold (49%). The figures are
shown on below.

Survey Zone

Market Share

Zone 9 Southsea

49%

Zone 10 Central

58%

Zone 11 North

56%

Table 3.1 | Core Catchment Area - Market Shares, Portsea Island
Zones
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Figure 3.1 | Portsmouth Retail Study 2014 - The Core Catchment Area - Comparison Goods Map 2
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3.0 Shopping PaƩerns in the Portsmouth
Area
3.7

3.8

Not too much significance should be placed
on this change as it may result as much
from the statistical variation between
the survey samples as any real change on
behaviour. The growth of internet shopping
and the increasing comparison goods sales
from supermarkets will also have reduced
market shares of centres generally. The main
competing centre in this zone is Southsea
town centre which attracted about 18% of
the expenditure generated in the Southsea
zone in the 2014 survey. We cannot, however,
tell from the information available from
the 2004 survey whether this has increased
significantly since the 2004 survey.
The extent of the core catchment area is
corroborated by the results to Question
1 of the 2014 survey, which asked people
which centre they regarded as their main
town centre for shopping. Overall 20% of
respondents regarded Portsmouth City
Centre as the main town centre for shopping.
For the Portsea Island zones the figures were:
Zone 9 Southsea

40%

Zone 10 Central

70%

Zone 11 North

66%

3.8 c

The reason the percentage is low in zone 9 is
because 47% named Southsea as their main
town centre for shopping.
The Primary Catchment Area

3.9

The City Centre’s primary catchment area
is the area in which it is the single most
important centre. In the 2004 survey, the City
Centre’s primary catchment area included the
Cosham (zone 12) and Havant (zone 7) zones
in addition to the core catchment area. We
have taken the proportion of clothing and
footwear expenditure as the best measure
for higher order shopping. The Cosham
zone would still qualify as in the primary
catchment area, but in 2014 Chichester is
the single largest destination in the Havant
zone. However, this is only by a narrow
margin (24% for Chichester as against 23%
for Portsmouth and 20% for Havant). This
suggests some weakening in the City Centre’s
position but not too much should be read
into it.

Figure 3.2 | The Primary Catchement Areas - Comparison Goods Map 3
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3.10

This measure also gives a convenient and
consistent measure of the catchment
areas of the competing centres and these
are shown in Map 3. The dominant centre
to the east of Portsmouth is Chichester,
which attracts over 50% of the clothing and
footwear expenditure in Zone 1 (Selsey/
The Witterings), Zone 2 (Chichester) and
Zone 4 (Southbourne/Bosham) and has been
identified as the most significant centre
in Zone 7 (Havant). The 2004 study had
identified Hayling Island (Zone 8) as within
the Chichester area of dominance, although
Havant, through which residents would have
to pass, was identified in the Portsmouth
area of dominance. Chichester attracted only
about 10% of the expenditure in this zone
(zone 8) in the 2014 survey – compared with
Havant’s 21% and Portsmouth’s 19%. At the
sub-regional level, we conclude that Haying
Island and Havant are intermediate zones
between Chichester and Portsmouth. It is
of course in such zones that the scope for
changes in market shares is greatest.

3.11

To the north, Portsmouth City Centre and
Petersfield are of equal importance in the
Petersfield zone (Zone 5). This demonstrates
the limitations of the primary catchment area
concept – because it is clear that there is a
mixture of local and higher order shopping
for the same type of goods. This is also
evident in zone 6 (Waterlooville) where the
expenditure is split fairly evenly between
Portsmouth City Centre and Waterlooville
town centre, but between them these
centres only account of about 40% of the
expenditure. The remaining 60% is spent in
various locations including Gunwharf (8%),
Southampton (5%), Chichester (5%), Southsea
(2%), and Petersfield (3%). Internet shopping
and mail order account for about 15% of the
expenditure in this zone. At the sub-regional
level, these zones, are not dominated by the
other major centres, and should be regarded
as an intermediate zone.

3.12

To the west of Portsmouth, Fareham is the
dominant centre in Zone 13 (Fareham), Zone
15 (Locks Heath), Zone 16 (Stubbington) and
Zone 17 (Gosport) on the basis of the single
most quoted location. The 2004 study had
identified Gosport as a as a separate area
of dominance. However, Gunwharf and the
City Centre combined attracted 29% of the
expenditure in the Gosport zone in 2014.
This is more than the 23% for Fareham
(town centre and elsewhere in Fareham)
which makes Gunwharf and the City Centre
combined as the dominant destination for
this zone.
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3.0 Shopping PaƩerns in the Portsmouth
Area
3.13

On this measure of dominance, it is clear,
that Portsmouth has a relatively local area
where its dominance is unchallenged but it
is an important centre in a much wider area
where there is a potential to both win or lose
market share.
The Secondary Catchment Area

3.14

The survey results indicate that the
secondary catchment area (where the City
Centre and Gunwharf have a combined
market share of at least 10% according to
the 2004 Retail Study definition) comprises
zones 5, 6, 7, 8, 12, 13 and 17 as shown on
Figure 3.3. The outer extent of the secondary
catchment area is the same as in 2004,
except that zone 16 (Lee-on-the-Solent) has
slipped into the tertiary catchment area,
although only marginally so (with a City
Centre market share of 9%). All the other
zones (1 – 4, 15 and 16) fall within the
definition of the tertiary catchment area
under the 2004 Study definition.

Figure 3.3 | Portsmouth Retail Study 2014 - Secondary Catchment Area Comparison Goods Map 4

Key
At least 10% of Expenditure
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Conclusions of the City Centre Catchment
Area
3.15

Overall the survey results indicate that
Portsmouth City Centre is regarded as
the main centre for shopping by residents
in the Portsmouth Urban Area, although
Southsea residents show considerable
loyalty to Southsea Town Centre. The survey
does indicate a greater catchment area for
higher order goods (using clothing sales as
a proxy for this) but it is failing to compete
successfully with the smaller centres of
Fareham, Waterlooville and Havant. Bearing
in mind the national trends towards retail
concentration in the largest centres, it is in
our view important that the City Centre is
expanded to fulfil more of this role if the
needs of the wider area are to be met.

3.16

Comparisons with the 2004 Retail Study, so
far as they are possible, suggest a limited
contraction of the secondary catchment area
to the west, and some weakening of the
market share in its core catchment area.
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3.0 Shopping PaƩerns in the Portsmouth
Area
The Other Portsmouth Centres
3.17

3.18

3.19

Table 3.2 | Question 4 - Assessment of the City Centre % Good
or Very Good

Southsea has a limited market share,
but does attract 18% of the non-bulky
comparison goods expenditure in its home
zone. It influence beyond this zone is
very limited, attracting only 4.8% of such
expenditure from the next nearest zone –
Portsmouth Central.
Other than Southsea, the smaller centres
in Portsmouth were not regarded as main
centres for shopping. Within the overall study
area, the other Portsmouth centres figures
were

Attribute

% Good or Very Good

Range and choice of non-food
shops

59%

Choice and quality of
supermarkets

38%

Range and choice of services

54%

Albert Rd/Elm Grove

0.4%

Range and choice of leisure
facilities

24%

Cosham

2.0%

Accessibility by public transport

54%

Fratton

1.6%

North End

1.2%

Accessibility by car

56%

Adequacy of car parking

48%

Environmental quality

50%

Ease of pedestrian movement

68%

Personal security

59%

Quality of existing evening
entertainment

21%

Gunwharf was only identified as the main
centre for shopping by 0.5% of respondents,
indicating that it is regarded as a specialised
destination. It is more important as a
destination for clothes shopping with 7.6%
of respondents reporting that they had last
bought clothing or footwear there.
Attitudes to the City Centre

3.20

3.21

22

Question 3A asked respondents which centre
in Portsmouth they visited most often. Over
the whole study area 39% said it was the
City Centre. 23% said it was Gunwharf and
9% Southsea (two-thirds of these were from
the Southsea zone). The 922 people who had
not mentioned the City Centre as the centre
they visited most often in Question 3a were
asked why they did not visit the centre most
often (Question 3c). Over the whole study
area, 35% gave no particular reason. The
main reason cited was that it was too far
from home (16%). The other main reasons
were the cost of parking, (6.3%), that it was
too busy/noisy (5.8%) and that it was scruffy/
rundown (4.7%).
All respondents were asked to rate
Portsmouth City Centre as very good, good,
poor or very poor on a number of criteria.
Overall there was a high level of “don’t
knows” - generally between 30% and 40%.
For most criteria, over 50% of respondents
rated the centre as good or very good. The
figures are shown in the table to the right. It
is clear that the leisure facilities and evening
entertainment are not well regarded and the
range and quality of supermarkets is seen as
weak.
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3.22

52% said of respondents said that nothing
would make them visit the City Centre more.
The other main responses were as shown in
Table 2.3. In relation to a question on what
specifically respondents disliked about the
City Centre, 50% had no dislikes. The other
main responses were shown in Table 3.4.

3.23

The poor image of the City Centre in terms
of the environment and personal security are
notable. Although the figures do not appear
too bad, in fact a 16.9% response is high for
this type of unprompted question.
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Attribute

% of Respondents

Feature

%

Broader range of
shops

11.3%

Unattractive environment/
litter etc

16.9%

Cheaper parking

7.0%

Too busy/crowded

6.7%

More attractive town centre
environment

7.0%

Traffic congestion

5.5%

Better or more specialist/niche
shops

5.9%

Lack/cost of car parking

5.3%

Better cafes and restaurants

3.7%

Personal security/lack of safety

4.7%

More parking

3.6%

Lack of choice of shops

4.1%

Table 3.3 | Question 5 - What would encourage you visit the
City Centre more often?

3.24

The feeling that the City Centre’s leisure
and entertainment offer is poor is notable.
Question 8 asked whether the City Centre
was the respondent’s first choice destination
for leisure and entertainment facilities,
81% of respondents said that it was not.
The next question asked where people did
go. Gunwharf Quays came out as the single
most visited location at 21.2%. Chichester
was the second location at 14.7%. The City
Centre attracted 7.5% of respondents, only
marginally ahead of Southsea (5.5%). Within
the Portsmouth zones (9-12) Gunwharf Quays
was cited by more than 30% of respondents.
Gunwharf also achieves high levels of
reported use in other zones and is clearly
attracting a significant level of the visits for
entertainment and leisure. Gunwharf ’s main
competitors are Chichester in the eastern
zones and Fareham in the western ones.
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Table 3.4 | Question 6 - What do you dislike about Portsmouth
City Centre?

3.25
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Overall the figures indicate a reasonable
level of satisfaction with the City Centre but
this is general in such surveys - people are
generally reluctant to criticise their centres.
It is clearly demonstrated that the leisure
and entertainment offer of the City Centre is
regarded as poor, and that there is a degree
of dissatisfaction with the choice of shops
and the environmental quality of the Centre.
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3.0 Shopping PaƩerns in the Portsmouth
Area
Internet Shopping
3.26

The survey recorded a high level of internet
shopping and other non-store trading. The
percentages for the study area as whole are
as follows:

3.26 c

The figures have been combined in Table 18
of the Comparison Capacity Tables (Appendix
3) weighted according to the amount of
expenditure in each goods category. This
indicates that 26% of comparison goods
expenditure in the study area was transacted
on-line. This is about twice the estimated
national average of 13.3% and clearly arises
in relation to other non-bulky comparison
goods. This is by far the largest category of
goods in terms of expenditure and it has
a considerable effect on the overall level
estimated. We have doubts about this figure
but have not been able to identify a reason
for the possible mis-reporting and the survey
figures have therefore been used in the
capacity study to estimate floorspace needs
without alteration. The capacity calculations
will, as a result, underestimate the floorspace
requirements if the usage of internet
shopping for other comparison goods is
overestimated.

3.27

Click and Collect may have been underreported as collect users may have referred
to their purchase as an internet purchase.
However, it is clear that Click and Collect
is not yet well established despite the
introduction of facilities for it on websites
and the appearance of the collection points
on the ground. The survey therefore provides
little indication of how Click and Collect will
impact on levels of internet trading. The
survey does indicate the continuing use of
catalogue/mail order for buying clothes,
but the retailers offering such services also
generally offer on-line retailing as well and
the percentage using catalogues can be
expected to decline as customers swap to
online methods.

3.28

Those respondents who had used the
internet were asked why they had used it
for the category of goods they had bought.
Respondents were allowed to give more than
one reason and the results therefore do not
sum to 100%. The results indicate that there
is considerable consistency of reasons across
the goods categories although some are
more important in relation to some goods
than others. The results are tabulated on the
following page.

Goods Category

Internet

Catalogue/Mail Order

Catalogue/Mail Order

Clothing & Footwear

6.9%

3.0%

0.1%

DIY Goods

1.5%

0.1%

-

Furniture/Carpets etc

6.3%

0.5%

-

Large Electrical Goods

14.7%

1.3%

0.1%

Small Elec. Goods

12.2%

1.6%

0.1%

Other Comp Goods

33.2%

0.7%

0.1%

Food Main Shopping

5.7%

-

0.1%

Table 3.5 | Survey Results - Internet Usage by Goods Category
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3.29

Clearly most people using internet shopping
see it as more convenient. It is generally
regarded as cheaper, although this varies
more according to the type of goods. A wider
choice is less important than convenience
and price across the board. The avoidance
of carrying goods is seen as valuable by a
substantial percentage of goods particularly
food and DIY goods and free delivery is
relatively important for DIY and furniture/
carpets, but not for clothing and other
non-bulky comparison goods. The ability
to compare products at leisure is seen as
valuable for some goods, particularly DIY
goods.

3.31 C

The leisure and entertainment offer is
regarded as weak, with the majority of
people going elsewhere for their leisure and
entertainment needs. There is an indication
in the response to the question of what
would make you visit the City Centre more
that the range and choice of shops is seen as
rather limited, and that the environmental
quality could be improved. Overall, the City
Centre comes across as rather functional
and unexciting in respondents’ eyes with no
strong negative features but lacking positive
attractions – somewhere to buy goods rather
than an attractive place to spend time. With
the increasing competition between centres
as people are more inclined to travel and
to combine shopping with other leisure
and cultural activities, it is important in our
view, that people have a positive attitude to
Portsmouth City Centre.

3.32

The survey indicates a very high level of
internet shopping in the study area, primarily
arising from the purchase of non –bulky
comparison goods other than clothing. The
reasons for this extremely high level are not
altogether clear and we doubt the accuracy
of respondents’ reporting on this matter. The
survey does confirm that on-line shopping is
primarily popular because of its convenience
amongst internet users. Prices are regarded
as more competitive on the internet and it
is seen as offering a wider choice. Click and
Collect does not seem to be well established
yet, but will make internet shopping even
more convenient. This again emphasises the
need to make city centres attractive places to
be in – people no longer have to visit shops
and centres to meet their shopping needs.

Conclusions on Survey Results
3.30

3.31

The survey results indicate that Portsmouth
City Centre attracts a high proportion of
shoppers from the Portsmouth Urban Area
for comparison goods sales, but that its
influence beyond that is rather limited. In
those areas, the smaller centres of Havant,
Waterlooville and Fareham are significant
centres even for clothes shopping. The survey
also indicates that Gunwharf is the main
leisure and entertainment venue in the wider
area, and that it does attract customers from
further afield rather than just competing with
the town centre.
The survey indicates a broad level of
satisfaction with Portsmouth City Centre,
but this reflects respondents’ expectations
and is usual in such surveys. The responses
do indicate some weaknesses in the way the
centre is perceived.

Reason

Clothes etc

DIY

Furniture
Carpets

Large Elec
Goods

Small Elec
Goods

Other Nonbulky

Main
Food

Convenience

69%

44%

52%

46%

56%

70%

70%

Cheaper

20%

26%

30%

52%

40%

35%

6%

More choice

15%

22%

19%

8%

10%

12%

0%

Allows comparison

5%

13%

9%

9%

9%

6%

4%

Free delivery

2%

13%

10%

9%

5%

2%

7%

Saves carrying

10%

22%

10%

9%

9%

6%

19%

Table 3.6 | Survey Results – Reasons for using Internet retailing by Goods Category
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4.0 The Vitality and Viability of
Portsmouth Centres
The City Centre
4.1

4.2

4.2 c

The City Centre is elongated north-south and
falls into two distinct parts separated by the
railway line and station. To the south of this
is a cultural quarter, with the Guildhall and
Square, many University facilities, the Library
and the New Theatre Royal and supporting
offer of cafes and pubs etc. It also contains
offices, including the Council offices which
attract a considerable number of visitors,
and an hotel. The main retail area is some
distance to the north, and separated by roads
carrying reasonably light traffic flows and
serving bus access to the centre. It is centred
on Commercial Road, Arundel Street and the
Cascades Shopping Centre which is located
behind the Commercial Rd frontage. The
Cascades is an indoor mall opened in 1989
and although it was refurbished in 2006/7,
its form is of its time. The Centre’s prime
pitch is Commercial Rd in close proximity to
the Cascades entrances. Commercial Rd and
Arundel Street are pedestrianised.

Chichester has moved up 15 places and is now
almost equal to Portsmouth. Although for
planning purposes Gunwharf is part of the City
Centre, the main data source on uses in the
City Centre treats it separately and we have
followed that approach here.
The Mix of Uses

The City Centre’s national ranking is described
in paras 2.51 and 2.52. The Centre fell in the
national rankings from 72nd in 1998 to 106th
in 2010 before recovering to 98th in 2013.
This position compares with Southampton,
ranked 19th, Chichester ranked 115th
and Winchester, ranked 122nd in 2013.
Southampton had maintained its position
between 2010 and 2013 and Winchester has
moved up from 136th in the 2010 rankings
(Venuescore).

4.3

GOAD identifies the City Centre as having 244
outlets with about 80,000 sq m of floorspace.
These GOAD figures exclude Gunwharf.
They include a wide range of service and
miscellaneous uses and there were only 137
in retail use. The breakdown is shown in the
tables below.

4.4

The City Centre has a significantly higher
number of comparison goods shops than
average for the UK and significantly less
service provision. This is even more marked
in relation to the floorspace. The comparison
goods floorspace is significantly above the
national average with clothing and footwear
particularly well represented. The GOAD index
(local compared with UK with UK equal to 100)
indicates the following over representation
in the City Centre Shop categories which are
under-represented include most bulky goods,
gift china and glass, and charity and pet
shops. This pattern is reasonable for a large
City Centre shopping area.

Use

Units No.

%

UK %

Floorspace
(Sq m)

%

UK %

Convenience

17

7.0

8.7

13,000

16.2

17.7

Comparison

120

49.2

41.5

49,000

61.2

46.8

Service

66

27.1

36.4

11,000

13.7

24.4

Vacant

33

13.5

12.3

6,000

7.5

10.0

Miscellaneous

8

3.2

1.1

1,000

1.4

1.1

Total

244

100

100%

80,000

100

100

Table 4.1 | City Centre Uses
26

April 2015

Portsmouth Retail Study 2015
Volume 1

4.5

4.6

Within the service sector, the more detailed
figures show that it has a lower proportion
of restaurants, cafes and fast food outlets,
hairdressers and estate agencies, and
more banks and building societies. Care
does need to be exercised in interpreting
these differences because they are to a
considerable extent a function of the centre’s
place in the retail hierarchy - the relatively
high representation of comparison goods
floorspace, for instance, reflects its higher
order role. However, the relative weakness
of the restaurant sector does, in our view,
indicate a weak leisure offer in the centre.
The household survey also indicates this.
Only 7.5% of respondents in the whole
survey area normally went to the City
Centre, as considered here, for an evening
out, compared with the 21.2% who went
to Gunwharf and the 14.7% who went
to Chichester. The destinations for the
Portsmouth Urban Area zones were as shown
in Table 4.3. The importance of Southsea as a
leisure destination for Portsmouth residents
is marked. We conclude from this that the
City Centre has a weak evening economy.
Other Uses

4.7

4.8

While the City has extensive employment
and cultural/tourism attractions, these tend
not to be located in the City Centre. Clearly
much of the employment generation in
recent years has taken place along the M27
corridor and the City Centre is disadvantaged
in terms of relative accessibility. The absence
of a cinema in the centre is particularly
notable and it is no doubt a significant factor
in the weakness of the evening economy.
Portsmouth has a significant number of major
tourist attractions but these are centred on
the waterfront and the links to the retail core
of the City Centre are limited.

Shop Categories

GOAD Index (UK =100)

Footwear

134

Men’s and boy’s wear

285

Women’s wear

175

Mixed and General Clothing

122

Department, Variety and
Catalogue Stores

275

Electrical, Home Ent.
Phone Video etc

199

Table 4.2 | Portsmouth City Centre – Shop Categories GOAD
Index
Zone

City Centre

Gunwharf

Southsea

9 Southsea

14.2%

34.8%

27.6%

10 Portsmouth Central

16.3%

29.2%

8.9%

11 Portsmouth North

4.5%

8.7%

35.3%

12 Cosham

6.5%

4.8%

27.1%

Table 4.3 | Leisure Destinations –Portsmouth Residents

The University is centrally located to the
south and west of the City Centre. It has over
23,000 students and 2500 teaching staff,
and has halls of residence in the City Centre.
It is clearly a major contributor to the City
Centre and the wider economy. It contributes
enormously to footfall particularly in the
Guildhall area, but this is remote from the
main retail area, and students are noticeably
fewer in the Commercial Road area. The
tourist attractions and the University
provide a tremendous opportunity for the
Commercial Road Shopping area, if it can be
made to be more attractive and accessible.
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4.9

4.10

4.11

4.12

4.13

28

Vacant Units

4.14

The vacancy level is marginally above the
UK average in terms of the number of units
(13.5% compared with national rate of
12.3% according to the GOAD report) but
below average in terms of floorspace (7.7%
compared with 10.1% nationally), implying
a more marked surplus of smaller units
than general. The vacant units are generally
located in secondary frontages, particularly
at the northern end of the centre and
are linked to the ‘Northern Quarter’ redevelopment proposals. Overall, the vacancy
rate is not a cause for concern and indicates
a moderately successful centre.

The current yield is about 7.5% according
to local agents. A deal in December 2013 on
properties at the northern end of Commercial
Road in close proximity to the proposed
Northern Quarter gave a yield of 8.3% which
is accordance with this generalised estimate.
Yields have lengthened since 2008 when the
Valuation Office Property Market Reports give
a figure of 5.5%. This is a general trend in all
centres reflecting the economic climate. The
Property Market Reports suggested yields of
4.5% in Southampton and 4.75% in Chichester.
The Valuation Office no longer publishes
estimates of retail yields.

4.15

Yields reflect the risk associated with
investment with higher yields reflecting higher
perceived risk. Generally the larger centre,
the lower the perceived risk. In this context a
yield of 7.5% is a sign of relative weakness for
a centre the size of the City Centre.

Retailer Representation
Of the 31 major retailers identified by GOAD,
the City Centre has all but three. These
omissions are Waitrose, John Lewis and
House of Fraser. This is telling in relation to
John Lewis and Waitrose and the history of
competition between the City Centre and
Southsea is apparent.
The range and choice of non-food shops was
generally well regarded in the household
survey. As table 3.2 above indicates, it was
one of the most highly quoted “likes” of
the City Centre. Fewer respondents saw the
choice and quality of supermarkets positively.
However, 11% of respondents also said that
a broader range of shops would encourage
them to visit the centre more often (Question
5).
Proposals for retailers to change
representation is discussed in paras 6.13
and 6.14. There are no known retailers
proposing to leave the City Centre, although
such intentions are not normally announced
in advance. The number of retailers looking
for premises is relatively small compared to
historic levels. Although this is undoubtedly
caused by economic conditions, and
improvement can be expected, the decline in
retailer demand has been more severe than
in many other centres and is both a sign of
weakness and a cause for concern.
Commercial Rents and Yields
Enquiries from commercial agents indicate
that zone A rents are about £140 - £150 per
sq ft. This is significantly down from a peak
of about £190 per sq ft at their peak in 2007
and 2008. It compares with Colliers In-town
Retail Rents in 2008 of about £350 per sq
ft in Southampton and about £165 per sq ft
in Chichester (reported in the Southampton
Retail Study 2011).

April 2015

Pedestrian Flow
4.16

We have been unable to trace a published
source of data on pedestrian flows. Day time
pedestrian flows in the Cascade Centre and
Commercial Road are generally strong, but fall
off rapidly in secondary retail locations such
as Edinburgh Road and Arundel Street and
the top end of Commercial Road beyond the
entrance to the Cascades Centre.
Accessibility

4.17

The accessibility by car and bus were generally
well regarded in the household survey as
indicated in table 3.2, but accessibility is
important if the catchment area and the
market share are to be increased.

4.18

The inaccessibility to the City Centre
compared with the M27 corridor has
been noted in relation to employment
use. The peninsular/island location limits
the catchment area and it is important to
minimise the travel time from the M27 to
the City Centre if the Centre is to maintain
its catchment area off the island. The M275
provides a fast link to the City Centre and
Gunwharf is successful, overcoming much of
the geographical disadvantage. Overall we
assess the City Centre’s accessibility by car
as good (at least outside of peak travel times
which is when the majority of shopping trips
take place) and the main car parking for the
City Centre and Cascades is well located in
relation to the M275 approach.
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4.18 c

The availability of spaces for shopping and
leisure trips appears reasonable and the
parking charges are not excessive compared
with centres of similar size. There is, in
addition, a Park and Ride service operating
between Tipner, the Port, City Centre and
the Hard Interchange, with buses operating
on a 12-15 minute frequency throughout the
day, with later night operating on Fridays and
Saturdays.

4.19

The main car park for shopping and leisure
visits is probably the Cascades Car Park. We
note that it is cheaper for short and mediumterm parking than others and has the
convenience of payment on leaving. Its hours
of operation, with 18.30 closing, limit its use
for leisure activities. The car park is rather
dated in design with some of the features
which make multi-storey car parks unpopular,
but overall appears well managed and safe
for shopping trips.

4.20

Shopping developments require excellent
car access and parking conveniently located
to the main approach routes if they are to
succeed in establishing wider catchment
areas and this is likely to be sought by any
developer of the northern part of the City
Centre. In our experience, this is a major
factor in such schemes going ahead. This
requirement can conflict with sustainable
transport aims and considerable priority to
accessibility by car may be sought.

4.21

Bus services are convenient for the primary
shopping area and the Guildhall/University
area and the bus stops are located in busy
well-lit areas with natural surveillance. The
railway station is well located for the City
Centre in comparison to most cities and
provides good local services serving a wide
catchment area.

4.23

The household survey asked questions
about public attitudes to the City Centre
(Question 4) and the results are discussed
in paras 3.18 - 3.31. 50% rated the City
Centre environment as good or very good
with 20% rating it as poor. This was the
highest poor rating for the question which
covered parking, accessibility choice of
shops, services and leisure facilities. 17% of
respondents quoted the poor environment
as a dislike (Question 6) 7% of respondents
said that a more attractive environment
would encourage them to visit the centre
more often (Question 5). These figures do
not appear too bad at first sight and there
are more significant negative views about the
choice of shops. However, they are in fact
quite high for questions of this sort and do
indicate some dissatisfaction with the City
Centre environment.

4.24

The Commercial Rd area is, in our view
clean and well maintained. However, there
are a number of factors which might give
rise to this rather negative attitude so far
as retailing is concerned. The Centre lacks
positive features to attract “leisure shopping
trips” in the way, for instance, that the water
front provides the background to Gunwharf,
and the Common and seafront provides a
resource for Southsea. Although Commercial
Road is broad and provides good circulation
space, it reveals more of the upper storeys
than is common in City Centres. The upper
storeys which are generally unexceptional
in character or design, and the upper
storeys appear rather “civic” and outdated
in a shopping environment. Although the
materials have generally lasted well, the
usual concentration on modernising the
ground floor shop fronts over the years,
leaves upper storeys appear largely ignored
by retailers in both appearance and use and
gives the impression of a low density of
activity. This is more obvious than usual in
towns because of the width of the street. The
street itself lacks a coherence in style and
public area treatment which would make it
more memorable to shoppers. The Cascades
Centre was refurbished quite recently, but
modernisation cannot alter the structural
indoor form with artificial lighting. As we
noted the car park and links to the centre
is also dated. The main public square is
separated from the prime retail area and the
City Centre rapidly gives way to industrial and
business uses and the main road network.
The site of the former Tricorn centre remains
an extensive unused area on the edge of
the shopping area and gives the negative
impression of vitality of the centre.

Environmental Quality
4.22

Environmental quality has become an
important factor in the success of town
centres with shopping seen as a leisure
activity, and shopping choices are part of
self-identity. Centres have to do more than
provide goods to buy and have to compete
as nice places to be in not only with other
centres but increasingly with internet
shopping.
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4.25

On the whole there is little that can be done
about the “structural” problems, and while
there are now no major eyesores in the
environment, there are not enough positive
attractions to compete with Gunwharf and
neighbouring higher order centres. The
development of the northern part of the City
Centre should in our view be given priority to
overcome this deficiency. We have noted that
the retail area is quite small and rapidly gives
way to other uses which undermine the view
of the retail area as a vibrant and successful
centre. In our view, it is not just the removal
of a negative factor that is important but that
the site should contribute to the vitality and
viability of the City Centre.

4.29

These figures are not restricted to the City
Centre. A question asked about areas which
people avoided because of their fear of crime.
Over 60% avoided the Somerstown area and
nearly 40% Fratton. Guildhall Walk was the
third most quoted area of avoidance, with
about 30%. Commercial Road was referred
to by about 10% of respondents. As noted
below, Guildhall Walk achieved national press
coverage when the local crime statistics
were first published in 2011, although steps
have been taken to address since then. It is
reasonable to assume that the figures refer
principally to avoidance in the evenings and
at night and the level of avoidance during day
time is likely to be significantly less. The figure
for Commercial Road probably reflects the
relative lack of evening entertainment venues.

4.30

Overall there clearly is a fear of crime which
influences behaviour both for visitors and
businesses and we conclude that this is
reducing the vitality and viability of the centre
to some extent.

The Perception of Crime and Personal Safety
4.26

Only 11% of the household survey
respondents rated the City Centre as poor
or very poor, with regard to their security
and personal safety but 30% were “don’t
knows”. However, the City Centre has had a
poor image with regards to crime although
crime rates in the City have been falling for a
number of years.

4.27

The police crime statistics recorded 2,700
reported crimes in the City Centre (including
both Commercial Road and the Guildhall
Square areas) between December 2013 and
November 2014 according to the Police
website. 30% were anti-social behaviour,
20% shoplifting, and 11% were crimes of
violence and sexual offences. For comparison
the number of reported crimes is similar
to that in Southampton City Centre, where
anti-social behaviour and shoplifting each
comprised 26% of this total and violence
and sexual offences 9%. It is difficult to
draw many conclusions from these figures
particularly about the real risk to personal
safety.

4.28

The 2012 Portsmouth Community Safety
Survey for the Safer Portsmouth Partnership
indicated that there was significantly more
fear of crime than experience of it in all
categories of crime. The sample was not
randomised and included more students
and young people than the population as a
whole, but they are also the people who use
the centre most and are most likely to suffer
from street crime. About 47% of interviewees
reported that they had experienced drunks in
the street, 44% mentioned rubbish and litter,
and 40% teens hanging around. At the other
end of the scale of seriousness, about 3%
reported having been mugged and about 5%
assaulted.
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Conclusions
4.31

Overall we conclude that the City Centre is
moderately successful in commercial terms,
but that it has failed to keep pace with
developments elsewhere or to adjust fully
to recent trends. The failure to attract large
scale retail investment in the early part of
this century when other centres experienced
growth this suggests that Portsmouth was
lower down developers’ priorities. The
weakness of the evening economy suggests
that the sector has not reflected the growth
of leisure and entertainment spending. The
focus of evening entertainment has gone
to Gunwharf which now operates as the
main evening centre in the City according to
the survey results, and to Southsea where
independent businesses have thrived.
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4.32

The representation of national multiples is
high and the household survey indicates that
the range of shops is well regarded, but there
is also a view expressed that it is ordinary
and unexciting. It encourages a view of the
City Centre as “clone town”. To some extent
the letting policies of institutional investors
may have contributed to this by favouring
tenants regarded as good covenants, and
they can hardly be blamed for doing so. The
ability to let premises on this basis is a sign
of commercial strength but it may reflect
a long term shortage of retail floorspace.
The capacity exercise also suggests this.
Gunwharf is successful as a designer outlet
centre and does, according to the household
survey results attract a wider catchment
area. The household survey indicates that
Commercial Road attracts loyal but local
shoppers, achieving high market shares
on Portsea Island but that the primary
catchment area has declined over the years.

4.33

We consider that the City Centre does have
an image problem, with the quality of the
environment being poorly regarded and
a fear for personal safety common. These
images, whether justified or not, will tend to
suppress the footfall and discourage retailer
demand. There is a “vicious circularity”
about this process and once established the
downward trend is hard reverse. In our view,
the public perception of the City Centre‘s
environment as rather poor is partly justified
– a major initiative is needed to improve the
centre and its image.

4.34

We have drawn attention to the increasing
competition between towns and the
increasing concentration of retailing in the
largest centres. We consider that the City
Centre is at risk of losing its role as a subregional centre unless it can boost its retail
offer and lose its image as rather ordinary
and unexciting. While the City as a whole
has succeeded in promoting such initiatives,
these have not greatly benefited the City
Centre or its retail core.
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Southsea Town Centre and the District
Centres

4.37

4.35

The table below shows the mix of uses
recorded in a survey of the centres in
December 2014.

4.36

The largest centre measured by the number
of units is Elm Grove/Albert Road with some
284 units, although we consider that Elm
Grove functions rather independently from
Albert Road and we are advised that the
retail market also operates separately.

Leaving aside vacant units for the moment,
the mix of other uses is broadly similar in the
centres with convenience units comprising
just under 10% of units, comparison shops
about 25% and services over 50%. The mix
is very different from the City Centre where
about 50% of the units are comparison goods
shops. National multiples comprise 7% of the
units in the centres overall, and charity shops
about 4%. We shall consider the vacancy
levels and differences between the centres in
relation to each centre.

Numbers

Southsea

Elm Grove

Albert Rd

Fratton

North End

Cosham

Total

Elm/Alb

Convenience

15

6

17

11

18

8

75

23

Comparison

46

13

59

25

49

40

232

72

Services

99

30

129

47

97

69

471

159

Vacant

5

6

19

13

21

5

68

25

Other

2

1

4

2

3

4

16

5

Total

167

56

228

98

188

126

862

284

National
Multiples

22

4

5

7

14

12

62

9

exc
Convenience

17

0

1

3

9

9

39

1

Charity
Shops

10

1

3

5

7

10

38

41

Table 4.4 | The Mix of Uses in Southsea Town Centre and the District Centres Nos (Source DPDS Survey)
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Percentages

Southsea

Elm Grove

Albert Rd

Fratton

North End

Cosham

Total

Elm/Alb

Convenience

9%

11%

7%

11%

10%

6%

9%

8%

Comparison

28%

23%

26%

26%

26%

32%

27%

25%

Services

59%

54%

57%

48%

52%

55%

55%

56%

Vacant

3%

11%

8%

13%

11%

4%

8%

9%

Other

1%

2%

2%

2%

2%

3%

2%

2%

Total

100%

100%

100%

100%

100%

100%

100%

100%

National
Multiples

13%

7%

2%

7%

7%

10%

7%

3%

exc
Convenience

10%

0%

0%

3%

5%

7%

5%

0%

Charity
Shops

6%

2%

1%

5%

4%

8%

4%

1%

Table 4.4 | The Mix of Uses in Southsea Town Centre and the District Centres Nos % (Source DPDS Survey)

Portsmouth Retail Study 2015
Volume 1

April 2015

33

4.0 The Vitality and Viability of Portsmouth
Centres
4.38

To provide a broad overview of crime levels
in the centres, DPDS has examined the data
on the Police Crime map website for each
of the centres. All crimes reported in self
defined areas covering the centres between
December 2013 and November 2014 inclusive
were as shown in the table below

4.39

There are a number of points to be borne
in mind. First comparison between centres
can be misleading because the centres
are of different sizes. It is for this reason
we have omitted the City Centre from the
table – although the figures do cover the
same period. To provide a crude measure
of correction for the size of the centres,
the number of reported crimes per unit
is shown. Second, because the data is on
self-selected areas and is very sensitive to
the areas defined it is difficult to repeat
the exercise from the base data. Third, we
have collated the data for all crimes, but
this includes minor crimes which, while they
are often distressing for victims, do not
relate to personal safety and not necessarily
discourage people from visiting the centres.
The figures also include shoplifting which is
a crime that is largely confined to shopping
centres but would not be great deterrent
to shoppers in itself. Crimes which are most
likely to discourage shoppers are crimes
of violence and robbery and antisocial
behaviour, and where particularly obvious,
drug related crimes.

Centre

All Crime
(Nos.)

Units

Crime/Units

Southsea

468

167

2.80

Fratton

345

98

3.52

Elm Grove

97

56

1.73

Albert Road

637

228

2.79

North
End

482

188

2.56

Cosham

381

126

3.02

Average

402

-

2.81

Table 4.5 | Reported Crimes Dec 2013 to Nov 2014
(Source Hampshire Constabulary – Crime Map Website)
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4.40

With these cautions in mind, it is clear that
all the centres are subject to crime. Although
Fratton is identified as an area that is avoided
because of the fear of crime in the 2012
Portsmouth Community Safety Survey, there
are fewer crimes there than in Southsea town
centre. This is not altogether surprising given
the comparative size of the centres and the
more limited evening economy of the Fratton
centre. However, as the Survey points out, the
fear of crime is considerably greater than the
experience of it, and it will be tend to be the
reputation of an area from crime that affects
its vitality and viability than recorded crime
rates. That said, Fratton does have the highest
number of crimes per shop unit, although
overall the differences are not that significant.
They are also low compared with the City
Centre which works out at about 11 crimes
per shop unit.

4.41

We are not aware of particular local concerns
or initiatives on local crime, but have carried
out a search of the local press for relevant
articles. The only significant articles found
date from the first publication of the police
statistics on a local basis in February 2011
which identified Surrey Street as having
the third highest crime rate in the UK and
Guildhall Walk as the location with the highest
number of violent crimes. We have already
referred to the City Centre’s image in relation
to crime.

4.42

Overall, we conclude, with regard to the
smaller Portsmouth centres, that crime levels
are not having a significant impact on their
vitality and viability.
Southsea Town Centre

4.43

The centre is broadly cruciform is shape,
with an additional frontage along Marmion
Rd at the northern end of the centre. The
primary frontage is on Palmerston Rd between
its junctions with Osbourne and Marmion
Roads and is pedestrianised. Marmion
Road itself is a healthy frontage with niche
retailers and restaurants. The southern
section of Palmerston Road, Osbourne Road
and Clarence Road are more secondary in
character. There is a multi-storey car park
with 320 spaces on Marmion Road (operated
by Waitrose) an NCP car park with 60 spaces
at Ashley Place and limited on-street parking.
The car parks have a high occupancy rate
and parking can be difficult. Key retailers are
Waitrose on Marmion Road and Debenhams
and Knight and Lee (John Lewis) department
stores at the junction of Palmerston and
Osbourne Roads. The layout of the centre
creates good pedestrian flows along the
pedestrianised section of Palmerston Rd.
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4.44

The centre is about 1.5 km south of the City
Centre and about 650m from the Elm Grove
centre as the crow flies. It is located close to
the Common and about 600m from the sea.

4.50

Pedestrian flows are reasonable in Marmion
St and the pedestrianised section of
Palmerston Road but fall away quite rapidly in
Osbourne Rd.

4.45

There are a number of national multiples
in addition to those already mentioned.
They include Edinburgh Woollen Mill, Fat
Face, Claires, Laura Ashley, New Look,
Millets, Gregg’s and Clintons. According to
GOAD, it has 12 of the 31 major retailers
that it identifies. The percentage of units
operated by national multiples is 13%
which is nearly double the average of the
smaller Portsmouth centres identified
above. The clothing offer is significant and
the proportion of women’s and children’s
clothes shops is above the national average
(GOAD Index 112). The higher order goods
retailers, and the department stores, justify
the designation of Southsea as a town rather
than district centre. The Waitrose appears
to be trading well, and is generally busy
although we doubt it is trading at the level
estimated in the capacity study and other
retail studies as discussed in para 4.20.

4.51

The environment in the primary frontage is
well kept and pleasant and the buildings are
well maintained, although the standard of
maintenance falls away quickly from the main
centre. . There is little sign of vandalism or
graffiti and it did not feature as a location
that many people avoided because of the
fear of crime in the Community Safety Survey
of 2012. There is a strong evening economy
centred on pubs and restaurants.

4.52

Overall, we conclude that Southsea town
centre is performing well. Although not of a
size which would normally thrive, the centre
has a relatively affluent catchment area,
key retailers, particularly in Waitrose and
John Lewis, an attractive environment and
the proximity to the sea front. Key retailers
will not always benefit the rest of a centre
but the retail and service attractions and
character of the centre combine well with key
retailers to create footfall and a successful
centre.

4.46

In addition to the Waitrose, the centre has
a Sainsbury Local, and an Iceland, Tesco and
Co-op.

4.47

The operation of planning policy is
clearly evident in Southsea with services
concentrated in the secondary area defined
in the Portsmouth Plan (Osborne Road and
Palmerston Road south). The services include
the main banks, a number of restaurants
and cafes. One cafe is operated by a national
chain, Costa, and Subway has an outlet,
but the restaurant sector is dominated by
independents. These offer an alternative to
the common restaurant chains in the City
Centre and should be seen as is a positive
factor in the centre’s vitality.

4.48

The number of charity shops is higher than
the average for the smaller centres. This no
longer necessarily indicates a weak centre
– some charities now take on full leases
and rent liabilities and many are selective
about locations, identifying those with
suitable catchment area characteristics.
We suspect that this may be a factor in the
representation in Southsea.

4.49

There were 5 vacant units - a vacancy rate
of 3%. This is the lowest vacancy rate of the
smaller centres. Agents indicate rents of
about £50 per sq ft (Zone A) and yields of 7%
- 8%. There is apparently reasonable retailer
demand with some businesses preferring
Southsea to the City Centre.
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Fratton
4.53
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Fratton is a linear centre which stretches
over 500m from the Fratton station north
to just beyond Stamford Street. The Bridge
Centre is a small indoor mall which links
a large Asda store to Fratton Road. The
primary shopping area is defined for planning
purposes at the southern end of the centre,
but in commercial terms there is no primary
frontage. The west side of Fratton Road
is however, the stronger frontage and the
centre weakens with distance from the Bridge
Centre. There is on-street car parking along
Fratton Road and a large car park to the rear
of the Asda. This is accessed from Holbrook
Road rather than from the Centre. The Centre
is about 900m to the east of the City centre.
It is about 1.2 km north of the Albert Rd
centre and about 1 km from the southern
end of North End centre.
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4.54

The DPDS survey recorded 98 shops. 11% of
units are convenience goods shops and 26%
comparison goods s hops. 48% are services
with a strong representation of restaurants
and take away food outlets. There are 7
national multiples, including Asda, Iceland,
Farm Foods and the Co-op.

4.55

The three comparison goods multiples
are Superdrug, Maplins and Halfords. The
Superdrug is in the Bridge Centre, but
Halfords and Maplins serve relatively wide
catchment areas and the availability of
suitable premises appears to the main factor
in their location. There are 5 charity shops,
marginally above the average for the smaller
centres.

4.56

4.57
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The GOAD report of August 2011 identified
18 vacant outlets and a vacancy rate of
17.4%. The DPDS survey identified a vacancy
rate of 13%. This is distinctly above the
average for the smaller Portsmouth centres,
but just above the national average. 3
of the vacant units in the GOAD survey
omitted in the DPDS as non-viable units
without street frontage in the DPDS survey.
5 shops recorded as vacant in the GAOD
survey have been occupied. Only two of
the new occupants are retailers – the Rabia
supermarket and a tropical fish shop. The
others are services – take-aways and a
tattooist. There is a concentration of vacant
units in the Bridge Centre, where New Look
has closed since 2011, the foodhall café is
closed and 6 units are vacant. 5 units were
vacant in 2011. Elsewhere it is clear that
there has been a considerable turnover of
retailers in the centre.
Local agents indicate a rent of about £20
sq ft (Zone A) and yields of 8-10% at best
(with a national multiple retailer). There is
limited demand for units. The rapid turnover
of occupiers suggests that most are on
short-term agreements and landlords cannot
enforce standard leases. The agents for the
Bridge Centre units have 7 units on their
books, two of which are recorded as under
offer. Asking rents are in the region of £5-£7
per sq ft (overall rather than Zone A) and are
offered on a 5 year lease.
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4.58

The Fratton centre is undistinguished
architecturally with the buildings dating
from late 19th Century to relatively modern
buildings but there is no clear style. The road
is busy, creates quite a high level of noise and
makes crossing difficult. It also creates air
pollution and the centre is covered by an air
quality management area. The Centre is run
down and it is clear from the rental levels that
it would be difficult to obtain a reasonable
return on significant investment. Although
the Asda was recently refurbished on the
changeover from the Co-op, the rest of the
Bridge Centre is dated.

4.59

The lack of footfall in the arcade despite
the Asda indicates a lack of connection
between the foodstore and the centre and
discourages its use. Fratton was identified in
the Portsmouth Community Safety Survey as
a place avoided because of the fear of crime
and the police statistics suggest that it has
an above average rate of crimes for its size
(3.5 per shop unit compared with 2.8 for the
smaller centres overall).

4.60

Overall we rate the centre as weak in terms
of vitality and viability. There are signs of
improvement since 2011 with the general
improvement of the economy, but these
should not be overstated. In commercial terms
the retail attractiveness is limited by the lack
of national retailers, the lack of demand for
retail units and, consequently, low rents. The
centre is too linear to be convenient to use
and the public realm is unexceptional and
rather run down. A fundamental weakness of
the centre is the lack of interaction between
the Asda store, which is clearly trading very
well, and the rest of the centre. The links
are not good, with most customers arriving
at the car park without passing through the
centre and the arcade lacking retail attraction
to draw people through. However, improving
the links could not be expected to benefit the
rest of the centre unless the basic economics
can be improved. Low rents and short
leases, however, do create opportunities for
independent businesses and enterprise. The
centre does offer a wide range services to
local people and should not be judged solely
in terms commercial success
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Elm Grove/Albert Road
4.61

4.62

4.63

The centre is a linear centre stretching about
1.4km on an east west orientation either
side of Victoria Road (North and South).
The centre falls into two distinct parts
commercially – with Elm Grove more of a
local centre, and Albert Road developing a
more specialist character at its eastern end.
Elm Grove is about 1km south of the City
Centre and about 500m north of Southsea
town centre as the crow flies. Albert Road
is to the south-east and about 1.3 km from
the City Centre (Kings Theatre) and about
600m from Southsea in a direct line. Fratton
is about 1 km to the north. Elm Grove has
local supermarkets (Tesco Express, Co-op and
Morrisons) but no main comparison goods
shops. The Kings Theatre forms a point of
focus at the western end of Albert Road. The
Albert Road centre contains a Tesco Metro,
Sainsbury Local and Co-op supermarkets.
Both centres are without pedestrianised
areas, but the traffic levels and noise are, in
our judgement, only moderately intrusive.
There is limited on street parking with time
restrictions and no public car parks.
The DPDS survey has identified 56 units
in the Elm Grove centre. There are 6
convenience outlets and 13 comparison
goods shops, a slightly higher percentage
of convenience goods shops than average
for the smaller Portsmouth centres
(11% compared with 9%) but the lowest
percentage of comparison goods shops of
any centre (23% compared with the average
of 27%). The percentage of services is
average for the smaller Portsmouth Centres.
There are 5 national multiples – (the 3
supermarkets referred to above plus Bargain
Booze in the convenience goods sector and
Rowlands Pharmacy). There is only 1 charity
shop. The representation of services is about
average for the smaller centres, and although
there are a number of takeaways, the number
of eat-in restaurants and pubs is limited and
we judge the leisure sector in Elm Grove is
largely local.
11% of units are recorded as vacant –
above the overall average for the smaller
Portsmouth centres, but on a par with
North End and near to the UK average. The
vacancies are all on the southern side of
the road but dispersed. The southern side
might be the weaker side of the road but the
difference is not obvious, and the largest
supermarkets are on that side of the road.
Local agents report rents of about £15 per sq
ft, but virtually no retail demand.
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4.64

The character of the area is clearly
determined by the shops and the road,
although the traffic is not so intrusive as to
be seriously detrimental to its character. The
buildings are of mixed ages dating from the
early 20th Century to modern developments.
The earlier architecture is more decorative
than in the Fratton centre, but there are no
outstanding buildings to give a distinctive
sense of place. Some shop signs are of poor
quality but this provides a signal of the
nature of the businesses and retail character
of the area. There are signs of new shops
having opened recently, including the recent
investment by Morrisons. The public realm
is reasonably well kept and there are no
signs of litter or graffiti, but it is functional
in highway terms and no doubt could be
made more attractive if funds were available.
Whether this would change the fundamental
commercial characteristics is another matter.
The rate of reported crimes per shop unit the
lowest for the centres considered.

4.65

Overall Elm Grove cannot be considered
a strong centre, but it does provide
opportunities for independents and meets
a need for goods and services to local
residents.

4.66

The Albert Road section of the district
centre is much larger, with the DPDS survey
identifying 228 units. This makes it the
largest of the district centres measured
by the number of units. There are 17
convenience units including a Sainsbury
Local, a Co-op and a Tesco Express. There
are a number of ethnic grocers and small
convenience stores, cake shops (some more
tea/coffee shops than bakers) and only one
traditional greengrocer. The proportion of
comparison goods shops is about average
for the smaller centres but there are no
comparison goods national multiples. There
are a number of independent shops selling
artisan designer goods particularly at the top
end of the road in the vicinity of the Kings
Theatre, indicating a nascent alternative
shopping destination and the possibility of a
less local role for the centre. The number of
charity shops in Albert Road is about half the
average for the smaller centres 2% compared
with the average of 4%.

4.67

The representation of retail services is
average for the smaller centres and there
is an extensive range of services available
including restaurants and take-aways although the number of pubs is limited. None
of the main banks are represented in the
Centre and the former HSBC branch is still on
the market.
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4.68

4.69

The vacancy rate is average for the smaller
centres at 8% and significantly below the
national average of about 11%. Vacancies are
generally spread around the centre without
undue concentration. There are a number
of obviously newly opened shops which
probably reflects some recent decline in the
vacancy rate but also, we suspect, a fairly
rapid turnover of units. Local agents report
little retailer interest and none from national
multiples, but further interest from A3/4/5
uses. Rents are about £15 per sq ft but there
are no meaningful indications of yields.
Like Elm Grove, the character of the centre
is largely determined by the shops and the
road. The architecture is, for the most part,
undistinguished but the Kings Theatre is
one of the exceptions which give a distinct
character to the place. The Kings pub on
the opposite side of the junction is also an
exception as a building designed to make the
most of its corner location. The regenerative
effects of the Kings Theatre are evident in the
evening uses and recent investment in some
of the buildings nearby. Painted buildings in
the area also create interest. Further along
Albert Road the environment becomes more
mundane and the character more domestic
with a predominance of two storey buildings.
The public realm is reasonably well kept with
no obvious litter or graffiti problems. The
level of crime appears to be average when
account is taken of the size of the centre (as
measured by the number of units).

4.70

Albert Road cannot be regarded as a strong
centre, but it does have some strengths.
The benefits of the Kings Theatre have been
identified and it appears at this end of the
road to be developing its own independent
and artistic character.

4.71

Overall we assess Elm Grove/Albert Road
as weak centres. Their linear forms and
lack of parking make them inconvenient
to use and it is unlikely that Albert Road
operates as coherent centre but more a
series of destinations. They are unlikely to
attract significant investment, commercially
safe tenants or national multiple retailers
but are being improved piecemeal with
independent finance and this gives them a
certain resilience to mainstream competition.
Through low rents and probably short leases,
the centres also offer the opportunity
for experiment and innovation that more
conventionally successful centres do not.
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North End
4.72

The centre is located about 2km north of
the City Centre and a little over 1km north
of Fratton. It is a linear centre stretching
for about 800 m along Kingston and London
Roads and while no longer the main route out
of the City, it still carries considerable traffic
flows and the centre is covered by an air
quality management area. The retail activity is
concentrated towards the northern end of the
centre, and commercial activity is intermittent
at the southern end. There is a modern
Aldi with adjacent parking just off the main
frontage, on Kingston Crescent, but no other
shops have their own public parking. There
are two small public car parks at the northern
end but on-street parking is very limited.

4.73

The DPDS survey identified 188 shop units
in the centre, which it took as stretching
from the Crown Bingo in the south to the
shop units just north of the roundabout
at the northern end of the centre. It has
18 convenience outlets. These include a
Tesco Express, Sainsbury Local, Iceland, the
Aldi referred to above and a Co-op. Other
convenience goods shops include a butcher,
a wet fish shop, bakers, newsagents, a
delicatessen and a number of small grocery
shops. The proportion of comparison goods
shops is marginally below the average for the
smaller centres (26% compared with 27%).
The proportion of retail services is also a little
below the average for the centres. About 10%
of the units are national multiple retailers,
and 7% are comparison goods multiples.
These include Boots, Superdrug, QS, Peacocks
and Poundstretcher. The clothing offer is
limited even in the independent sector –
where some children’s and women’s wear
shops would be expected in a centre of this
size. Services include the main retail banks,
and some restaurant/take away chains such
as Subway and Papa Johns. The multiples are
concentrated towards the northern end of the
centre, and there are few multiples south of
the Aldi.

4.74

The vacancy level, at 11% is quite high for the
Portsmouth centres but a little below the UK
average. The vacant units are dispersed with
no particular concentrations. There are few
signs of recent investment and many of the
shop units appear poorly maintained.

4.75

There are no footfall figures available, but
the centre appears to be busy and well used
at its northern end. Activity falls away at the
southern end where the commercial uses are
more sporadic.
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4.76

The overall environment is not good. It is
dominated by traffic which creates noise and
fumes and makes it difficult to cross from
shop to shop. It is acknowledged that the
there have been improvements made, with
pavement widening, new street furniture
and signage, but the opportunities for
environmental improvements are limited by
the linear character of the centre and the
highway function of the road. There are no
public spaces or seating and there is a lack
of trees or planting that gives the area a
hard urban feel. The general architectural
quality is unexceptional. Although some
of older buildings (early 20th Century) are
decorative and substantial, the signage tends
to obscure their character and is often at
odds with it. Having said that and as we have
noted elsewhere, the signage does reflect
the nature of the businesses and creates a
character for the area which is in sync with
the commercial character of the shops.

4.77

There are a number of notable buildings,
particularly those which we take to be former
cinemas. These tend to be poorly maintained
and this creates a negative image of the
centre, emphasising its loss of function.
There are also a number of mediocre modern
buildings that do stand out negatively but
eyesore would be too strong a description of
these. The Co-op for instance creates a blank
wall of about 40m without visual interest.
It does much the same on the pedestrian
route from the public car park to the London
Road frontage and indeed along the car park
boundary.

4.78

According to our rather crude measure of
crime, North End does not appear to have
a particular problem with crime or the
perception of crime. The rate per shop unit
(2.56 reported crimes per shop unit is below
the average for all the centres (2.81 reported
crimes per shop unit) and the second lowest
rate after Elm Grove.

4.79

Cosham
4.80

Cosham district centre is located just south
of the former A27 where it meets the A397
from Portsea Island. It is about 5.5 km from
the City Centre and 4.5km south-west of
Waterlooville town centre as the crow flies.
Fareham is about 9 km to the west and
Havant about 6km to the east. It is a compact
centre on a north-south axis. The northern
end of the High street is pedestrianised with
a 1980’s style single storey block on the
east and a Tesco with a small multi-storey
car park on the western side. This section
also accommodates a market. The High
Street then stretches 300m south the station
becoming more secondary as it moves away
from the pedestrianised section.

4.81

The centre has 126 units with only 8
convenience retailers (6%) compared
with the average for the centres of 9%).
These include the Tesco, an Iceland store
and Greggs together with a convenience
store, greengrocer, patisserie, newsagents
and sweet shop. 32% of the units are
comparison goods shops significantly above
the average for the smaller centres. These
include a number of national multiples, 7%
compared with the average of 5% for nonfood multiples in the smaller centres. These
multiples include Boots and WH Smiths, the
discounters, Poundstretchers and Poundland,
and 3 women’s clothing shops (New Look,
M & Co and Peacocks). The services include
4 major banks, a Subway, Pizza Hut, Costa
Coffee and Wetherspoons public house.
There is also an amusement arcade and
Crown Bingo. The centre has a higher
proportion of charity shops than any of the
others (10% compared with the average of
8%).

4.82

The centre has a vacancy rate of 4%. This
is low both in comparison with the other
Portsmouth centres and nationally. Agents
report rents of £30 - £40 per sq ft (Zone
A) in the precinct area but less nearer the
station. There are not enough transactions
to give a representative estimate of yields.
Retailer demand is described as medium
to low. There is a recently built apartment
block towards the southern end of the High
Street with retail units at ground level. One
is vacant and one a second hand furniture
retailer. This suggests that letting has not
been easy and that they may be more a
planning requirement than a commercial
wish. Further apartments and retail units are
under construction opposite.

Overall we conclude that North End is a
moderately weak centre. The vacancy rate
and lack of maintenance and investment and
heavy reliance on the independent sector all
suggest a relatively weak centre. However,
the Centre does offer opportunities for
innovation and enterprise and the traders
must to a considerable extent reflect the
local community’s needs. As noted in
relation to Albert Road, the dependency on
independent traders does give the centre a
resilience to direct competition and retail
impact. In this context, it is the comparison
goods national multiples which are
vulnerable to impact.
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4.83

Vehicular access from most directions is from
the A397 Northern Road via Wayte Street.
This gives immediate access to the Tesco car
park. This car park is generally well used. The
middle section of the High Street is one way,
with northbound traffic using Vectis Way and
Wootton Street. Wootton St provides rear
servicing to units on the western side of the
High Street and access to another shopper
car park. Charges are £1.10 for the first hour
and about £1 an hour thereafter. Long term
parking is permitted. There is also some onstreet parking on the High St. There are bus
stops in Wayte Street, High St and Wootton
Street giving good bus access. The station
at the southern end of the High St probably
helps to generate footfall in the centre.

4.84

The centre is predominantly modern. The
western side of the High Street has been
redeveloped in phases in the 1960s, 70s
and 80s. While some are now deeply out
of fashion architecturally, the units provide
suitable accommodation for the national
multiples and Boots, W H Smith and
Peacocks are all accommodated in rather
unattractive buildings. Other than the mixed
developments already referred to there
is little sign of recent investment and the
centre is now looking rather dated. The
public realm is well maintained with little
sign of litter or graffiti problems.

4.85

The number of crimes is, at 3.05 per retail
unit above the average for the smaller
centres (2.80 per retail unit) and second only
to Fratton.

4.86

Overall, we rate the centre as moderately
vital and viable for a centre of this size. The
vacancy rate and the substantial national
multiple representation are indicators of
health and the rental level is quite good
given the centre’s size. The provision of
relatively modern and large retail units is
a distinct advantage in attracting national
retailers and we suspect that the pattern of
ownership may also help. However, there
has been little commercial –led investment
for some considerable and we consider
that the relatively strong national multiple
representation does leave the centre
vulnerable in the longer term as these
retailers withdraw from smaller centres.
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5.0 The Future Need for Retail Floorspace
5.1

The quantitative analysis of future retail
floorspace requirements is based upon
the telephone survey of 1,500 households
carried out for this Study in June 2014.
We have adopted a step by step approach
to estimating the capacity for additional
floorspace. The steps are:
•
•
•
•
•

•

•

•

Step 1: Define the study area and zones
within it;
Step 2: Forecast the population in the
study area;
Step 3: Identify the retail expenditure per
head in the base and forecast years;
Step 4: Calculate the total expenditure
available in the study area for the base
and forecast years;
Step 5: Assign the expenditure for
the base year to centres as turnover
according to the result of the household
survey;
Step 6A: For convenience goods
expenditure, compare the estimated
turnover for food stores against a
benchmark based on company average
sales density (turnover per sq. m) to
estimate the current trading performance
of the food stores;
Step 6B: For comparison goods
expenditure calculate the share of total
comparison goods expenditure that the
centre attracts (the market share); and
Step 7: For in future years, calculate the
turnover for each centre (separately
for convenience and comparison
goods) by applying the market shares
to the forecast of convenience goods
expenditure in the study area, taking
account of population and expenditure
growth. This is then compared with the
available floorspace in the centre, taking
account of new retail floorspace likely
to be created from existing planning
commitments, and the increase in the
efficiency with which sales floorspace is
likely to be used, to identify any need for
additional floorspace.

5.2

The study area is shown in Appendix 1 and
the capacity tables in Appendices 2 and 3 for
convenience and comparison goods shopping
respectively. Tables 1 – 3 of these appendices
are common to both.

5.3

The price base adopted throughout this study
is 2012 prices.
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Step 1: The Study Area
5.4

The study area is based on that adopted in
the 2004 Retail Study and its 2009 update.
However the household survey carried out
for those studies indicated that very few
people in Zone 3 (Midhurst) and Zone 14
(Bishop Waltham) shopped in Portsmouth
City and they were dropped from the survey.
The opportunity was taken to increase the
sample to 100 questionnaires in each of the
remaining 15 zones. To make comparison
with the 2004 survey results easier, the same
zone numbers were used. The zones were
defined by post-code (see Appendix 1)
Step 2: Study Area Population

5.5

The population for each zone is shown at
Appendices 2 and 3 (Table 1). The 2012
base population is taken from Experian
local population and expenditure data. The
forecasts are based on the appropriate
district rate of growth in 2012 based ONS
Sub-national population projections
Step 3: Study Area Expenditure per head

5.6
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The retail expenditure per head figures
for convenience and comparison goods
are shown in Appendices 2 and 3 (Table
2). For comparison goods, expenditure for
“bulky” and “non-bulky” is shown separately.
Appendix 3 (Table 3) shows comparison
goods by more detailed goods categories and
is used to estimate the turnover of the town
centres from the household survey results.
The 2012 figures are from the Experian local
population and expenditure data.
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5.7

For forecasting, the 2011 Experian figures
have been projected forward on the basis of
the Experian’s Retail Planner Briefing Note
12.1 (October 2014). This indicates that retail
spending is forecast to increase as shown in
Table 5.1.

5.8

Retail spending per head is forecast to slowly
recover from the decreases and slow growth
of recent years, but convenience spending
will not return 2007 levels before the end
of the decade. It is however, expected to
increase faster than the longer term trend
in the 2020s–albeit still at a low rate of
growth. Comparison spending is expected to
increase more slowly than in the past, the
factors identified by Experian being slower
economic growth, the less pronounced effect
of globalisation on prices of electronics
and clothing, the ageing of the population
and the absence of a credit fuelled boom.
Because of these factors, Experian advises
that the economic based forecasts are
to be preferred to forecasts based on a
continuation of past trends.

5.9

5.10

The table also shows the expected growth
of retail sales excluding Special Forms of
Retailing (SFT - which primarily comprises
internet sales and mail order) after
adjustments have been made for internet
shopping through retail floorspace. In 2006
the % of retail sales through SFT was 5.6%
of all sales. The figure had grown to 12.0%
by 2013. The forecasts suggest that the
percentage will continue to increase rapidly
during the remainder of the decade to
reach 19.1% by 2021, but to largely stabilise
during the 2020s, reaching 20.3% by 2030.
The percentage of SFT is significantly higher
for comparison than convenience goods
in 2012. The gap is forecast to decline by
2031 as the figure for comparison goods
stabilises at round the 20% level, while that
for convenience goods continues to increase
in the 2020s.

As noted above, a considerable amount of
SFT takes place from “bricks and mortar”
shops (particularly in relation to convenience
goods sales) and Experian make adjustments
for this. The study has used the a forecasts
of expenditure growth excluding SFT and
adjusted for instore internet sales – assuming
that 25% of comparison goods internet
sales are from retail outlets and 70% of
convenience internet sales. The figures are
shown in Appendix 3 of Retail Planner Briefing
Note 12.1 (Page 21).
Year

Convenience

Comparison

2012

-0.6

1.8

2013

-1.8

3.9

2014

-0.8

4.9

2015

0.2

3.5

2016

0.2

2.2

2017

0.3

2.1

2018

0.1

2.1

2019

0.4

2.5

2020

0.4

2.6

2021

0.2

2.9

2022

0.6

3.1

2023

0.7

3.3

2024

0.6

3.4

2025

0.6

3.4

2026

0.5

3.3

2027

0.5

3.3

2028

0.7

3.4

2029

0.5

3.4

2030

0.5

3.4

Table 5.2 | UK Retail Spend per head 2012- 2030 - %
Growth(Source: Experian Retail Planner Briefing Note 11 (Oct
2013) Appendix 3)

Vol. Growth
per head %

2014

2015

2016

2017 - 2021

2022 - 2035

1973 - 2013

1983 - 2013

1993 - 2013

Convenience

-0.5

0.5

0.4

0.6

0.6

0.2

0.2

-0.2

Comparison

5.6

4.4

3.1

3.1

3.3

4.5

5.6

5.9

Retail Spend

3.3

3.0

2.1

2.2

2.6

2.7

3.2

3.6

Retail Spend
Exc SFT

2.6

2.2

1.4

1.6

2.5

2.6

2.9

2.9

Table 5.1 | Experian Retail Growth Forecasts (Source Retail Planner Briefing Note 12.1 – Experian Oct 2014 )
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5.11

There is considerable uncertainty about the
proportion of retail spending that internet
retailing will take. Past forecasts have
underestimated its growth and forecasts
have invariably been revised upwards.
Technological developments have been
breaking down the distinction between
internet and traditional shopping, and “Click
and Collect” seems likely to change shopping
patterns further by overcoming the delivery
problems of internet shopping while offering
more accessible locations than town centres
to pick up goods.

Step 6A: Benchmark Turnovers and Current
Performance
5.15

In Appendix 2 Table 12, the estimated
turnover of the stores calculated in Table 10
is compared with “benchmark” turnovers of
stores based on the average performance
of the appropriate retailers. The floorspace
is taken from earlier studies. An allowance
needs to made for the floorspace used for
the sale of comparison goods and this is
also based on the Verdict Grocery Report
where information is available, on data
submitted by applicants in relation to
planning applications, and on any conditions
restricting the range of goods on stores
within the Study Area. The average sales
densities (turnover/sq. m) are calculated
from the Verdict Grocery Report making due
allowance to include VAT and exclude petrol
sales from the turnover figures.

5.16

The benchmark turnover has been calculated
as the product of the convenience goods
sales floorspace and the company average
sales density. This can then be compared
with the turnover estimated from the survey
results summarised in Table 10.

5.17

Care is required in interpreting such figures.
Firstly, the survey derived turnover estimate
is subject to sample variation. This is
inevitable in using any sample-based data
and the use of a different sample of the
same population would produce different
estimates. The results are more reliable
when aggregated to the main town level.
Secondly, trading above or below the average
for the company does not indicate whether
a store is profitable or not; this depends on
individual store costs and these vary with the
level of turnover and are controlled by the
retailer. There is considerable variation from
the average between the performance of
stores as measured by sales per sq. m (sales
density) within the main grocery retailer’s
portfolios, but this does not mean that those
with lower than average sales per sq. m are
not trading profitably.

Step 4: Total Study Area Retail Expenditure
5.12

The total retail expenditure available in the
study area is calculated in Appendices 2 and
3 (Tables 3a - j). These are the product of
Tables 1 and 2.
Convenience Capacity
p
y
Step 5: Assignment of Expenditure to Centre
as Turnover (Convenience Goods)

5.13

5.14

Convenience expenditure is split into main
food and top-up expenditure on a 70/30 ratio
in Appendix 2 Tables 4 & 5. Tables 6 & 7 show
the household survey results for Questions
17 and 20 of the household survey (Appendix
1), relating to main and top-up shopping
respectively.
Tables 8 and 9 show the turnover of the
food stores from main and top-up shopping
estimated by multiplying the available
expenditure in each zone (Tables 4 & 5)
by the survey results (Tables 6 & 7). The
results are combined in Table 10 to give
the estimated turnover of the food stores
from the sale of convenience goods and are
summarised in Table 11.
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5.18

5.19

5.20

44

With these provisos, Table 12 indicates that
the food stores in the City are under-trading
by about £40m. The out of centre stores
appear to be trading well with survey based
turnover exceeding the benchmark turnovers
by some £13m. The Morrison at Victory Park
is the only out-of-centre store under-trading.
Anecdotal evidence tends to support this
conclusion. Food stores in the City Centre
are under-trading significantly. The Sainsbury
store north of Commercial Road is estimated
to be under-trading by over £19m. Again
anecdotal evidence supports this conclusion.
The calculations also suggest that the
Crasswell St Tesco store is under-trading to a
significant extent, although the store always
appears to busy. The store is an older and
relatively small store and it not surprising
that it would trade at less than the company
average.
The stores in the district centres are
all indicated as under-trading, with the
exceptions of Southsea and Albert Road/Elm
Grove. Albert Road/Elm Grove is trading at
about average levels, but, over all, the stores
in Southsea are indicated as substantially
over-trading. This arises entirely from the
estimated performance of the Waitrose
store, which the figures indicate is trading
at about twice the company average. This
seems unlikely and Waitrose’s agent stated
in an objection to the proposed foodstore at
Fratton Park (Application No 14/00128/FUL)
that the store was trading at about company
average. The estimated turnover based on
the household survey results indicates that
the majority of the turnover is estimated
to arise from zone 9, where over 27% of
respondents reported using the Waitrose
store. Given the location of other food stores,
this market share seems very high. With
the provisos mentioned in paragraph 4.20
in mind, it seems likely that although there
is some convenience goods over-trading in
Southsea town centre, it is not on the scale
indicated by the survey figures.
in the 2020s.
2014

2015

2016

It is thus concluded that there is no overall
need for additional convenience goods
floorspace in Portsmouth arising from overtrading in existing stores and this is carried
forward into the capacity calculations in
Appendix 2 Tables 13-19. The under-trading
gives rise to a negative requirement in those
tables in the base year of 2014 which carries
forward into the forecasts.

April 2015

Step 7: Capacity in Future Years
5.21

Appendix 2 Tables 13 -19 estimate the need
for additional floorspace in each of the
centres taking account of population and
expenditure growth. Starting with the total
expenditure available in the Study Area
(in each of the forecast years), the survey
estimated turnover of stores has been used to
calculate the market share in the study area.
Market shares have been held constant for
future years for this exercise. This is a neutral,
baseline assumption, from which different
planning policy initiatives can be examined. In
relation to convenience retailing, the highly
local nature of food shopping would probably
limit the options available in any case. The
market share is used to calculate the turnover
potential for each of the centres in future
years as the total expenditure increases with
population and expenditure per head. Some of
this will be met by increases in the amount of
turnover the existing floorspace can handle,
and some by new floorspace which already
benefit from planning permission.
Retail Sales Densityy Changes
g

5.22

The turnover accommodated in existing
floorspace is likely to increase as sales
floorspace is used more efficiently by
retailers, leading to higher sales densities.
We have adopted the sales density increases
recommended by Experian (Retail Planner
Briefing Note 12.1 Addendum). Experian
forecasts indicate a decline in sales density
between 2014 and 2021 as the effects of the
adverse economic conditions and growth
of internet shopping lead to lower sales
in existing floorspace, but are forecast to
recover gradually to increases of 0.1% a year
from between 2022 and 2035. The turnover
of existing stores is therefore forecast to
decrease over the period to 2021, but to
increase slightly thereafter. The turnover of
convenience stores is expected to still be
marginally lower in 2031 than 2014.

5.23

As identified above, there is currently
considerable under-trading in the existing
large food stores, and this has to be
subtracted from the turnover potential as
there is a potential for additional turnover in
these stores. Where there is over-trading, this
is added to the turnover which gives rise to
the need for additional floorspace. This gives
the expenditure capacity in each centre for
which new floorspace should be provided.
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Planningg Commitments
5.24

5.25

The Council has granted planning permission
for a large Tesco foodstore at Fratton Park.
The floorspace permitted is limited by
condition to 5009 sq m net sales of which
no more than 1972 sq m should be used for
the sale of comparison goods. This leaves
3037 sq m of net sales floorspace for the
sale of convenience goods. The convenience
turnover is estimated at £39.15m.
There are also a number of planning
permissions for smaller amounts of retail
floorspace and a number which involve the
loss of retail floorspace. Overall, extant
permissions for operational development
(as at April 2014) are capable of providing
a net increase of retail floorspace of 369
sq m of convenience goods floorspace (net
sales). Permissions for the change of use to
and from A1 shops likely to lead to an overall
reduction of convenience goods floorspace
of some 96 sq m (net sales), leading to an
overall increase in floorspace from existing
commitments of 273 sq m (net sales). The
permissions are for unit shops and a sales
density of £8,500/sq m is appropriate,
equivalent to the average sales density of
a Tesco Express. This gives an estimated
turnover from the small scale permissions
of £2.32m in the whole of Portsmouth. The
overall turnover arising from commitments is
therefore £41.46m.

5.26

The capacity exercise should not be used
with such precision but the figures have
been incorporated in the exercise for the
sake of completeness. A full description of
the calculations and the estimated turnover
of commitments in the individual centres is
given in Appendix 4

5.27

To convert the residual expenditure capacity
to floorspace using an overall sales density
of £13,000/sq. m has been used. This is
broadly the average of the main grocery
retail companies but it should be noted that
the turnover of any new provision is likely
to vary according to the occupier, and could
be substantially above or below this level.
It follows that regard should also be had to
the residual expenditure capacity estimate,
which is, in many ways, a better guide to
the requirement of additional provision. The
results are shown below in Table 5.3.
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2014

2019

2021

2026

2031

City Centre

-3478

-3271

-3193

-3032

-2858

Southsea t/c

1189

1375

1467

1659

1867

Albert Rd

52

134

171

247

329

Cosham

-599

-532

-495

-419

-337

Fratton

-921

-699

-591

-369

-129

North End

-460

-342

-301

-128

-127

Portsmouth

-3269

-4752

-3970

-2350

-602

Table 5.3 | Floorspace Capacity – Convenience Goods Sq. m
(net sales)

5.28

April 2015

It is immediately clear that there is a
considerable over-capacity of convenience
retail floorspace in the City. This arises
from the over-capacity in the base year. The
population and limited expenditure growth
over the period is insufficient to significantly
reduce this over-supply until by 2031.
However, this assessment is based purely on
company average levels in the larger food
stores and all it means is that the existing
stores should be able to accommodate a
higher level of turnover without becoming
overcrowded. It does mean that there is
no need to provide additional convenience
goods floorspace in the City over the period
to 2031.
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5.29

5.30

46

The calculations indicate that there would
be scope to provide further convenience
floorspace in Southsea town centre. However,
this capacity should be treated with caution.
In the first place, it is based on the overtrading of the Waitrose store and we have
already expressed doubts about the accuracy
of the household survey results in respect
of this store. If the estimate of the Waitrose
turnover is accurate, the over-trading arises
from the popularity of a single store and
additional floorspace would not resolve
this unless it were an extension to that
store. Second, the proposed foodstore at
Fratton Park would change the shopping
patterns in the area profoundly and would
be expected to reduce the pressure on the
store considerably. Third, Portsmouth is a
densely settled area with limited distance
and travel times between food stores and
swapping between stores is likely to be
significant factor in decisions on where to
food shop. In these circumstances it is more
sensible to give greater weight to the citywide requirement than local requirements.
In practical terms, the requirement identified
for the Albert Rd/Elm Grove district centre
is too small to merit special provision – as
it is well within the scope of change which
could occur without the grant of planning
permission.
It is therefore concluded that there is no
identified need for additional floorspace in
the City for additional convenience retail
floorspace. However, it does not mean that
further provision should necessarily be
resisted. As noted in the retail trends section,
a more fundamental shift away from weekly
shopping trips to more frequent purchases
in convenient locations may be underway.
How far this trend will go and how long it
will continue is unclear but it may represent
a life-line for the district centres if they can
attract back convenience goods retailing.
Where such floorspace would be in centres,
there would be good reasons to support
it, and where it would be out-of-centre, it
should,2014
according to2015
national planning
2016 policy,
be judged on its impact on the centres and
the availability of suitable sites in the defined
centres.

April 2015

Comparison
p
Capacity
p
y
Step 5: Assignment of Expenditure to
Centres as Turnover – Comparison Goods
5.31

For comparison goods, the centre turnovers
are built up zone by zone from six
expenditure categories, namely, clothing
and footwear and other non-food goods
comprising non-bulky comparison goods;
and DIY, furniture and floor-coverings; large
electrical goods and small electrical goods
generally classed as bulky goods (although
Experian make further adjustments within the
categories). The floorspace required to sell
the same value of bulky goods is considerably
greater than for smaller, higher value items,
and since bulky goods make up approximately
one third of all comparison goods, it is
important in our view to reflect this in the
floorspace requirement. It implies nothing
about the location of the provision, which is
all subject to the sequential approach to site
selection.

5.32

In fact, as Appendix 3 Table 17 demonstrates,
there are considerable sales of bulky goods
in the City Centre and Southsea Town Centre
particularly. The department stores probably
account for most of the bulky goods sales
in theses centres. There are also non-bulky
goods sales and in out of centre locations,
particularly in the out-of-centre food stores,
albeit on more limited extent (Table 16).

5.33

The survey results are imported into the
capacity model in Appendix 3 Tables 4 - 9,
and the turnover of the centres by goods
type is calculated by multiplying the available
expenditure by the survey results in Tables
10 – 15. The results are summarised in Tables
16 – 18 for non-bulky goods, bulky goods and
total respectively. As calculated in Table 18 of
Appendix 3, the estimated turnovers for the
centres are as follows:
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Internet Shopping
pp g
5.34

5.35

Centre/Location

Turnover

%

City Centre

£300.53m

52

Gunwharf

£48.26m

8

Southsea Town Centre

£66.91m

12

Albert Rd/Elm Grove

£6.28m

1

Cosham

£13.61m

2

Fratton

£17.73m

3

North End

£7.32m

1

Out of Centre - Food stores

£14.92m

3

Out of Centre – Other

£98.81m

17

Total

£574.09m

100

Internet/Mail Order

£563.78m

-

Care needs to be taken in comparing the
internet/mail order sales turnover with the
turnover of the centres. It refers to internet
sales in the whole of the study area and
much of the expenditure would not have
otherwise occurred in the Portsmouth
centres. To give a better idea of its scale
compared with the centres, internet sales
from Portsmouth City (zones 9, 10, 11 & 12),
amounted to £120.48m. This is still a very
substantial sum which would, before internet
shopping, have been largely spent in the City.
However, the internet shopping turnover
of £564m does represent 26% of the total
expenditure in the study area. This is much
higher the estimates made by Experian
which suggests that in 2014 the national
figure would 15.5% of comparison goods
sales. There is a need to consider to this
issue in the wider context of the turnover of
centres and this is done after considering the
turnover estimates.
Cityy Centre Turnover Estimate – Studyy Area

5.36

The estimate of £300.53m is substantially
below the 2009 Retail Study’s estimate of
£537.5m. The sources of the difference are
examined in Appendix 5. A substantial part
of the difference (over £100m) arises from
matters of definition, including the price
base, tourism spending, and the inclusion of
Gunwharf in the City Centre figures in the
2009 Study. It is recognised that in planning
policy terms, Gunwharf is part of the City
Centre, but for the purposes of this Study, it
is better to keep them separate. About £84m
of the difference arises from the difference in
local expenditure estimates in the base year
supplied by Experian. The current estimates
are significantly lower, by about 12% over the
study area as a whole, but the differences
are particularly great in Portsmouth itself in
the zones from where the majority of the city
centres’ turnover is drawn. These differences
are offset to a limited extent by the higher
population now estimated in the study area
following the 2011 Census. It does appear
however, that the City Centre may have lost
market share to some extent - primarily as
a result of the growth of internet shopping.
The study area based turnover of £300.53m
has been subject to rigorous testing and is
considered robust.

Portsmouth Retail Study 2015
Volume 1

Table 5.4 | Estimated Comparison Goods Turnover –
Portsmouth Centres

April 2015

47

5.0 The Future Need for Retail Floorspace

Step 6 The Market Shares of Centres
5.37

5.38

5.39

48

The turnover of each centre as a proportion
of the total study area expenditure (the
market share) is shown below. The need for
additional floorspace is estimated on the
basis that centres’ market shares will remain
constant and that additional floorspace arises
from increases in population and expenditure
per head. The markets shares calculated for
non-bulky comparison goods are as follows.
The overall level of the market share depends
on the extent of the study area and other
centres in, or near the study area. The market
shares of the district centres have little
meaning in the context of study area which
is designed to ensure that the City Centre
catchment area is largely encompassed. The
household survey results indicate that there
are a number of centres which compete
for trade, both smaller centres within the
study area, such as Havant and Fareham and
Chichester (which effectively now dominates
the western part of the study area), and also
outside the study, notably Southampton. In
addition there is considerable out of centre
retail floorspace in the City which has not
been taken into account in the above figures.
Within this context, there is no clear measure
of failure in the City Centre’s market share
of 17% of the total, or Portsmouth’s overall
share of 26.3%%. It does, however, indicate
considerable scope for that share to increase
in the context of retail development in the
City Centre.
The study area turnover potential for each
centre is calculated for 2014 and forecast
years based on the total expenditure in the
study area and the market share.

April 2015

Centre/Location

Market Share

City Centre

17.2%

Gunwharf

3.1%

Southsea Town Centre

2.9%

Albert Rd/Elm Grove

0.3%

Cosham

0.5%

Fratton

0.6%

North End

0.2%

Out of Centre - Food stores

26.30%

Table 5.5 | Study Area Market Shares 2014 –
Portsmouth Centres

Turnover from outside the Study Area/Tourist
Expenditure
5.40

As noted, the 2009 Study added 10% to
the City Centre turnover to account for
expenditure arising from outside the study
area. Clearly there will be such turnover but
there is little evidence as to how much this
amounts to or to support the figure of 10%.
The report, “The Economic Impact of Tourism
Portsmouth 2012” estimated the spending
on shopping by tourists at £150.97m,
£23.35m from tourists staying overnight and
£127.63m from day visitors. Some of this
will be spent on convenience goods, but not
much – self-catering, moorings and camping
together account for only 7% of visitor nights
and a substantial proportion of these can
be expected to eat out. We consider only
about 5% of this expenditure is likely to be
convenience goods, leaving £143.42m as
comparison goods expenditure. This is an
estimate for 2012 and it has been updated to
2014 using the general expenditure per head
growth rates used elsewhere in the study. No
increase in the number of tourists is built in.
This gives a 2014 figure £149.36m.
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5.41

5.42

5.43

5.44

The starting point for allocating this
£149.36m to centres in Portsmouth is the
relative size of the centres. This is shown in
percentage terms in Table 5.4 above, The City
Centre accounts for about 50% of the total
turnover in the City, Southsea about 12% and
Gunwharf about 8%. Out-of-centre locations
account for about 20% of the comparison
goods turnover and the district centres about
7% in total.
However, Gunwharf is the main retail
attraction which will attract tourists and
particularly day visitors from beyond the
study area. Its publicity material states
that 50% of shoppers come from within
a 22 minute drive time. This broadly
coincides with the study area and suggests
the turnover of £47.98m calculated from
the household survey is about 50% of the
actual turnover, which would give an overall
turnover of about £96m. This would account
for about 30%of the tourist expenditure.
Southsea Town centre is more of a local
centre, but is relatively close to the sea front.
We estimate that it will attract less of this
tourist expenditure than it does of the local
expenditure and have estimated its share of
the tourist expenditure at 5%.
Little tourist expenditure is likely to be spent
in the district and local centres and the
amount spent in out-of-centre locations will
be limited. The larger out-of-centre units,
both food and non-food, are not near the
major tourist attractions or on the main
routes into and out of the City and as a result
are unlikely to pick up much tourist trade.
We have allocated 6% to the out-of-centre
locations. The district centres are unlikely to
attract much tourist expenditure and we have
allocated 1% of it to each centre.

5.45

The percentage share of the tourist
expenditure is as follows:

Centre/Location

Turnover

Tourist Spending
2014 £m

City Centre

50%

74.69

Gunwharf

35%

52.28

Southsea Town Centre

5%

7.47

Albert Rd/Elm Grove

1%

1.47

Cosham

1%

1.47

Fratton

1%

1.47

North End

1%

1.47

Out of Centre - Food stores

3%

4.48

Out of Centre – Other

3%

4.48

Total

100%

149.36

Table 5.6 | Tourist Expenditure by Centre 2014

5.46

This leaves 50% in the City Centre. This is
broadly on a par with the 52% share of locally
derived turnover which the City Centre
achieves.
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For forecast years, tourist expenditure is
assumed to increase in line with expenditure
on comparison goods, but no increase in the
number of tourists has been built into the
capacity requirements. It is only the increase
in tourist expenditure which should be taken
into account - the existing spending is already
accommodated in the City.
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Over/Under trading - Total Turnover and
Sales Density
5.47

5.48

The benchmarking exercise has been
undertaken only for the larger centres
because it is not possible to assess a realistic
benchmark level at which smaller centres
could be expected to trade. The comparison
goods trading of these centres is largely
provided by independent traders (except
where there are large food stores with large
extensive comparison goods offer as with
Asda in Fratton) and the level at which they
trade is largely unknown and extremely
variable. It is assumed that they are trading
at an “equilibrium level” and any additional
floorspace should be to cater for expenditure
growth.

5.49

The floorspace figures for calculating sales
density in the City Centre and Southsea
are taken from the GOAD Reports for the
centres. Adjustments have to be made to
convert from GOAD footprint measurements
to net sales floorspace. Traditionally this has
been estimated at about 65%, but this figure
reflects the considerable storage space in
traditional unit shops and is now regarded
as out of date. We have used an estimate of
75% to reflect the nature of City Centre and
department store trading and the presence of
larger units in the centres.

5.50

The calculations are shown below:

The sales densities of the centres are used
to estimate the trading performance of
the larger centres against benchmark sales
densities to assess over- or under- trading. To
do so the tourist turnover must be added to
the study area derived turnover. The figures
are given below:

Local
Turnover
£m

Tourist
Turnover
£m

Total
£m

City Centre

298.53

74.69

373.22

Gunwharf

47.98

52.28

100.26

Southsea Town Centre

66.53

7.47

74.00

Albert Rd/Elm Grove

6.24

1.47

7.71

Cosham

13.53

1.47

15.00

Fratton

17.63

1.47

19.10

North End

7.28

1.47

8.75

Out of Centre - Food stores

14.83

4.48

19.31

Out of Centre – Other

98.24

4.48

102.72

Total

100%

100%

100%

Table 5.7 | Portsmouth Centres – Total Turnover (Local plus
Tourist Spending)

Centre

Turnover £m

Floorspace Sqm

Sales Density

Benchmark
Density

Benchmark
Turnover

Over/UnderTrading

City Centre

£373m

36650 sqm

£10183/sqm

£7000/sqm

£256m

+£117m

Gunwharf

£100m

21500 sqm

£4663/sqm

£5500/sqm

£118m

-£18m

Southsea TC

£74m

11204 sqm

£6605/sqm

£5500/sqm

£62m

+£12m

Table 5.8 | Sales Densities Portsmouth
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5.51

5.52

5.53

It is clear that the City Centre turnover is
extremely high for the amount of floorspace,
although the floorspace estimate may
be underestimated. There is also some
uncertainty about the turnover. Nevertheless
it is clear that City Centre is achieving a
high level of turnover for the amount of
floorspace. This was also found in the 2009
Shopping Study. It is prudent to adopt a
relatively high benchmark sales of density
because it will ensure that additional
floorspace is not over-provided – leading to
poor performance, an increase in vacancy,
downward pressure on rents and a lack of
investment. We have adopted a benchmark
of £7,000/sq m compared with the more
usual £6,000/sq m - £6500/sq m.
Gunwharf is currently trading a little over
£4,500 sq m according to the survey figures
and estimated tourist spending. The trading
performance of factory outlet centres is
difficult to judge because there are relatively
few in the country and they vary greatly
in character and location. Their success
depends on their ability to attract relatively
infrequent long distance trips. However, their
sales densities are likely to be lower than city
centres because they sell goods at discounted
prices. We consider the performance of
Gunwharf to be strong but the centre could
accommodate higher levels of trade without
customer discomfort. Bearing in mind the
discount nature of the goods, we consider
that that a sales density of about £5,500/
sq m is a reasonable expectation before it
became desirable to increase floorspace
at Gunwharf. Gunwharf is part of the City
Centre in planning policy terms and we do
not present separate capacity figures. There
are advantages in assessing the City Centre
requirements excluding Gunwharf so that
its contribution can be assessed, and the
capacity tables (Appendix 3) do this but we
also present a combined City Centre and
Gunwharf assessment as well (Appendix 3
Table 20).
We have adopted a benchmark sales density
for Southsea of £5,500/sq m. Southsea
town centre is much smaller and has a more
limited retail offer than the City Centre
and cannot be expected to trade at the
same level, especially because a substantial
proportion of the comparison goods
floorspace is occupied by department stores
which sell bulky goods and have extensive
display areas and therefore tend to achieve
lower sales densities. We consider that a
benchmark sales density figure of £5,500/sq
m is reasonable.
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5.54

On the basis of these benchmark assessments
the position is as follows
City Centre (Goad definition) + £117m
(overtrading)
City Centre including Gunwharf + £99m
(overtrading)
Southsea Town Centre + £12m
(overtrading).

5.54 c

These figures are added to the turnover
potential from the study area and the tourist
expenditure to give an overall expenditure
capacity estimate.
Step 7: Capacity in Future Years

5.55

The quantitative need for comparison goods
floorspace is assessed as the difference
between the turnover of existing stores
and the turnover potential (calculated as
the total expenditure in the Study Area
in each forecast year multiplied by the
market share). Market shares have been
held constant for the reasons described
above – as a policy neutral position against
which to assess possible policy responses.
The turnover potential increases rapidly as
the result of population and expenditure
growth. In comparing turnover that can be
accommodated in existing stores against
this figure, account is taken of floorspace
efficiency increases. We have used the
figures advised by Experian (Briefing Note
12.1 October 2014 – Addendum Fig 4b),
which after a decline in 2011 due to falling
sales volumes, are expected to show a
strong recovery in 2013 - 2017. The forecast
increases in sales densities are shown in the
table below.
Year

Growth Rate

2014

5.3%

2015

3.8%

2016

2.3%

2017 - 2021

2.0%

2022 - 2031

2.2%

Table 5.9 | Forecast Sales Density Growth %

April 2015
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5.0 The Future Need for Retail Floorspace

5.56

The commitments, which will help to meet
this are then subtracted to give a residual
expenditure capacity. There would be a
slight loss of retail floorspace in the City
Centre and some smaller centres as a
result of extant planning permissions, and
the residual expenditure capacity in these
centres increases as a result of commitments.
Allowance is included in the commitments
for the comparison goods floorspace in the
permitted foodstore at Fratton Park which is
estimated at £13.51m.

5.57

The residual expenditure capacity
is converted to net sales floorspace
requirements by dividing by an appropriate
sales density. We have adopted the figure
of £8,000 per sq m. used for non-bulky
comparison goods and £2,500/sq m for
bulky goods. As noted these are relatively
high sales densities and the floorspace
requirements are therefore relatively
conservative.

5.58

Taking account of these commitments, the
requirements for additional comparison
(bulky and non-bulky) goods floorspace are
set out below.

5.59

The figures for the individual centres do not
sum to the total for Portsmouth because
the centre floorspace requirements are
based on the market share of the centres
themselves and do not include the out-ofcentre floorspace which is included in the
Portsmouth City figure. In an urban area,
where shopping patterns are complex, it
is not possible to relate the out-of-centre
facilities to particular centres. The figures for
individual centres would not, therefore, meet
the requirement for additional floorspace in
the city in full. Furthermore the opportunities
within the centres are limited but more
particularly the smaller centres are unlikely
to attract significant investment. In our view
the strategy should seek to concentrate
additional retail floorspace in the City Centre.

5.60

The above analysis has been based on
Portsmouth City and its individual centres
maintaining their existing market shares
in the study area. For the City as a whole,
the survey indicates that this is 26.3%
for non-bulky comparison goods. With an
increase in the market share to 30% of the
total expenditure on these goods, through
for instance a major City Centre retail
development, the floorspace requirement
would increase to 77,000 sq m. by 2031.

Table 5.10 | Summary Comparison Goods Floorspace Requirements Sq m (net sales)
Centre

2014

2019

2021

2026

2031

City Centre

14,584

12,152

13,972

22,185

31,819

Southsea TC

2,251

2,837

3,466

5,806

7,801

Albert Rd

0

100

170

426

774

Cosham

0

115

263

811

1,573

Fratton

0

151

351

1,097

2,140

North End

0

273

364

702

1,165

Portsmouth

13,883

17,187

21,935

39,459

63,548

City Centre inc Gunwharf

14,097

16,111

18,695

28,058

40,595

52

April 2015

Portsmouth Retail Study 2015
Volume 1

The Use of the Floorspace Capacity Figures
5.61

It will be apparent from this analysis that
the figures are subject to considerable
uncertainty arising amongst other things
from the use of sample data to estimate
turnover, and market share, and the
uncertainties relating to forecasting future
events of any kind. In addition there can
be considerable changes in retail provision
over which the planning authorities have no
control. It follows from this that the figures
should not be used with undue precision.

5.62

It is also true that the uncertainty increases
over the study period. Proposals for major
town centre retail development are generally
large scale and are likely to have implications
for retail needs beyond the immediate time
period. They are also infrequent and it is
therefore necessary to plan for one major
development to cover the whole study
period.

5.63

The study has been based primarily on
using current market shares throughout the
study period. This is considered a policy
neutral starting point, but a major retail
development in the City is likely to increase
the market share. A relatively small increase
in the market share from 26.3% to 30%
would increase the floorspace requirement
from about 63,500 sq m net sales to about
77,000 sq m. This is almost the same as
the increase in the market share that was
assumed in Scenario 2 of the 2009 Retail
Study.

5.64

In our view the study indicates that there
is no short term need for additional
convenience goods provision in the study
area given recent developments and current
commitments. There is however, a clear need
for substantial additional comparison goods
floorspace in the City and this should, in our
view, be concentrated in the City Centre.
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6.0

The Impact of a Retail-Led
Development
6.1

Three development scenarios for the
northern part of the City Centre have been
analysed; namely
•

•
•

6.4

A gross external floorspace of 70,000 sq
m of A1 retail floorspace would provide
approximately 50,000 sq m of net retail
floorspace, allowing for conversion to gross
internal (about 5%) and to net sales (at
75% of gross internal floorspace). Such a
scheme, particularly in a City Centre and with
student accommodation, would probably
accommodate some limited convenience
floorspace, say a small store of up to 1000
-1200 sq m, but no deduction has been
made. In the absence at this stage of a
layout of the retail floorspace and the size
of units, the benchmark sales density of
£8000/sq m has been used to estimate the
likely turnover,. This would give a turnover
of the proposal of about £400m in 2021. It is
estimated that at least 15% of this turnover
would be derived from outside the study
area. This is a moderately high figure, but
the information available indicates that
expenditure by tourists in the City is very
substantial. This would leave £340m to be
drawn from the study area.

6.5

The turnover estimate is based on quite a
high figure for a new development containing
a department store or several medium sized
units (MSUs), where their sales densities are
likely to be more around the £6,000/sq m £7,000 sq m.

A retail-led scheme with 70,000 sq m
gross of retail floorspace based upon
the proposals put forward by Centros’s
‘Northern Quarter’ in October 2013;
A more mixed development with 35,000
sq m of retail floorspace, and
A no development scenario.

The impact assessment is based on the
existing market shares as an objective and
transparent approach, but retail development
of the scale examined is likely to lead to the
City Centre increasing its trade draw from
further afield. To obtain a measure of this
effect on the likely impact, an alternative
trade draw scenario was analysed based on
increasing the trade draw from the further
zones and reducing it from the Portsmouth
City zones.
The 70,000 sq m (gross) Retail Proposal
6.2

6.3

54

In addition to the retail floorspace, the
proposals put forward by Centros in 2013
included an additional 20,000 sq m of A2,
A3, A4 and A5 uses, and 10,000 sq m of D1
and D2 leisure uses, a Hotel and a mix of
residential and student accommodation,
and a major modern multi-storey car park
to serve the development and the wider
City Centre. It would be a regeneration
development which would transform the
character of City Centre. In the scale of
the retail development and its intent, it is
designed to attract shoppers from a wide
catchment area.
Given the early stage of the proposal in the
development process and the lead time for
such proposals, it is anticipated that that the
development would come on stream in about
2019, but would not be operating at full
potential until 2021. This has been taken as
the date for impact assessment.

April 2015

Trade Diversion
6.6

We have used a two stage process to
estimate impact. First, the trade draw from
the study area by zone is estimated. We
have used the current trade draw of the
City Centre for this and the calculations are
shown in Appendix 3 Tables 21 and 23 for
the 70,000 sq m gross and 35,000 sq m gross
proposals respectively. Once the turnover
drawn from each zone has been calculated,
this is then assigned to centres according to
their market share within that zone. Thus
table 21 indicates that £2.76m of the larger
proposal’s turnover would be drawn from
zone 1. In table 22 this is assigned to centres.
For instance, Chichester attracts just over
51% of the expenditure in zone 1 so about
£1.42m (51% of the £2.76m) will be diverted
from Chichester.
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6.7

The advantage of this approach is that it is
both objective and transparent. However,
the City Centre with the proposal will be
qualitatively different from the centre as it
exists today and may be expected to draw
shoppers from further away. Furthermore,
the district centres in Portsmouth are used
when shoppers do not consider it worthwhile
to visit the City Centre. This local pattern of
shopping is not likely to change to the same
degree. Thus the impact on them is likely to
be overestimated. Thus the trade diversion
exercise is only the starting point for
assessing the impact – a qualitative appraisal
is undertaken in relation to each centre.

The City Centre
6.9

The table shows the trade diversion from
the existing floorspace in the City Centre
(excluding Gunwharf). Nearly £95m would
be likely to be diverted from the existing
floorspace to the new development. This
would come about both by leading retailers
moving to the new development and lower
sales in the remaining retailers as footfall in
some areas drops. The trade diversion would
represent about 19% of the turnover that
could be expected in 2021 if trading patterns
remained the same. The residual turnover
would be about £410m and an average sales
density of over £10,000/sq m. This is still a
healthy sales density which would support
good rental levels overall. It compares with
the estimated current (2014) turnover of
£412m.

6.10

The level of trade diversion from the existing
centre including Gunwharf is estimated at
some £104m - about 17% of its estimated
2021 turnover. The trade diversion from
Gunwharf would be relatively limited because
of its limited local market share and would
be a loss of about £10m from its turnover of
about £120m.

The Results
6.8

The results are shown in table 6.1 below.

Destination

Estimated
turnover
2021 £m

Trade
Diversion
£m

% Impact

Residual
Turnover
2021 £m

Current
Turnover
(2014) £m

Residual
minus Current
Turnover

Portsmouth City Centre

504.72

94.68

18.8%

410.04

412.44

-2.40

Southsea TC

141.60

22.08

15.6%

119.52

118.98

0.54

Albert Rd

27.17

1.43

5.3%

25.74

25.44

0.30

Cosham

36.81

2.89

7.8%

33.93

30.09

3.84

Fratton

75.30

7.85

10.4%

67.45

70.85

-3.40

North End

30.27

2.93

9.7%

27.34

28.23

-0.89

City Centre + Gunwharf

624.30

104.25

16.7%

520.05

512.68

7.37

Out of Centre Food

165.02

4.75

2.9%

160.26

155.6200

4.64

Out of Centre Other

166.32

28.97

17.4%

137.35

140.0600

-2.71

Table 6.1 | Trade Impacts 70,000 sq m Gross Retail Floorspace
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6.0 The Impact of a Retail-Led
Development
6.11

To be successful, the proposal would have
to attract some leading retailers from
existing units in the City Centre, and most
of the retailers which would be likely to
relocate to this development are either
in the Cascades or on Commercial Road.
A considerable rearrangement would be
likely to take place as shops move to better
locations and an increase in vacancy in the
prime retail frontages would be expected
in the short term. This is almost inevitable
if a large amount of additional floorspace
is put on the market in one go. The number
of vacant units would depend on the format
of the floorspace – fewer larger units would
lead to fewer additional vacancies. However,
the units in the Cascades and Commercial
Road would still be close to the new
development and given good links to the new
development, are likely find new tenants
relatively easily given reasonable economic
recovery by 2021.

6.12

In the longer term, the development would
pull the highest footfall and retail focus of
the City Centre northwards and may lead to
a reduction in retail activity at the southern
end of Commercial Road, in Edinburgh Road
and Arundel Street. These frontages are
already relatively weak and it may be sensible
to consider encouraging the development of
alternative town centre activities in this area.
The scope for this would depend to some
extent on the form that this development
would take. A high retail content would tend
to leave more scope for leisure activities
in this part of City Centre. Conversely, a
substantial leisure content, as perhaps
implied by the smaller retail element tested,
would impact less on the retail activity at the
southern end of the Centre.

6.13

The impact on vacancy rates would depend
on the level of retailer demand. The Focus
retail data base provides information on
retailer interest from 1991 onwards. This
information needs to be treated with caution
because not all retailers register their
interests with Focus and others register
interest in a large number of towns to keep
an eye on opportunities. The average number
of requirements over the period 1991 to
2010 (the last year for which data is supplied)
is 73, with a peak of 105 interests in April
2003. In July 2013 there were 22. The most
recent figure (Sept 2014) is 28 requirements,
although 4 are for Gunwharf, and one for an
out of centre location.
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6.14

The economic conditions are undoubtedly
the main cause for this decline, but our
impression is that the requirements are now
better monitored and lapsed requirements
removed more quickly, so some of the decline
in requirements may be due to better data.
These factors are nationwide, so the ranking
of centres according to retailer interest
removes these influences from the data.
Portsmouth’s average rank over the period
was 54th, with the highest ranking of 34th in
April 2003. The latest ranking is 83rd and this
must be taken as a considerable weakening in
the City’s position. While the current position
with regards to retailer interest is not
encouraging, significant improvements can be
expected if the economic forecasts are right.

6.15

In summary, the proposal would massively
increase the turnover of the City Centre and
the impact must be considered positive. The
proposal’s turnover would be some £340m,
of which about £95m would be diverted
from elsewhere in the City Centre, giving
a net gain of £245m to the City Centre
turnover. The turnover of the existing City
Centre floorspace would be only some £2m
less in 2021 after the impact than it is at
present. In effect, the proposal would soak
up the growth of expenditure between 2014
and 2021. However, the proposal would
have a considerable affect on the Centre
as it exists at present. This would come
about both because the circulation patterns
of shoppers would change and because
retailers would move from elsewhere in the
City Centre to be in the newest and most
modern accommodation. The success of such
proposals depends on their ability to attract
retailers from elsewhere in the centre, and
if they fail to do so, they do not succeed.
Indeed they are unlikely even to achieve the
level of pre-lets to proceed.
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Southsea Town Centre
6.16

6.17

6.18

The impact exercise indicates a 16% impact
on Southsea Town Centre’s comparison goods
turnover, based on the trade diversion of £22
m from a 2021 turnover of £120m. Because
of the strength of the centre’s convenience
goods turnover, the impact on the centre
as a whole would be significantly less. The
trade diversion to the foodstore at Fratton
was estimated at about £5.7m. If this is
added to the trade diversion expected from
Centros’ ‘Northern Quarter’ the combined
trade diversion would be about £28.07m
– a combined impact of 23.6%. This is a
robust estimate because no allowance has
been made for the trade diversion from the
proposed foodstore to the development. The
‘Northern Quarter’ and Fratton Park figures
are not strictly comparable so care needs to
be taken, but they give a broad idea of the
combined likely impact.

6.19

We are not however, convinced that the
department stores anchor the centre. Their
importance is limited by the dominance
of the City Centre and their more difficult
accessibility and lack of nearby parking
suggests that their contribution to footfall
is not now as high as one would expect
from department stores but the centre
is nevertheless clearly successful. In fact
the centre is strongly convenience goods
orientated, and it has a strong food offer. The
Waitrose store is in our view the key to the
centre’s success. Food shopping is carried out
much more frequently than department store
shopping and the contribution of the food
shops to the footfall in the centre must be
correspondingly greater.

6.20

The centre also has a strong restaurant offer.
It’s relatively prosperous local catchment
area and location close to the sea also
appear to be a significant assets. In the long
term the centre is likely to increasingly rely
on its convenience and restaurant offer as
comparison goods retailing is increasing
concentrated in national multiples, in larger
centres and on the internet. We conclude
that although the centre would suffer short
term effects if one or both department stores
closed, it would recover in the longer term.
It would also be necessary for the Council to
balance the advantages of the proposal for
the City Centre and City as a whole against
the impact on the town centre.

In practice, however, the impact on Southsea
would depend very much on the whether
either one, or both, of the department stores
closed, either through relocation to the City
Centre or trade loss. We understand that the
earlier proposals for the ‘Northern Quarter’
involved the relocation of the Knight and Lee
department store (John Lewis PartnershipJLP) from Southsea town centre to the
proposed development and that, in response,
the City Council prepared the Southsea Town
Centre Area Action Plan in 2007. John Lewis
has again been named as a potential anchor
store. This has not been confirmed by JLP
which issued a press statement in April 2014
stating that the Southsea store continued
to operate profitably and that it intended to
keep it open.
The position with Debenham’s is less clear
and we have not been able to find any press
statements. Debenham’s has an outlet
in the City Centre and the attraction of
consolidating its offer in one location would
appear at least tempting, if the timing is right
in terms of any leases etc.
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6.0 The Impact of a Retail-Led
Development
The District Centres
6.21

The impact on the district centres from Table
6.1 is as follows
Albert Rd/Elm Grove
Cosham
Fratton

6.21 c

6.22

58

Other Trade Diversion
6.23

5%
8%
10%

As already noted, these figures probably
over-estimate the impact on these centres.
They currently operate in competition with
the City Centre and the comparison goods
they offer are concentrated on those which
people are not prepared to travel far for to
increase their choice or are not available
in the City Centre. The City Centre and
district centres tend to sell different types of
comparison goods and the direct competition
between them is rather limited. A scheme on
the scale of the proposed ‘Northern Quarter’
offer would be likely to be orientated towards
clothing and footwear and other fashion
goods. The district centres have very few of
these type of shop. We have also noted the
lack of national multiple representation in
our assessment of the vitality and viability
of these centres and the resilience to impact
that that this gives them. The health checks
have also identified the importance of retail
services such as restaurants, take-aways
and hairdressers to these centres- the retail
activity, against which the quantitative
impact has been assessed, is in fact a
relatively minor part of the centres’ health.
Part of the trade diversion will be from food
stores in these centres, and this particularly
explains the higher impact on Fratton - it
reflects Asda’s significance in the centre and
in its role in comparison goods spending in
the City. The higher level of impact on North
End results from the method used. North
End attracts its shoppers from zones 10 and
11 particularly. These are also the zones
from which the City Centre attracts a high
level of trade. In assessing the trade draw on
the basis of the city centres existing market
share, we have given most prominence to the
trade draw from these zones.

April 2015

The estimates suggest trade diversion of
some £34m from out-of-centre stores, both
food and non-food. They also indicate a
very considerable trade diversion of some
£78.13m from internet shopping - about
10% of the amount spent on the net.
There is a tendency, in assessing impact,
to treat internet shopping as a fixed call
on expenditure, but this is not realistic.
In practice, people have a relatively fixed
amount to spend on all goods and services. If
money is spent on the internet it is not spent
on goods and services in bricks and mortar
shops. However, the converse is also true
and if town centres are attractive, people will
spend money there, some of which would
otherwise have been spent through internet
shopping. The same is true in relation to
spending in out-of-centre locations – if there
is more spent on goods in town and city
centres there is less to be spent in out-ofcentre locations. The ‘Northern Quarter’
development in this scenario would make the
City Centre an attractive place to spend time
and money, and in these circumstances it is
likely that there would be less spent on the
internet and in out-of-centre locations.
Outside of Portsmouth

6.24

The study method does not provide
comparable estimates of the town and City
Centre turnovers outside of Portsmouth
itself. This is because the study area does
not necessarily cover the whole of the
catchment areas of these towns and there is
no comparable data on tourist spending. We
therefore do not present impact figures for
these centres. We have however, identified
the likely trade diversion from towns outside
of Portsmouth as follows
Chichester
Fareham
Gosport
Havant
Waterlooville
Southampton

£15.75m
£16.91m
£ 4.80m
£14.32m
£11.72m
£11.80m
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6.25

These figures are relatively small. This
reflects the concentration of Portsmouth’s
attraction in the most central zones and
its relative weak attraction in the more
peripheral zones. This is understood to
be a relatively recent phenomenon and
Portsmouth is anecdotally considered to have
lost market share in these more peripheral
areas. That reflects the significant investment
in Southampton and Chichester, and the lack
of investment in Portsmouth. West Quay
opened in 2000 and Chichester remains an
attractive historic centre with substantial out
of centre retail development to the southeast of the town. One aim of a development
on the scale of the proposed ‘Northern
Quarter’ would be to regain the lost ground.
To the extent that the impact has been
modelled on the existing trade draw of the
City Centre, the impact assessment does not
reflect this aim.

6.26

The 35,000 sq m (gross) Proposal
We have also estimated the trade diversion
of a smaller development (Appendix 3 Tables
23 and 24). For this we have taken the
floorspace as 35,000 sq m gross external.
With the same allowances as for the
larger scheme, this would give a net sales
floorspace of about 25,000 sq m and the
estimated turnover is £200m of which £170m
would be drawn from the study area.

6.27

The impact figures are shown in the table
below

Destination

Estimated
turnover
2021 £m

Trade
Diversion
£m

% Impact

Residual
Turnover
2021 £m

Current
Turnover
(2014) £m

Residual
Minus Current
Turnover

Portsmouth City Centre

504.72

47.34

9.38%

457.38

412.44

44.94

Southsea TC

141.60

11.04

7.80%

130.56

118.98

11.58

Albert Rd

27.17

0.71

2.63%

26.45

25.44

1.02

Cosham

36.81

1.44

3.92%

35.37

30.09

5.28

Fratton

75.30

3.93

5.21%

71.38

70.85

0.53

North End

30.27

1.47

4.84%

28.81

28.23

0.58

City Centre + Gunwharf

624.30

52.12

8.35%

572.18

512.68

59.50

Out of Centre Food

165.02

2.38

1.44%

162.64

155.62

7.02

Out of Centre Other

166.32

14.48

8.71%

151.84

140.06

11.78

Table 6.2 | Trade Impacts 35,000 sq m Gross Retail Floorspace
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6.0 The Impact of a Retail-Led
Development
6.28

6.29

6.30

The impact on the City Centre excluding
Gunwharf would be about 9%, and the
existing City Centre floorspace would be
trading at about £45m above the current
level by 2021. Clearly the impact on the
vitality and viability of existing prime
frontages identified as resulting from
the larger scheme would be significantly
reduced. If the development had a larger
leisure element, this may impact more on
the evening economy of Gunwharf, which
the household survey shows as the primary
leisure location in the City.
The impact on Southsea town centre is
estimated at about 8%, although in practice
much would depend on whether the proposal
attracted one of the department stores or
not. We would, however, see the centre
remaining a prosperous centre able to adjust
in the longer term, whatever the outcome.
The likely impacts on the district centres are
estimated as follows
Albert Rd/Elm Grove
Cosham
Fratton
North End

3%
4%
5%
5%

In each case the turnover in the centre
would, other things being equal, be
experiencing higher turnover in 2021 than
currently, although that would depend on
their managing to maintain their existing
market share. That may be optimistic. As
previously noted, the impact would fall in
part on the food stores in these centres and
this explains some the variation between
the impacts on the centres. There would be
little direct competition between the smaller
shops in the centre and we would not regard
the chain food stores as at risk as a result of
the proposals.
6.31

The impact on out-of-centre food stores is
estimated to be about 2%. The impact on
non-food out of centre stores is larger - at
about 9%. About £39m is forecast to be
diverted from internet trading. The trade
diversion from towns outside Portsmouth is
estimated at
Chichester
Fareham
Gosport
Havant
Waterlooville
Southampton

£7.87m
£8.45m
£2.40m
£7.16m
£5.86m
£5.89m

6.31 c

As explained above, we cannot compare
these figures with the turnover of the towns
and city, but the figures are generally small
compared with their turnovers derived from
the study area.

6.32

Overall the proposal would obviously have a
more limited impact on existing centres, but
equally would have more limited benefits
for Portsmouth City Centre. In particular, a
smaller scheme would be less likely to raise
the profile of the City Centre and to increase
market share. This last matter is analysed
next.
Alternative Trade Draw Scenario

6.33

A larger retail scheme is likely to increase the
market share of the City Centre, particularly
in the more peripheral parts of the
catchment area. To examine the sensitivity
of the impact assessment to the market
share assumptions, we have assessed an
alternative trade draw where the proportion
of the trade drawn from zones 9, 10 and 11
(Portsea Island) is reduced from 68% to 55%
and increased in the surrounding zones. The
results are shown in Appendix 3 Tables 24
and 25. We have tested the sensitivity of
the impact assessment to trade draw on the
larger proposal providing 70,000 sq m gross.
In terms of impact on the Portsmouth centres
the differences are small as shown in the
following table.

Centre

Existing City
Centre Trade
Draw

Variant
Trade
Draw

Portsmouth City Centre

19%

16%

Southsea TC

16%

13%

Albert Rd/Elm Grove

5%

5%

Cosham

8%

10%

Fratton

10%

8%

North End

10%

8%

Table 6.3 | Percentage Impact Existing City Centre and Variant
Trade Draws
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6.34

The impacts are generally reduced by 2 or
3 percentage points. The exception is in
Cosham where the impact is increased. This
is because, in the variant, the trade draw
from Zone 12 was increased substantially –
from about 7% to 10%. This was the largest
change made, but it appears to us that the
City Centre’s current market share in the
zone (which comprises Portsmouth City
excluding Portsea Island) is disappointingly
low, and is likely to increase significantly with
improved facilities. The increase in the trade
lost from Cosham centre is, in this scenario,
in fact relatively small – up from £2.9m to
£3.6m, but appears more substantial when
expressed as a percentage of the centre
turnover because the comparison goods
turnover in the centre is low.

6.35

As would be expected the trade diversion
from the centres outside Portsmouth are
increased.

6.36

The changes made to the market share in
this scenario would represent a significant
shift in shopping patterns, and the results
do indicate a significant shift in the likely
impact, but we conclude that the approach
is not unduly sensitive to the market share
assumptions made. We do consider that the
proposal for 70,000 sq m of additional retail
floorspace would produce a shift in shopping
patterns, particularly if it were in a form
which succeeded in attracting some major
new retail and leisure names to the City
Centre in well designed and high quality town
centre scheme. The more difficult question
is by how much shopping patterns would
change and there can be little certainty
about that – much would depend on the
commercial success of the new development
which remains uncertain. We conclude
that the existing and alternative trade draw
scenarios provide a reasonable range of likely
impacts.

6.37

A smaller scheme could not be expected to
produce a similar shift in shopping patterns
and the range of likely impact would be
more restricted because of this and because
the impact will be smaller in any case. An
alternative trade draw exercise has therefore
not been repeated for the smaller proposal.
The No development Scenario

Centre

Existing City
Centre Trade
Draw

Variant
Trade
Draw

Chichester

£15.75m

£19.60m

Fareham

£16.91m

£22.21m

Gosport

£4.80m

£5.40m

Havant

£14.32m

£18.23m

Waterlooville

£11.72m

£12.74m

Southampton

£11.80m

£13.32m

6.38

The no development scenario is not
susceptible to numerical analysis. Clearly the
increased turnover of the City Centre would
not occur, and this implies a reducing market
share as the population and expenditure in
the Study Area increases. The total available
comparison goods expenditure in the Study
area is forecast to increase from £1555m
in 2014 to £1985m in 2021 and £2912m
by 2031. If the turnover of the City Centre
(including Gunwharf) remained constant at
about £315m, the market share would fall
from 20.28% to 10.8%. Even if the turnover
increased in line with the general national
trends in sales densities, the market share
would decline to 16.29%.

6.39

This is likely to be experienced both as a
contraction of the City Centre’s catchment
area and a reduced share of the core
catchment area expenditure as Portsea Island
residents increase their tendency to shop
elsewhere. Residents will come increasingly
to see themselves as poorly served by the
City Centre.

Table 6.4 | Retail Impact – Existing and Alternative Trade Draw
Scenarios - Other Centres
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6.40

6.41

6.42

62

The national trends in retailing have been
described in some detail. In summary, they
largely combine to favour the increasing
dominance of the largest centres, and it is
only in the largest towns that large scale
retail and leisure investment is likely to take
place. The City Centre missed out in the last
economic cycle and has declined in retail
rankings in recent years. However, the City
Centre is still a substantial centre which
did attract planned investment in the last
economic cycle and there is a good chance
that it can attract the necessary investment
in the next. However, the lead-in times are
long, and if sites are not brought forward at
an early stage in the cycle, the risk increases
of losing the investment again. The City has
advantages in timing over many other centres
in that it has an ‘available site’ suitable for
redevelopment. If investment fails to take
place in this cycle, it will be substantially
more difficult to attract investment as time
goes on as retailers concentrate more and
more on the larger centres.
There is a general mismatch between
the units available in centres and retailer
requirements in all centres and this can
be seen in the location and size of the
vacant units in the City Centre. They are not
attractive to the national multiple retailers.
A good mix between national multiples
and independent retailers is needed in any
centre. While there are units for independent
retailers, unless large modern units are
available, it will be difficult to attract new
multiple retailers to the centre and those in
the Centre operating in sub-optimal units
will consider not renewing leases. The nodevelopment scenario therefore indicates
a continuing weakening of the retail offer
relative to growing centres.
A number of weaknesses have been identified
in the City Centre. The lack of leisure
facilities in the centre has been noted.
Shopping trips to centres are increasingly
mixed with leisure activities, and without
a broad range of leisure opportunities
the centre is likely to be less attractive.
For instance, the internet offers a more
convenient alternative for sole purpose
shopping trips. This is a generational shift in
part and the Centre’s reliance on retailing
alone would lead to an increasingly elderly
customer base and fail, for example, to
take advantage of the increasing student
population in the City Centre. A major retailled development offers the opportunity to
expand and improve the leisure offer in the
centre and the no-development scenario
indicates a failure to adapt to social trends
which will otherwise weaken the City Centre
considerably.
April 2015

6.43

The environment has also been identified
as a weakness. There are no obvious
eyesores and public spaces are relatively
well maintained, but the centre remains
rather ordinary and unexciting – a functional
centre rather than a place to spend time. This
image also affects retailers’ perceptions and
will depress retailer demand. The proposal,
and its attendant publicity, would generate
retail interest in itself and help to raise the
Centre’s image in the specialist press.

6.44

Clearly there would be no direct adverse
impact on Southsea Town Centre and the
district centres in the no development
scenario. In relation to Southsea Town
Centre, this would be beneficial to the
vitality and viability of the centre, although
much would depend on the nature of the
main anchor store(s) in the City Centre
development and in our view the centre is
robust enough to withstand the likely impact
and to adjust to a new trading position. Such
adjustment will, in our view, be necessary
even in the no development scenario. The
broad social and economic trends affecting
the City Centre apply equally to Southsea
Town Centre, but the same approach to
responding to these trends is not possible
– it is a much smaller centre which will
not attract large scale investment; the
centre’s potential role as a higher order
centre is limited by accessibility and parking
considerations; and there are no suitable
sites for large scale development in or on
the edge of the centre. Nevertheless we
believe, for reasons already identified, that
it will remain a favoured centre for small
scale investment in existing units and by
independent retailers and caterers.

6.45

We have noted that the district centres
operate largely independently from the City
Centre. In the context of trade diversion,
there would be minor improvement in their
vitality and viability in the no development
scenario, in theory at least. The centres are,
in general, showing signs of improvement
with both public and recent private sector
investment. The low rents in the centres are
not attractive to institutional investment but
do offer the opportunity for start ups and
innovation.

6.46

While this might lead to a rapid turnover
of retailers in the centres, with a relatively
high level of business closures, it does allow
adjustments to social trends to take place
rapidly and the centres are increasingly
differentiated from the City Centre offer.
The no development scenario will make no
significant difference to this process.
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6.47

The NPPF requires Local Planning Authorities
to plan to meet town centre needs in full.
The implication is that if they fail to do so,
sites should be permitted out of centre
following the sequential test. This study has
identified a need for about 63,500 sq m of
net retail floorspace by 2031 based on a
continuation of existing market shares. In
Portsmouth, out-of-centre developments
permitted on this basis would have their
own impacts on the City Centre, Southsea
Town Centre and the district centres. The no
development scenario is likely to give rise to
this eventuality. It is in our view important to
avoid excessive out of centre development.

6.48

Overall we conclude that the no development
scenario has little to commend it. It would
fail to address the City Centre’s reducing
competitiveness with neighbouring centres
and fail to provide for the qualitative and
quantitative needs of Portsmouth residents.
The assessment of this scenario also
demonstrates that the provision of additional
retail floorspace is not a zero-sum exercise.
Although there will be impacts on the other
centres, these are in practice limited – if the
investment in the City Centre does not take
place there, it will not divert to the other
Portsmouth Centres, but to other towns or
cities or even other countries and sectors.
Equally the adjustment that is taking place
in other centres is independent of the City
Centre’s offer and would not replace the
need for that type of development in the City
Centre.

6.50

The proposal would, however, as well as
bringing new retailers to the City, attract
retailers from elsewhere in the City Centre
and would have to do so to succeed
commercially. This would lead to an
increased vacancy rate in the short term. In
the longer term the residual sales density of
over £10,000 sq m remains high and should
support a successful centre. This type of
development always leads to considerable
mobility of retailers within the centre for a
time but, as the adjustment settles down,
the focus of the City Centre would be likely
to have moved northwards and the retail
frontages at the southern end of the primary
retail area to have weakened. Consideration
ought to be given to managing this effect.

6.51

The impact on Southsea Town Centre, at
between 13% and 16% would be significant,
but in practice, the significance would
tend to depend on what happens to the
department stores in the centre. The press
statement by the John Lewis Partnership in
April this year is encouraging but even if the
‘Northern Quarter’ did lead to the closure
of one or both of the stores, we consider
that the Town Centre would remain vital and
viable in the longer term. While providing
an unusual offer in a centre of this size,
we consider that Southsea Town centre’s
function is now more based on convenience
goods retailing (which after all gives rise
to much more frequent trips) and it has a
very strong offer in this respect. We do not
believe that the department stores underpin
the vitality and viability of the centre and,
given its prosperous catchment area and
location near the sea, consider it would
adjust successfully in time to the loss of
either or both of these stores.

6.52

The impact assessment suggests an impact
of up to 8% - 10% on the district centres.
In part this reflects the impact on the
comparison goods sales in food stores
(particularly on Asda in Fratton) but the
objective method selected for analysis does
not distinguish sufficiently between the sort
of comparison goods on offer in the district
centres and those which would be sold in the
redeveloped City Centre centred on clothing,
footwear and fashion items. We conclude
that in practice, the impact would be less
than forecast on the basis of the existing
trade draw and at the lower end of the range.

Conclusions on Impact
6.49

The impact on the City Centre of a scheme
on the scale of a ‘Northern Quarter’ proposal
with 70,000 sq m of retail floorspace would
be massively positive and for reasons which
emerge from the earlier assessment of
national trends and the existing health of the
centre, we consider it is important for the
future vitality and viability of the City Centre.

Portsmouth Retail Study 2015
Volume 1

April 2015

63

6.0 The Impact of a Retail-Led
Development
6.53

In assessing any development which has a
substantial amount of retail floorspace the
Council will have to balance the benefits of
the proposal to City Centre and Portsmouth
residents against the impacts on smaller
centres. We have no doubt ourselves that a
development on the scale of the proposed
‘Northern Quarter’ is essential to secure
the future of the City Centre and to provide
residents with the facilities they expect and
will travel for. We consider the balance lies
strongly in favour of the proposal.

6.54

A smaller scheme would clearly have less
impact and we forecast an impact of about
9% on the existing City Centre floorspace
(excluding Gunwharf) from a proposal of
35,000 sq m gross. However, this would have
less potential to increase the City Centre’s
market share in the more peripheral zones
or to safeguard the City Centre’s prosperity
in the longer term. The risks associated with
promoting the larger scheme is that it will
not go ahead at all or that the existing City
Centre will not recover as quickly. However, a
smaller scheme may not be ambitious enough
to excite the interest of enough retailers and
would not meet the long term needs of the
City for floorspace. One way forward might
be to consider phasing the development. The
size of the retail part of the development
will not however, rest solely with the Council
but with the commercial judgement of the
developer and that expertise is a one of
contributions that a developer can make.

6.55

The impact assessment also suggests that
the impact on centres outside of Portsmouth
will be limited, even at the top end of the
potential size range. The catchment areas
of the main competing centres overlap with
Portsmouth’s only to a limited extent.

6.56

64

The no development scenario is not
amenable to numerical analysis but under
this scenario, the City Centre is likely to lose
further market share, decline in importance
relative to its neighbours and fail to meet
the emerging expectations of residents.
Such a loss of position would make it more
difficult to attract further investment in due
course and there is a real risk to the City
Centre’s position in the local retail hierarchy
in the long term. Nor would the lack of
development benefit the other Portsmouth
centres significantly. It would however,
encourage out-of-centre development under
current planning policy and this would
also be detrimental to other centres. This
scenario has, in our view, little to commend
it as a policy and should be regarded as a risk
to the future prosperity of the City Centre.

April 2015

6.43

The environment has also been identified
as a weakness. There are no obvious
eyesores and public spaces are relatively
well maintained, but the centre remains
rather ordinary and unexciting – a functional
centre rather than a place to spend time. This
image also affects retailers’ perceptions and
will depress retailer demand. The proposal,
and its attendant publicity, would generate
retail interest in itself and help to raise the
Centre’s image in the specialist press.

6.44

Clearly there would be no direct adverse
impact on Southsea Town Centre and the
district centres in the no development
scenario. In relation to Southsea Town
Centre, this would be beneficial to the
vitality and viability of the centre, although
much would depend on the nature of the
main anchor store(s) in the City Centre
development and in our view the centre is
robust enough to withstand the likely impact
and to adjust to a new trading position. Such
adjustment will, in our view, be necessary
even in the no development scenario. The
broad social and economic trends affecting
the City Centre apply equally to Southsea
Town Centre, but the same approach to
responding to these trends is not possible
– it is a much smaller centre which will
not attract large scale investment; the
centre’s potential role as a higher order
centre is limited by accessibility and parking
considerations; and there are no suitable
sites for large scale development in or on
the edge of the centre. Nevertheless we
believe, for reasons already identified, that
it will remain a favoured centre for small
scale investment in existing units and by
independent retailers and caterers.

6.45

We have noted that the district centres
operate largely independently from the City
Centre. In the context of trade diversion,
there would be minor improvement in their
vitality and viability in the no development
scenario, in theory at least. The centres are,
in general, showing signs of improvement
with both public and recent private sector
investment. The low rents in the centres are
not attractive to institutional investment but
do offer the opportunity for start ups and
innovation.

6.46

While this might lead to a rapid turnover
of retailers in the centres, with a relatively
high level of business closures, it does allow
adjustments to social trends to take place
rapidly and the centres are increasingly
differentiated from the City Centre offer.
The no development scenario will make no
significant difference to this process.
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7.0 Conclusions
7.1

Retail trends are favouring larger
centres. Retail expenditure is increasingly
concentrated in the largest retail companies
which have come to dominate the city and
larger town centres. They are preferred
tenants because they are seen as low risk
compared to independent traders and they
are central to the funding of major retail
development. The growth of car ownership
has also made it easier to get to larger towns
offering a wider choice and people have
become much more able and prepared to
travel. Town centres are therefore more in
competition with each other and this has
favoured larger towns. There is an increasing
divergence between larger successful town
centres and the many smaller town centres
which have not attracted investment since
the 1970s.

7.2

The growth of internet shopping has enabled
independent retailers to trade without a
high street presence, but internet shopping
is still dominated by the main retail chains.
The information on pricing available on the
internet is increasing competition. “Bricks
and mortar” shops carry considerable costs
and it is likely that many national retailers
will seek to reduce their physical branch
networks and many will have to do so to
remain competitive. The household survey
indicates a high level of internet usage in
the study area and identifies many of the
advantages shoppers see in internet shopping
- particularly the convenience, the choice
available and the easy comparison of goods
and prices. Click and Collect is not yet well
established and it is unclear how it will
affect the demand for retail floorspace. For
some retailers, it will enable them to expand
the range of goods they can sell from small
premises in smaller towns. This may help
some retail chains with extensive networks of
shops to maintain sales in smaller towns. For
others, it will re-enforce the trend away from
shopping trips.
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7.3

The household survey results indicate that
Portsmouth City Centre retains a high market
share with Portsea Island residents but
the market share in other zones is lower
than might be expected. Competition from
Chichester has limited its market share to
the east, and this was already apparent in
the 2004 Retail Study. To the west, Fareham,
including the revamped Whiteley Centre, is
providing significant competition, although
rather surprisingly, Southampton does not
seem to be a significant destination despite
it size. The City Centre is not competing as
well as might be expected against the lower
order centres of Havant and Waterlooville.
We consider that there is considerable
scope for the City Centre to re-establish its
predominance in this area.

7.4

The household survey also indicates a
reasonable level of satisfaction with the City
Centre but this is general in such surveys.
The City Centre was rated by more than
50% of respondents as being good or very
good on most of the selected criteria, but
the feeling that the City Centre’s leisure and
entertainment offer is poor is notable. Only
21% of respondents thought it was good or
very good and 81% of respondents said that
it was not their first choice for leisure and
entertainment. Gunwharf was the single most
visited location for leisure and entertainment
and Chichester was the second. There is a
degree of dissatisfaction with the choice of
shops, and the environmental quality of the
Centre. Overall the City Centre appears to be
seen as somewhere to go shopping because it
is convenient, but not because it somewhere
people would like to spend time.

7.5

The population of Portsmouth has been
growing since 2001 and is forecast to
continue to grow in the period to 2031.
However, the survey suggests that food
stores in Portsmouth are currently undertrading compared with the company average
benchmark and, combined with the relatively
slow rate of growth in convenience goods
spending, this means that there is no need
for additional convenience goods floorspace
in the City.
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7.6

The comparison goods turnover of the City
Centre is estimated at £375m in 2014. This
suggests an exceptionally high sales density
at present (over £10,000/sq m) and therefore
a significant scope for additional floorspace.
The comparison with a benchmark sales
density of £7,000/sq m indicates a substantial
level of over-trading at present and a current
need for additional floorspace of some
14,000 sq m of net sales floorspace. This is
not surprising considering that there has
been no significant increase in floorspace
since 2001 despite the population increase
and the substantial increase in comparison
goods spending per head.

7.11

Current retailer requirements in Portsmouth
are limited, but should have increased
considerably by the assessment year of 2021.
Nevertheless a large new development can
be expected produce a considerable shake
up in the City Centre and an increase in
vacancy rates must be expected, at least
temporarily. The development would pull
the focus of the City Centre northwards and
a reduction of retail activity at the southern
end of Commercial Road and in Edinburgh
Road and Arundel Street is likely in the short
term. Overall the City Centre would still be
achieving a healthy sales density which would
support reasonable rental levels.

7.7

Based on the forecast population and
spending increases, this requirement for
additional retail floorspace in the City Centre
will increase to some 35,000 sq m by 2031
once the growth of internet shopping and the
more efficient use of floorspace are taken
into account. This is based on assuming a
constant market share and there would be
scope for more floorspace if the City Centre’s
market share were to increase. No such
assumption has been made in this exercise,
but a substantial development could be
expected to achieve this.

7.12

The proposal would have a sizeable impact
on Southsea Town Centre, estimated at
about 13%-16% of its 2021 retail turnover
for the larger scheme and about 8% for
the smaller one. In practice, much would
depend on whether one or both department
stores closed. John Lewis has indicated
that it intended to keep its store open.
However, we consider that Southsea would
be resilient to this impact because of its
important convenience goods trading role, its
significant restaurant and leisure sector and
its relatively affluent catchment area.

7.8

On the same basis it is estimated that the
need for additional floorspace in the City as
a whole is 63,500 sq m net sales. Although
in theory some of this need would arise
in the district centres, in practice there
is little physical capacity for increasing
the floorspace in these centres and little
likelihood of attracting the necessary
investment. We recommend that the
additional floorspace is concentrated in the
City Centre.

7.13

The estimated impacts on the district centres
are also significant but in practice there is
likely to be little overlap in the offer of a
major retail development in the City Centre
and the district centres.

7.14

We have also identified trade diversion from
the surrounding centres. Although we have
no estimate of the centres’ turnovers to set
them against, the trade diversion figures are
modest. We have also examined a scenario
which assumed that the Northern Quarter
development would increase the City Centre’s
trade draw in the zones outside of Portsea
Island. This increased the trade diversion
from the centres outside of the City but still
did not indicate a significant problem.

7.9

Like all forecasts, these figures are subject
to considerable uncertainty. Their purpose
is to indicate the approximate scale of
development that should be sought over
the period and they should not be used with
spurious precision.

7.10

A major development in the northern part of
the City Centre with 70,000sq m gross retail
floorspace would have a retail turnover of
about £400m of which about £340m would
be drawn from the study area. Once account
is taken of internal trade diversion (within
the City Centre) the proposal is estimated to
add about £245m to the City Centre turnover
and with 35,000 sq m gross some £123m.
The impact in these terms is clearly massively
positive.
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7.15

The impact of a development with a smaller
retail component has also been considered.
Clearly the approach adopted indicates
that the impact would be reduced in direct
proportion to the reduction in size. Fewer
resulting vacancies in the City Centre would
be expected, but as noted, the level would
depend on the format of the floorspace. A
lower retail content would, in the context of
weak retailer demand, also make it easier
to obtain the necessary pre-lets, but would
reduce the positive benefits and do less to
lift the profile of the centre in the subregional context. This presents a dilemma
for the Council, but a phased development
might be a solution providing an early start
on development, and mitigating the full
impact on the centre in the short term. This
is not a matter for the Council alone, and any
development proposed as an application will
have the benefit of a developer’s commercial
knowledge.

7.16

There would also be more scope for leisure
uses within the development with a smaller
retail content. The City Centre’s leisure
offer has been identified as weak and this
represents an increasingly important problem
when sole purpose shopping trips are likely
to be replaced by internet shopping.

7.17

A no development scenario would imply a
significant reduction in the market share
within the study area and fail to meet the
future expectations of Portsmouth residents.
Social and economic trends favour larger
centres and it will be difficult for any town
centre to reverse a decline once it has set
in. Portsmouth was close to achieving the
‘Northern Quarter’ development when the
recession set in and is still a sizeable centre.
We consider that it should be possible to
achieve a major City Centre development
in the next economic cycle. But lead times
are long and early progress is desirable. In
the competition for development, the City is
reasonably well placed by its size and has a
considerable advantage in having a site which
is immediately available. This scenario has
little in our view to commend it.

Portsmouth Retail Study 2015
Volume 1

7.18

April 2015

Overall, we conclude that there is a need
for additional retail development in the
City Centre if it is to retain its sub-regional
significance. There is the theoretical capacity
in expenditure terms for the largest retail
development considered and its impact
on the existing City Centre is likely to be
acceptable. However, this does not appear to
be recognised in the commercial demand for
floorspace at present. To some extent, this is
inevitable at a time when economic recovery
is still recent and uncertain and commercial
interest is likely to improve before any new
floorspace comes on stream. However, we
consider that a rather negative view of the
City Centre may also be depressing demand
and anything that can be done to correct that
view would be helpful. The lead-in time for
developments such as the ‘Northern Quarter’
is long, and as they only take place at the
top end of an economic cycle, it would be
appropriate to start on the process now. We
are not aware of the terms of the agreement
with the Council’s development partner,
but we would, in other circumstances,
recommend soft market testing.
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