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EXECUTIVE SUMMARY 

 

1) Colliers CRE was instructed by Stratford-on-Avon District Council in January 2008 to 

prepare a study of convenience goods retailing in Stratford-on-Avon District.  The 

main purpose of the study is to provide part of the evidence base that the District 

Council will use in their preparation of its Core Strategy, which covers the period to 

2026.  The principal focus of the study is to provide the Council with robust evidence 

and advice on the need for additional convenience goods floorspace given current 

national and regional policy and in the light of demographic and economic trends. 

 

2) This study adopts a traditional approach to quantifying retail floorspace need and is 

underpinned by a substantial body of new data including:- 

 

• a telephone survey of 750 households living throughout Stratford-on-Avon 

District and its shopping hinterland; 

 

• updated retail floorspace statistics for main towns and supermarkets located 

throughout Stratford-on-Avon District; 

 

• bespoke consumer retail expenditure per head estimates for small areas 

within Stratford-on Avon District and its hinterland; 

 

• current and projected populations by ward; and 

 

• details of food stores with planning consent and/or proposed throughout 

Stratford-on-Avon District. 

 

3) The key objective of Government retail planning policy is to promote and enhance 

existing town centres.  This requires that any development for food store retailing 

must follow the “sequential approach” to site location.  Other ‘tests’, relating to ‘need’, 

‘scale’  ‘impact’ and ‘accessibility’, must also be addressed. 
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4) Regional retail policy states that Stratford-upon-Avon is the ‘preferred location’ for 

major retail development within Stratford-on-Avon District, whilst the network of 

smaller town, district and local centres should provide for day-to-day needs.  Regional 

policy further states local authorities should be pro-active in encouraging appropriate 

retail development in these smaller centres in order to maintain and enhance their 

function.  The main focus should be on meeting local needs, in particular the 

provision of convenience goods shopping.  The broad thrust of regional policy is 

reflected in the existing Warwickshire Structure Plan and Stratford-on-Avon District 

Local Plan Review. 

 

5) Using the results of the household telephone survey, we estimate that the residents 

of Stratford-on-Avon District will generate some £189 million of convenience goods 

expenditure in 2008.  Of this total, £71 million will leak out to centres/stores outside of 

the District.  Thus only 62% of available spend (c. £118 million) will be retained within 

the District.  To this we add an estimated £19 million of food spend which flows into 

the District from residents living outside and from tourists.  This pushes up the 

turnover of the convenience goods sector in Stratford-on-Avon District to £137 million.  

On our figures, food stores within Stratford upon-Avon soak-up around 72% of 

District-wide sales, with each of the three rural market towns (Alcester, Shipston-on-

Stour and Southam) accounting for around 6%.  The balance (c.10%) of sales are 

generated by other smaller centres/stores located throughout the District. 

 

6) In terms of market shares of available convenience goods expenditure, Stratford-

upon-Avon dominates four of the seven ‘zones’ comprising the District, whilst 

Shipston-on-Stour captures the largest share in one zone.  The remaining two zones 

in the District are dominated by Redditch and Royal Leamington Spa, which are 

located in adjoining areas.  All three rural market towns are currently experiencing 

high levels of expenditure leakage, primarily to stores outside of the District.  In our 

view, this points to a healthy quantitative and qualitative need for additional retail 

floorspace provision, because the existing food retail offer available in each town 

primarily caters for top-up rather than main food shopping and a better range and 

bigger scale of food store is required.  
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7) Our recommended retail strategy for convenience goods shopping within Stratford-

on-Avon District is shaped by the household survey results which show that 38% of 

the expenditure generated by the District’s residents is currently spent at stores 

located elsewhere.  This level of leakage is relatively high and indicates that the 

present pattern of food shopping is not sustainable, with many residents currently 

driving over relatively long distances to do their main food shopping.  We believe 

there is the potential to plan for new food store provision within the District in a 

manner that is more consistent with the Government’s key sustainability objectives of 

minimising reliance on the car for shopping and reducing the number and length of 

car journeys. 

 

8) We therefore recommend that Stratford-on-Avon District’s overall level of expenditure 

retention for convenience goods shopping should increase in line with the 

Government’s commitment to sustainability.  Furthermore, we consider this objective 

is best met by increasing the target market shares for each of the three rural market 

town, which are located towards the edge of the District, and by increasing Stratford 

upon-Avon’s target market share in two zones.  We recommend realistic target 

market shares, since the close proximity of centres/stores outside of the District will 

always attract a significant number of trips.  The effect of our upwards adjustments to 

individual centre market shares is to increase the overall level of spend retention for 

convenience goods shopping in Stratford-on-Avon District by 19% points.  The uplift 

from the current 62% rate to 81% reflects what we consider to be an appropriate, 

realistic and achievable target in planning terms. 

 

9) Adopting a mid-range sales density for converting headroom expenditure into a 

floorspace requirement, and taking into account existing  retail commitments, we 

estimate the following quantums of additional convenience goods floorspace need 

within the main towns in Stratford-on-Avon District. 
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Floorspace Need (sq m net)  
Forecast 

Year 
Stratford-

upon-Avon 
Alcester Shipston-

on-Stour 
Southam 

     2011 
2016 
2021 
2026 

-1,460 
-1,280 
1,020 
-750 

1,290 
1,350 
1,360 
1,490 

1,640 
1,680 
1,750 
1,810 

 

2,250 
2,310 
2,410 
2,490 

 

 

10) In summary, our recommended retail strategy for the Council is to actively plan for 

additional food store provision within Stratford-on-Avon District, but in a way that not 

only meets the sustainability objectives of reducing expenditure leakage (and trips) to 

centres outside of the District, but also reduces the need to travel longer distances by 

car for main food shopping within the District.  The best way to achieve these 

objectives is to plan primarily to improve the food store offer in the three peripherally 

located rural market towns of Alcester, Shipston-on-Stour and Southam, whilst 

continuing to recognise the potential for Stratford-upon-Avon to capture a larger share 

of available spend in its nearby zones.  The strategy is all about clawing back 

expenditure currently being lost from the District and providing a more sustainable 

pattern of food store provision throughout the District.  
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1.0 INTRODUCTION  
 

 Terms of Reference 
 

1.1 Colliers CRE was instructed by Stratford-on-Avon District Council in January 2008 to 

carry out a study of convenience goods retailing in Stratford-on-Avon District.  The 

main purpose of the study is to provide part of the evidence base that the District 

Council will use in their preparation of its Core Strategy, which will cover the period to 

2026.  The principal focus of the study is to provide the Council with robust evidence 

and advice on the provision of additional convenience goods floorspace given current 

national and regional policy and in the light of demographic and economic trends. 

 

1.2 The key requirements of the retail study as set out in the Consultants Brief are as 

follows:- 

 

• to assess the quantitative need for additional convenience goods floorspace 

through to 2026 in Stratford-upon-Avon and the three rural market towns of 

Alcester, Shipston-on-Stour and Southam; 

 

• to advise on whether there is a need to widen consumer choice for 

convenience goods shopping in any of the four centres; 

 

• to provide guidance on a sequential assessment of potential locations for 

providing any additional retail provision that has been identified; 

 

• to comment on the likely impact of any additional out-of-centre food store 

provision on the vitality and viability of each of the four centres; and 

 

• to make recommendations to the Council on the most appropriate policy 

approach to be taken forward in the Core Strategy.  
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Study Approach 
 

1.3 In preparing this report, we have drawn on our wider knowledge of retail planning and 

experience gained in undertaking many other retail need/capacity studies throughout 

the UK, including the previous retail study of Stratford-on-Avon District carried out in 

1997 and a study update in 2003.  Specifically, we have sought to combine 

experience in terms:- 

 

• Research 

• Retail Agency 

• Planning 

• Consumer/Market Research 

 

As such the study seeks to blend detailed research with relevant commercial and 

planning expertise. 

 

1.4 Although some data was available prior to the commencement of this study, it soon 

became clear that a substantial body of new information was required in order to 

satisfactorily meet the objectives in a robust manner. This new data falls into two 

broad categories as follows:- 

 

• we undertook a telephone survey of 750 households living throughout 

Stratford-on-Avon District and its shopping hinterland; 

 

• we have incorporated the very latest and most accurate statistics available in 

respect of the following: 

 

- retail floorspace of existing centres and shops throughout Stratford-

on-Avon District1; 

 

                                                 
1 This data has been provided by Stratford-on-Avon District Council and in part,  by Colliers CRE 
through detailed fieldwork. 
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- consumer retail expenditure per head for small areas within 

Stratford-on-Avon District and its shopping hinterland;1 

 

- current and projected populations by ward.2 

 

- details of retail floorspace in the development pipeline within 

Stratford-on-Avon District2 (eg. retail commitments and proposal(s)). 

 

In practice, much of the survey and other technical data feeds through into our 

quantitative assessment of retail floorspace need.  

 

Structure of The Report 
 

1.5 This report consists of seven sections, followed by a number of Appendices which 

contain supporting technical information and spreadsheets, which set out the 

quantitative retail floorspace need assessment.  

 

1.6 Following this Introduction, Section 2 describes the planning context to the study at 

the national, regional and local level, and summarises the main findings from the 

recent Competition Commission report into the grocery sector. 

 

1.7 In Section 3, we describe our approach to assessing the quantitative need for 

additional convenience goods floorspace within Stratford-on-Avon District. The 

sources of data are identified, the methodology of the ‘model’ is described and our 

key assumptions are explained. 

 

1.8 In Section 4, we consider the present shopping hierarchy of Stratford-on-Avon District 

and, drawing on the results of the household telephone survey, examine the current 

pattern of shopper behaviour for convenience goods (food) shopping.  Using this 

                                                 
1 This data is derived from Experian. 
 
2 This information has mainly been provided by Stratford-on-Avon District Council. 
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information, we quantify the retail trading performance of the District as a whole, 

Stratford-upon-Avon and the three rural market towns. 

 

1.9 In Section 5 we describe the methodology for quantifying the need for additional 

convenience goods floorspace within Stratford-on-Avon District and its main towns.  

This quantitative need assessment is carried out for the forecast years of 2011, 2016, 

2021 and 2026. 

 

1.10 Section 6 sets out in full the results of our retail floorspace needs assessment within 

Stratford-on-Avon District for convenience goods shopping. 

 

1.11 In the final Section 7, we present our conclusions and recommendations to the 

Council on the most appropriate retail policy approach for inclusion in the Core 

Strategy. 
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2.0 PLANNING CONTEXT 
 

 Introduction 
 

2.1 This section describes the planning context to the assessment of convenience goods 

retailing within Stratford-on-Avon District and its main centres.  Existing retail planning 

guidance and policy at the national, regional and local levels is reviewed, whilst the 

recent report by the Competition Commission (CC) on UK grocery retailing is 

summarised. 

 

Planning Policy Statement 6: Planning for Town Centres 
 

2.2 The Government’s key objective for town centres is to promote their vitality and 

viability by:- 

 

• planning for the growth and development of existing centres; and 

 

• promoting and enhancing existing centres, by focusing development in such 

centres and encouraging a wide range of services in a good environment, 

accessible to all. 

 

2.3 Additional aims of Government in relation to retail are:- 

 

• to enhance consumer choice, particularly to socially-excluded groups; 

 

• to support efficient, competitive and innovative retailing; 

 

• to improve accessibility by ensuring that new development is well-served by a 

choice of means of transport. 

 

2.4 PPS 6 also states that it is not the role of the planning system to restrict competition, 

preserve existing commercial  interests or to prevent innovation. 
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2.5 Government guidance also recommends that local planning authorities should 

actively plan for growth and manage change in their town centres over the period of 

new development plans. 

 

2.6 PPS 6 advises that regional spatial strategies should set out a vision and strategy for 

a region’s growth, particularly for higher level centres, and provide a strategic 

framework for planning at the local level. 

 

2.7 At the local level, PPS 6 advises that local authorities should assess the need for new 

retail floorspace, taking into account both quantitative and qualitative considerations, 

and to identify any deficiencies in provision. 

 

2.8 Specifically, in selecting sites for retail development, local authorities should:- 

 

• assess the need for development; 

• identify the most appropriate scale of development; 

• apply the sequential approach to the site selection; 

• assess the impact of development in existing centres; 

• ensure that locations are accessible and well served by choice of means of 

transport. 

 

2.9 In relation to rural market towns, PPS 6 states that they should be the main service 

centres in rural areas, providing a range of facilities, shops and services at a scale 

appropriate to the needs and size of their catchment area. 

 

2.10 PPS 6 (in Annex A) sets out a number of Typologies.  The relevant definitions in 

relation to this study are as follows:- 

 

• Town Centres (Type of Centre) – will usually be the second level centres 

after city centres and, in many areas, they will be the principal centre or 

centres in a local authority’s area.  In rural areas they are likely to be market 

towns. 
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• Town Centre (Type of Location) – a defined area, including the primary 

shopping area and areas of predominantly leisure, business and other main 

town centre uses within or adjacent to the primary shopping area. 

 

• Primary Shopping Area (Type of Location) – a defined area where retail 

development is concentrated (generally comprising the primary and those 

secondary frontages which are contiguous and closely related to the primary 

shopping frontage).  The extent of the primary shopping area should be 

defined on the proposals map. 

 

• Edge of Centre (Type of Location) – for retail, it is a location that is well 

connected to and within easy walking distance (i.e. up to 300 metres) of the 

primary shopping area.1 

 

• Out of Centre (Type of Location) – a location which is not in or on the edge 

of a centre, but not necessarily outside the urban area. 

 

• Convenience Shopping (Type of Development) – is the provision of 

everyday essential items, including food, drink, newspapers/magazines and 

confectionery. There are two main types of convenience stores:- 

 

- Supermarket: self-service stores selling mainly food, 

with a trading floorspace less than 2,500 sq m, often 

with car parking. 

 

- Superstores: self-service stores selling mainly food, 

or food and non-food products, usually with more 

than 2,500 sq m of trading floorpace, with 

supporting car parking. 

 

                                                 
1 Note: A site for retail located more than 300 metres from the primary shopping area is not defined as 
a ‘town centre’ or even an ‘edge of centre location’, but is considered to be ‘out of centre’.  Thus it is 
possible to have a site within the town centre boundary that is, in fact, ‘out of centre’ in terms of PPS 
6. 
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2.11 The Government has stated that it intends to publish a revised consultation draft of 

PPS 6 during the Summer of 2008.  It is expected that this draft will include proposed 

changes to the existing ‘needs’ test, and may introduce a ‘competition test’ (see 

paragraph 2.26 below). 

 

West Midlands Regional Spatial Strategy (WMRSS)1 

 

2.12 The main purpose of the WMRSS, which incorporates the Regional Transport 

Strategy (RTS), is to provide a Spatial Strategy to guide the preparation of local 

authority development plans and local transport plans so that they can deliver a 

coherent framework for regional development.  Local authorities in preparing their 

plans must take the WMRSS into account.  The WMRSS may also be material to 

decisions on individual planning applications and appeals. 

 

2.13 The WMRSS defines a network of 25 town and city centres across the region within 

four Tiers 1,2,3, and 4.  Stratford-upon-Avon is one of 12 Tier 4 centres.  These 

locations are the preferred locations for major retail developments, particularly where 

the comparison goods element exceeds 10,000 sq m gross.  All 25 centres are 

deemed to play a ‘strategic role’ and to be the main foci for higher level retailing, 

commercial, cultural and service activities.  These town and city centres are to be 

balanced by a network of smaller town, district and local centres, which should 

provide for day-to-day needs. 

 

2.14 The WMRSS states that local authorities should be proactive in encouraging 

appropriate development in these smaller town, district and local centres in order to 

maintain and enhance their function.  The main focus of such centres will be on 

meeting local needs, in particular convenience goods shopping, the provision of local 

services (such as banks, post offices, local healthcare facilities, sports centres, 

libraries and restaurants) and a limited amount of comparison goods shopping. 

 

                                                 
 
1 West Midlands Regional Spatial Strategy, Phase Two Revision – Draft, Preferred Option, December 
2007. 
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2.15 The WMRSS also advises that the role and regeneration of centres should not be 

undermined by larger-scale out-of-centre retail development.  However, it is accepted 

that local circumstances vary, and retail requirements, which cannot be met in-centre, 

may occasionally arise.  In these cases, proposals should be considered against the 

tests for out-of-centre retail development established in PPS 6 and any additional 

local criteria set out in Local Development Frameworks. 

 

Warwickshire Structure Plan, 1996-2011 (WASP) 
 

2.16 The saved Policy TC.2 of the WASP defines four main town centres (including 

Stratford-upon-Avon) and four other town centres within the county.  These centres 

should be the location for all major shopping developments of 1,000 sq m or above.  

The policy seeks to actively consolidate the role of town centres, through the location 

of appropriate development, and to prevent potential adverse impact from 

developments elsewhere. 

 

2.17 The WASP states that it is likely that local plans will extend the hierarchy of Policy 

TC.2, as necessary, to define district, local and village centres and set out criteria for 

determining the scale and nature of development appropriate to each tier. 

 

Stratford-on-Avon District Local Plan Review, 1996-2011 
 

2.18 This Plan sets out policies and proposals to guide development in Stratford-on-Avon 

District in the period up to 2011.  Together with the WMRSS and the WASP, 1996-

2011, it forms the Development Plan for the whole of Stratford-on-Avon District. 

 

Stratford-upon-Avon 
 

2.19 The market town has a population of just 23,000, but because of its association with 

Shakespeare attracts considerable numbers of visitors each year.  Accordingly, the 

town centre supports a wide range of shops and facilities, far greater than would 

normally be expected for a town of Stratford-upon-Avon’s size. 
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2.20 Virtually all of the town centre lies within a Conservation Area.  Therefore, proposals 

for new retail development is supported in certain streets (only), subject to the 

character of the area being maintained.  Other policies are aimed at ensuring ground 

floor areas on primary shopping streets are in retailing use. 

 

Main Rural Centres 
 

2.21 The Plan identifies eight main rural centres, including Alcester, Shipston-on-Stour and 

Southam, which are the focus of this study.  The Plan seeks to promote and enhance 

the role of these centres, which includes underpinning their retail and commercial 

sectors.  However, this should be implemented within the context of the WMRSS 

which supports only limited development in these centres. 

 

2.22 Policy MRC.1 states that proposals for retail development within the existing 

commercial cores of the main rural centres will be encouraged, since they are 

recognised as important local retail and commercial destinations.  As none of the 

main rural centres are identified in the town centre hierarchy set out in Policy TC.2 in 

the WASP (see paragraph 2.16 above), then no retail schemes in excess of 1,000 sq 

m gross should be permitted. 

 

Competition Commission (CC) 
 

2.23 After a two year inquiry into food retailing – the fifth in seven years – the CC 

published on 15 February, 2008, its proposals designed to remedy its competition 

findings in UK grocery retailing.   

 

2.24 The key recommendation is the proposed introduction of a local competition test 

designed to ensure that no one grocer captures a dominant market share of a local 

market.  If adopted, this test will prevent a retailer from opening additional stores if it 

already has a 60% share of net grocery floorspace in a local catchment area.  In 

practice, this is unlikely to impact on the expansion plans of retailers in most areas. 

Accordingly, the CC inquiry in itself is unlikely to do much to put a halt to superstore 

development and therefore offer protection to small scale high street retailers.  The 

CC has recognised that the highly competitive grocery sector does largely work in the 
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interests of the consumer.  Specifically, the CC states that a lack of competition in 

certain local markets not only disadvantages consumers in those areas but also 

allows retailers to weaken their offer to consumers nationally. 

 

2.25 The CC report makes it clear that it is not intending to make any recommendations for 

other changes to the planning system such as the ‘need’ test or ‘town centre first’ 

policy.  Any such changes will be made by the relevant government departments. 

 

2.26 The Final Report of the CC was published on 30th April.  In general it confirms many 

of the proposals set out in its February report, including the recommendation that a 

“competition test” becomes integrated into the planning system and that the Office of 

Fair Trading (OFT) should become a statutory consultee for all planning applications 

for food stores (including extensions) in excess of 1,000 sq m net to prevent any over 

domination by a single retailer occurring. 
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3.0 QUANTITATIVE NEED METHODOLOGY: DATA SOURCES  
AND ASSUMPTIONS 

 
Objectives 

 

3.1 The principal objective of this study is to utilise the most recent and robust sources of 

data and estimate the need for additional retail convenience goods floorspace within 

Stratford-on-Avon District through to 2026 the end date of the Core Strategy.   

 

3.2 Although the assessment is necessarily detailed and relatively complex, we have at 

all stages sought to achieve transparency in our calculations.  We have followed a 

traditional approach to estimating quantitative retail need and have incorporated the 

very latest published data and the results of a specially commissioned household 

telephone survey.  This should ensure that our assessment is up to data, 

comprehensive and robust. 

 

3.3 This section of the report introduces the need methodology, summarises the role of 

the household telephone survey and (for convenience) set out in one place the main 

assumptions and definitions which we have used and our principal sources of data. 

Section 4 quantifies the current (base year) consumer food shopping patterns within 

Stratford-on-Avon District drawing on the results of the household telephone survey, 

whilst Section 5 describes the quantitative need assessment process itself. 

 

Quantitative Need Methodology 

 

3.4 The quantitative need for additional retail floorspace within an area (or centre) is 

dependent on the future relationship between the demand for and supply of space, 

ideally after taking into account the extent (if any) of any over/under trading that is 

occurring at the base year.  The demand for floorspace is then determined by 

assessing the likely growth in the volume of consumer retail expenditure, while an 

assessment of floorspace supply involves quantifying the extent to which proposed 

changes in the location, quality and quantity of retail floorspace will meet the forecast 

increases in expenditure.  Any monetary shortfall of supply relative to demand in the 
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future indicates there is a need for more floorspace in quantitative terms.  The scale 

of any additional retail provision is then determined by converting excess consumer 

expenditure (or headroom expenditure) into a retail floorspace need by applying 

appropriate sales densities.  In practice, because shopping patterns are complex and 

vary for different types of goods, the methodology utilises survey data to determine 

base year shopping patterns. 

 

3.5 Our methodology for estimating quantitative need is presented diagrammatically in 

Figure 3.1 (overleaf).  The key steps are set out below.  Appendix 6A provides a 

more detailed description of the principal stages involved. 

 

            Step 1 Catchment Area Definition 

3.6 The catchment area should be defined with regard to the study objective. For this 

study it includes all of Stratford-on-Avon District and its wider shopping hinterland. 

 

            Step 2 Analyse Consumer Demand 

3.7 This involves multiplying population by retail expenditure per head for the present and 

projected forecast year(s). This should include resident population, but also any in-

flow retail expenditure from people living outside the catchment area. The main types 

of inflow expenditure come from long distance shoppers, commuters and tourists. 

 

Step 3 Analyse Retail Supply 
 

3.8 This step comprises an assessment of the turnover of the retail floorspace stock at 

the base year. This will involve a household survey to estimate the actual retail 

turnover of centres and stores and a comparison with benchmark turnover. 

 

            Step 4 Retail Demand Vs Retail Supply in the Base Year 

3.9 At this stage, the adequacy of the existing convenience goods retail provision within 

Stratford-on-Avon District in quantitative terms is assessed. For example, if actual 

turnovers assessed in Step 3 exceed the benchmark turnovers, it could be argued 

that the floorspace is over-trading and, therefore, there may be an existing need for 
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additional retail floorspace. Alternatively, if actual turnovers are less than benchmark 

levels then the floorspace may be assumed to be under-trading, signalling a potential 

over-supply of existing retail floorspace. 

 

Step 5 Changes in Retail Demand and Retail Supply through to Forecast Year(s) 
 

3.10 This step projects forward total available expenditure in the catchment area and the 

turnover of existing and committed retail floorspace. In simple terms, the difference 

between the forecast totals of available expenditure and retail turnover gives a 

measure of the quantitative need for additional retail floorspace. If there is an 

expenditure surplus, this is converted into potential floorspace by dividing by an 

appropriate sales density. Similarly, if there is an expenditure deficit, a floorspace 

over supply may exist. 

 

 The Household Telephone Survey 
  

Objectives of the Survey 

 

3.11 The household survey forms an important role in the quantitative need assessment 

since it provides important information on the current pattern of shopping activity 

throughout Stratford-on-Avon District and surrounding areas. As such, it forms the 

foundation upon which the retail floorspace need estimates are built. 

 

3.12 A major aim of the survey is to generate quantitative data on consumer retail 

expenditure flows between areas or zones (where people live) and retail centres 

(where they spend their money).  This has been carried out for the following three 

types of shopping:- 

 

• convenience goods 

• non-bulky comparison goods 

• bulky comparison goods 

 

although this report (and the quantitative floorspace need assessment which follows) 

focuses entirely on convenience goods shopping in accordance with the Brief. 
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Definition of the Survey Area 
 

3.13 We reached agreement with the District Council on the outer boundary of the 

household survey area.  The survey area is shown in Figure 3.2 overleaf.  It 

comprises all of the District, together with an area to the south west (within Cotswold 

and Wychavon Districts) where we anticipate material amounts of in-flow expenditure. 

 

     Definition of the Expenditure Zones 
 

3.14 For the purpose of sampling and analysis the survey area has been divided into eight 

zones. These zones are defined on the basis of ward boundaries and each zone 

comprises one or more wards.  In broad terms they relate to natural shopping activity 

areas on the ground and to the size and distribution of retail centres.  Zones 1 to 7 

inclusive cover Stratford-on-Avon Disrict. 

 

3.15 Figure 3.2 shows the locations and general configuration of the zones throughout the 

survey area.  

 

 Sampling 
 

3.16 For the household telephone survey, structured interviews were carried out with the 

person responsible for the main shop in a total of 750 households to ascertain their 

actual shopping patterns and views.  This exceeds the normally accepted minimum 

size for statistical purpose of around 80-90 interviews per zone. Adopting what is 

standard practice, a consistent absolute sample in each zone was selected, rather 

than one proportional to zone population.  This is because the latter approach would 

have meant a significantly larger number of interviews overall to ensure a minimum 

absolute number of interviews in the less densely populated zones, which was not 

considered essential. 

 

3.17 By adopting a consistent number of interviews within the zones irrespective of the 

population size of each zone, there is over-sampling in some zones and under-

sampling in others, while the same overall sample size is maintained.  At the analysis 

stage of the survey, the individual samples are then “weighted” to their appropriate 
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representation within the survey population to produce an overall result which is 

representative of the survey area as a whole.  Without the weighting, the less densely 

populated zones would have a disproportionately large effect on the overall survey 

results, contrary to their population size.  The whole principle of weighting therefore 

allows the characteristics of less densely populated zones to be represented without 

the unnecessary cost of a grossly inflated sample.  Appendix 1A provides a more 

detailed statistical synopsis of the sampling methodology and the degree of 

confidence which can be attributed to the results. 

 

The Survey Questionnaire 

 

3.18 The survey questionnaire was drafted in consultation with the District Council and 

their agreement was obtained prior to the commencement of interviewing.  A copy of 

the questionnaire is reproduced in Appendix 1B. 
 

Implementation, Analysis and Results 
 

3.19 Fieldwork for the household survey was carried out between during February, 2008. In 

so far as we use the survey results to inform our assessment of  the need for 

additional convenience goods floorspace within Stratford-on-Avon District, the key 

data which the survey generates is the percentage market share (in terms of available 

convenience goods expenditure) of the towns and other centres within each of the 

eight zones. Using this quantitative information, it is possible to build-up a picture of 

existing shopper behaviour within Stratford-on-Avon District and the survey area as a 

whole. In particular, the data allows the existing catchment areas and retail turnovers 

of main centres to be determined.  Appendix 1C sets out the key results of the 

household telephone survey in respect of convenience goods shopping, whilst 

Appendix 1D provides full details of the convenience good shopping expenditure 

market shares produced by the survey for each centre store and zone.  The survey 

forms the foundation for the retail floorspace need assessment, which is presented in 

full in Sections 5 and 6.  
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Principal Data Sources 
 

3.20 The quantification of shopper behaviour and retail floorspace need, which we present 

in the following sections, utilise five major sources of data.  All of the sources are new 

to this study.  The data sources are as follows:- 

 

Data on shopping trips patterns and consumer retail expenditure flows 
 
Source:  We have incorporated the results from a new household 

telephone survey of Stratford-on-Avon District and surrounding 

areas carried out during February, 2008. This has been 

described at paragraphs 3.11 to 3.19 above. 

 

Data on population and population projections 

 
Source: Population figures for zones 1 to 7 have been provided by 

Stratford-on-Avon District Council.  They are based on ward 

populations for 2005 produced by Warwickshire Observatory 

and incorporate forecasts of the number of dwellings to be 

completed between 2005 and 2026 according to the West 

Midlands Spatial Strategy Preferred Option.  Full details are set 

out in Appendix 2.  For zone 8 (covering Cotswold and 

Wychavon Districts) populations have been sourced from 

Gloucestershire and Oxfordshire County Councils.  

  

 

Data on consumer retail expenditure per head 
 

Source: Bespoke data on average convenience goods expenditure per 

head for 2006 has been obtained from Experian for the 

populations living within each of the eight zones. The 

expenditure per head data is set out in Appendix 3B.  

Data on existing retail floorspace 
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Source: Colliers CRE carried out detailed visits to Stratford-upon-Avon 

and the three rural market towns of Alcester, Shipston-on-Stour 

and Southam during March, 2008.  Where retail floosrpace 

information is not available from either published sources; (eg. 

The Institute of Grocery Distribution or Goad) or from the 

District Council’s own planning records, we have identified 

(from our ‘fieldwork’) all supermarkets and other small 

convenience goods shops in each centre (town centre and out 

of centre) and plotted them onto maps (see Appendix 5A).  

The gross floorspace of each shop has then been estimated by 

scaling from the plans. 

 

Details of existing convenience goods floorspace by centre are 

set out in Appendix 5B. 
 

Data on retail commitments and proposals 
 

Source: The District Council has provided us with the latest available 

information on retail commitments and proposals across the 

District as a whole.  Full details of the retail development pipeline 

(as at April 2008) are produced in Appendix 5C. 
 

             Interpretation and Definition 

3.21 In addition to the principal sources of data, there are a number of further definitions, 

assumptions and forecasts which we have adopted throughout this study.  Although 

many are referred to again in Sections 4 and 5, we hope that grouping them together 

below this will assist the reader in understanding the technical analysis which follows. 
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            Study Centres 
 

3.22 In this study we assess the need for additional convenience goods floorspace within: 

  

• Stratford on-Avon-District as a whole; 

• The main town of Stratford-upon-Avon; 

• The  three rural market towns of:- 

- Alcester 

- Shipston-on-Stour 

- Southam. 

 

Composition of Main Retail Goods Categories 
 
3.22 In this study we undertake a quantitative assessment to establish the need for (any) 

additional convenience goods shopping floorspace.  The detailed product types which 

constituent this category of goods are detailed in Appendix 3A.  

 

           Base Year  
 

3.23 We adopt a base year of 2008. 

 

Forecast Year(s) 
 

3.24 The District Council has requested that we forecast quantitative retail need to 2011, 

2016, 2021 and 2026, which is the end date for the Core Strategy. 

 

            Price Base 
 

3.25 All monetary figures in this report are given in constant 2006 prices. This is the price 

base for the consumer expenditure per head data obtained from Experian.   
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Future Growth in Consumer Retail Expenditure Per Head 
 

3.26 Future spending levels have an important bearing on the need for additional retail 

floorspace. The assumptions used are therefore critical to the validity of the overall 

quantitative need assessment and it is vital that up to date, realistic and robust 

sources are used. 

 

3.27 In this study, we adopt the 2006-based UK expenditure forecasts published by 

Experian. These are set out in full at Appendix 3C and incorporate the move by the 

Office of National Statistics (ONS) in 2003 to an annual chain linking approach to 

producing constant price economic aggregates. 

 

3.28 Experian’s expenditure forecasts are estimates of future spending based on an 

economic model of disaggregated consumer spending. They differ from expenditure 

projections published by Experian (and also MapInfo) that are estimates of future 

spending based on the extrapolation of past trends. Experian advise that when 

carrying out longer term retail need assessments, the use of forecasts is preferred to 

projections.  Experian state that:- 

 

“Projections of spend per head based on past trends are currently considerably 

higher than forecasts based on econometric models. This is because we have 

reached the top of the cycle for consumer and retail spending. This is reflected in 

very low household savings rates and high levels of household sector debt. 

Measuring trend growth rates from a point at (or near) the top of the cycle pushes 

up the projections. On the other hand, economists and forecasters believe this 

means that spending growth in the future is likely to be weaker as the economy 

and households’ finances are rebalanced. We consider that the expenditure 

forecasts incorporate this important information in a way that projections cannot 

and therefore the economic forecasts are to be preferred over the projections for 

planning for future demand growth.”  (Source: Experian’s Head of Global 

Economics). 
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3.30 Following the advice of Experian, we therefore adopt their latest expenditure 

forecasts which are summarised in Table 3.1. We assume that the forecast real 

annual increase in spend per head for the period 2007-16 will continue beyond the 

Experian forecast time frame and we therefore apply this growth rate to the time-

period 2016 to 2026.  

 

3.31 Table 3.1: Expenditure Per Head Growth Forecasts 

 
 
 

 
 
1 We also use this  forecast for estimating need through to the forecast years of 2021 and 2026.  The 0.8% pa growth 

rate is the same as Experian’s Long-Term Trend (middle projection trend) for the period 1977-2006. 
 

In- Flow Expenditure  
 

3.31 Our approach to estimating the volume of convenience goods expenditure flowing into 

Stratford-on-Avon District from outside takes into account the available scale, range 

and quality of food retail offer at the different centres within the District and the market 

shares generated by these centres across the eight zones. 

 

3.32 In practice, because our survey area is relatively large and the three rural market 

towns are small (with relatively limited food retail offers) we have assumed that the 

inflow of convenience goods expenditure from outside the survey area from residents 

is low.  Our estimates are set out in Appendix 4A.  In relation to the larger centre of 

Stratford-upon-Avon, however, we have assumed a much larger in-flow for 

convenience good shopping. This is because of its food superstore offer and also 

because of the food spending generated by the large number of visitors/tourists to 

Stratford-upon-Avon each year.  (Appendix 4B sets out our approach to estimating 

visitor/tourist spend on convenience goods shopping). 

 

 

 

Time Period 
Goods Category 

2007-2011 2007-20161 

Convenience Goods 0.7% pa    0.8% pa 
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Special Forms of Trading and E-tailing 

 

3.33 It is normal practice in the preparation of quantitative retail need studies to make 

deductions from the consumer retail expenditure per person figures adopted to allow 

for expenditure by ‘special forms of trading’ (SFT). This is retail expenditure that does 

not take place in shops, such as that via mail order houses, door to door salesmen 

and stalls and markets. It also includes spending using digital TV and over the 

internet. 

 

3.34 Recent evidence suggests that e-tailing sales are increasing as a proportion of total 

retail expenditure, although perhaps not at the rate many commentators forecast at 

the height of the dot.com boom a few years ago. Much of the initial growth in e-tailing 

has been achieved through the cannibalisation of existing retail expenditure on 

traditional catalogue-based mail order. However, this cannot continue, so any further 

gains in e-tailing will directly feed through into an increase in retail sales through SFT. 

Accordingly, we feel it is prudent to take this into account in our quantitative need 

assessment. 

  

3.35 In preparing this study, we have examined a range of published material on the 

subject of e-tailing.  However, in our view, the most up to date and forward-looking 

statistics available on the topic have been prepared by Experian1.  These are 

reproduced in full in Appendix 3D. 
 

3.36 Experian note that after a slow start, the UK now appears to be in the take-off phase 

of the spread of e-tailing, although growth will eventually plateau. The company 

publish projections of the future market share for SFT (including e-tailing) through to 

2016 for convenience goods shopping. Their projected market shares for SFT are set 

out in Table 3.2 overleaf. 

 

 

 

                                                 
1 Source: Experian Retail Planner Briefing Note 5.1, November 2007. 
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Table 3.2 Special Forms of Trading: Market Share Assumptions 
 

Year Convenience Goods (%) 

2004 2.5 

2008 5.6 

2011 7.0 

2016* 7.3 

Source:  Experian Retail Planner Briefing, Note 5.1, November 
               2007  (Table 5.1) 
            *  We assume the market shares for 2021 and 2026 will be the  
               same as for 2016, since, according to Experian, the rate of  
               increase will already have plateaued by 2016. 

 

3.37 It must be stressed that the Experian forecasts are only estimates, since it is very 

difficult to predict precisely what will happen, particularly over a long time frame. 

Obviously, if the actual growth in SFT is higher than that which we have assumed, 

then our estimates of additional convenience goods floorspace need within Stratford-

on-Avon District will be too high.  Alternatively, if SFT increases at a lower rate than 

that which we have assumed then the floorspace need estimates set out in this report 

are likely to be too low. 

 

Turnover Allocation for Existing Retail Floorspace 
 

3.38 It would, in our view, be wrong to assume that all of the increase in retail expenditure 

within Stratford-on-Avon District is available to support additional retail floorspace. 

This is because it is appropriate that some of the forecast growth in expenditure 

should be allocated to existing retailers because the evidence confirms that existing 

retail shops, in fact, achieve real, and necessary, gains in sales productivities year on 

year. Rising sales densities are driven by a number of factors including growth in 

floorspace efficiency and changes in trading hours, net to gross ratios and the mix of 

goods. Rapidly rising costs also mean existing retailers must grow their sales 

densities in real terms to remain viable.  
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3.39 Consequently, to avoid making a turnover allowance for existing retailers would, in our 

view, lead to a “double-counting” of future available retail expenditure and thus an 

over-estimation of the need for additional retail floorspace (ie. the consumer spend 

soaked-up by existing retail floorspace would be used to justify the need for more 

retail floorspace). 

 

3.40 Experian have recently published a Retail Planner Briefing Note on estimating and 

forecasting sales densities (reproduced in full in Appendix 3E), which sets out the 

new research they have undertaken on the subject and its relevance to quantitative 

retail floorspace need assessments.  Experian conclude under their ‘central case’ 

forecast, that the forecast increase in sales density for convenience goods floorspace 

is likely to be 0.6% per annum. 

 

3.41 Experian further advise that for centres (or areas) where there is a material over-

trading at the present time, it is likely that the potential for real gains in sales 

productivity in the future will be less than the UK average of 0.6% per annum.  

Similarly, in centres (areas) where there is currently significant under-trading, there is 

likely to be potential for gains in sales productivity in excess of the national average. 

However, if the monetary effects of (any) over-trading and under-trading in the base 

year are fully taken into account in the quantitative need assessment – as is the case 

in this study – then it brings the Stratford-on-Avon District retail economy into a retail 

equilibrium position akin to the UK average consistent with Experian’s research on 

the growth in store productivities. This link is important and has been established in 

discussions we have had with Experian. Consequently, it is perfectly reasonable to 

apply the Experian ‘central case’ store productivity figure of 0.6% per annum to the 

benchmark turnover of existing convenience goods floorspace within Stratford-on-

Avon District and its main centres. 

 

Forecast Sales Densities 

 

3.42 Sales density measures the relative efficiency with which floorspace is used by 

retailers to convert sales floorspace into retail turnover.  We use forecast sales 

densities at two stages in our quantitative floorspace need assessment:- 
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• to estimate the turnover of (any) retail commitments and proposals; 

 

• to convert the available residual headroom expenditure at each of the forecast 

years into a need (or requirement) for additional retail floorspace. 

 

3.43 In considering what are the most important sales densities to use it is necessary to 

bear in mind the following:- 

 

• that sales densities relating to new stores (which will open in the future) are 

likely to be higher than those which apply to all of the existing retail floorspace 

stock in a centre at the base year (2008); 

 

• that sales  densities vary widely between different convenience goods (food) 

retailers; 

 

• that sales densities for convenience goods will increase over time due to the 

real increases in store productivity which we apply to all retail floorspace (see 

paragraph 3.41). 

 

3.44 In selecting what we consider to be the most realistic sales densities to adopt, we 

have had regard to the characteristics of the Stratford-on-Avon District retail economy 

and its main centres as well as published sources which give the average sales 

densities for leading food store operators.  Due to the big range in sales densities that 

occur amongst food store operators, we opt for three scenarios:- 
 

• a ‘low’ sales density which approximates to the turnover efficiency of food  

specialists, the food discounters (eg. Aldi and Lidl), and smaller operators 

such as the Co-op; 

 

• a ‘middle’ sales density, which closely reflects store productivities for the 

grocery sector as a whole; 
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• a ‘high’ sales density which equates to the turnover efficiency for the major 

grocery multiples such as Tesco, Morrisons, Sainsburys, Asda and Waitrose. 
 
3.45 Our assumed sales densities for estimating the turnover of convenience stores in the 

development pipeline and for converting available headroom expenditure into a 

requirement for additional floorspace are set out in Table 3.3.   
 

Table 3.3 Assumed Forecast Sales Densities for 
Convenience Goods Floorspace (£ psm net) 

 
 

 

 

 

 

 

 

 

 

 

Note: The sales densities are higher in 2011, 2016, 2021 and 2026 because they include real increase in store 

productivities. 
 

Net to Gross Ratios 
 
3.46 Where actual gross and net floorspace figures have been supplied by the District 

Council or another published source we have used them.  However, where it has 

been necessary to convert from gross to net (or vice versa) we use a net to gross 

ratio for convenience goods shopping of 65:100. 

 

Metric Conversion 
 

3.47 Where necessary, we have converted square feet into metres (and vice versa) using 

the following formulae: 

 

1 sq m = 10.764 sq ft 

1 sq ft = 0.093 sq m 

 
Forecast Years Scenario 

 
Base Year 

2008 2011 2016 2021 2026 

Low Scenario 5,000 5,091 5,245 5,404 5,568 

Middle Scenario  7,500 7,636 7,868 8,107 8,353 

High Scenario 10,000 10,181 10,490 10,809 11,137 
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VAT 
 

3.48 Expenditure and sales/turnover data used throughout the quantitative need 

assessment includes VAT. 

 

Proposed Eco-Town 
 

3.49 It should be noted that the quantitative retail floorspace need assessment presented 

in this report does not take into account the possible effects and requirements of the 

proposed Eco-town south of Stratford-upon-Avon, known as Middle Quinton.  The 

effect of this proposal on future levels of available expenditure and shopper 

behaviour, and the resulting need for additional convenience goods floorspace, 

should be assessed in a separate study. 
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4.0 DISTRICT-WIDE FOOD SHOPPING PATTERNS  
 
 Introduction 
 

4.1 The main purpose of this section is to quantify shopper behaviour and to determine 

the present retail trading performance of: 

 

• Stratford-on-Avon District as a whole; 

• the main town of Stratford-upon-Avon; and  

• the three rural market towns of Alcester, Shipston-on-Stour and Southam;  

 

 in relation to convenience goods shopping. 

  

4.2 The assessment draws on the results of a household telephone survey which was 

carried out during February, 2008 within Stratford-on-Avon District and its shopping 

hinterland. In addition, we refer to retail floorspace, population and consumer retail  

expenditure data. The sources of this information have already been described in 

Section 3. 

 

4.3 Using the survey results, we also identify the main characteristics of consumer 

behaviour for convenience goods shopping within Stratford-on-Avon District.  

 

 Catchment Area Definition 
 

4.4 The main objective of the household telephone survey was to obtain comprehensive 

information on consumer shopping trip patterns and expenditure flows for 

convenience goods shopping within the sub-region. Our approach permits the 

following important assessments to be carried out: 

 

• for any given centre we are able to not only estimate its retail turnover, but 

also identify where these sales originate from across the sub-region; 
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• for any given local area (or zone) we are able to not only estimate the amount 

of available expenditure, but also identify the volume and source of in-flow 

expenditure and the volume and destination of out flow expenditure. 

 

4.5 Within the survey area as a whole, we sought to determine the catchment areas of the 

main towns in Stratford-on-Avon District for convenience goods shopping using 

survey data on expenditure patterns. Our analysis permits the core, primary and 

secondary catchments (where they exist) to be determined for each town. For the 

purpose of this study we have adopted the following definitions: 

 

 -  core catchment: comprises those zones from which a town attracts the 

majority of generated expenditure (i.e 51% or more); 

 

 -  primary catchment: comprises those remaining zones from which a town 

attracts 25% or more of generated expenditure; 

 

 -  secondary catchment: comprises all remaining zones from which a town 

attracts 10% or more of generated expenditure. 

 

4.6 Beyond the secondary catchment, the detailed survey results show that certain towns 

may attract even smaller amounts of convenience goods expenditure from additional 

zones. Such expenditure flows will typically account for very low proportions of overall 

centre turnover and can, for most analytical purposes, be ignored. We have therefore 

excluded these zones from our definition of a town catchment area in this section, 

although such in-flows are taken into account in the quantitative retail need 

assessment (Sections 5 and 6). 

 

 Assessment of the Stratford-on-Avon District  Retail Economy as a Whole 

  

4.7 Using the results of the household survey, we first consider the retail trading 

characteristics of Stratford-on-Avon District as a whole in relation to convenience 

goods shopping at the base year of 2008.  In particular, we are able to determine the 

volume of convenience goods expenditure in-flows and out-flows to and from the 

District. 
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4.8 By relating the scale of these expenditure in-flows and out-flows to the known ‘pool’ of 

available expenditure generated within Stratford-on-Avon District, we are able to 

estimate the present (2008) retail turnover of the area.  In addition, by expressing 

turnover as a proportion of available expenditure, the level of expenditure ‘retention’ 

can be estimated. 

 

4.9 In relation to convenience goods (Figure 4.1 overleaf), we estimate that Stratford-

on-Avon District currently attracts an in-flow of £19 million (including £7.4 million of 

visitor/tourist spend), but that some £71 million leaks out to competitor centres/stores 

in other areas.  Therefore, Stratford-on-Avon District is a net exporter of £52 million of 

convenience goods spend.  Moreover, the figures indicate that retail floorspace stock 

in Stratford-on-Avon District retains around 62% of the convenience goods 

expenditure generated within the area and has an estimated convenience goods 

turnover of some £137 million. 

 

4.10 In Figure 4.2 below the total convenience goods turnover of Stratford-on-Avon 

District is disaggregated by town.  This confirms that the main town of Stratford-upon-

Avon currently accounts for 72% of the District’s convenience goods trade, whilst the 

three rural market towns collectively attract 18% of turnover.  Other smaller 

centres/stores soak-up the balance of sales (c.10%). 

 

 

 Figure 4.2:  Stratford-on-Avon District: Convenience Goods Turnover  
  Disaggregated by Centre, 2008 
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 Town Catchment Areas 
 
4.11 We now turn to defining the convenience goods shopping catchment areas for the 

main towns in Stratford-on-Avon District, using the results of the household survey 

(and the catchment methodology set out at paragraph 4.5).  It should be borne in 

mind in the following analysis that zones are dealt with in their entirety, although in 

practice parts of a zone may actually fall within the retail influence of a different centre 

to that being described. 

 

 Convenience Goods  
 

4.12 The extent of the catchment area of Stratford-upon-Avon for convenience goods 

shopping is set out in Figure 4.3 overleaf.   The map confirms the strength of the 

town’s food shopping offer.  Stratford-upon-Avon’s core catchment extends across 

two zones (zones 3 and 4) , whilst its primary catchment covers zones 2, 5 and 6.  In 

addition, zones 1 and 8 fall within the town’s secondary catchment.  Thus Stratford-

upon-Avon’s catchment area embraces all zones within the District, except zone 7 

(Southam ), and also includes zone 8 in Cotswold and Wynchavon Districts. 

 

4.13 Figure 4.4 overleaf shows that Alcester’s influence for convenience goods shopping 

is relatively weak with the town retaining just 27% of the available spend in its own 

zone 2.  This is sufficient to generate a primary catchment area (but not a core 

catchment).  Alcester faces stiff competition from nearby Stratford-upon-Avon, whilst 

there is also considerable expenditure leakage outside of the District to Redditch and 

Evesham.  

 

4.14 Shipston-on-Stour is stronger than Alcester for food shopping, since it retains almost 

40% of spend within its own zone 5.  This zone forms the town’s primary catchment 

(Figure 4.5 overleaf). 

 

4.15 Southam also generates a primary catchment embracing its own zone 7 (Figure 4.6 

overleaf), although the town retains just 26% of available convenience goods spend – 

less than Shipston-on-Stour and about the same as Alcester. 
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 Town Dominance 
 
4.16 Towns or retail locations which capture the largest single share of available 

convenience goods expenditure within a zone we describe as being dominant within 

that area. Figure 4.7 overleaf shows town dominance across our survey area for 

convenience goods shopping.  The map provides a good visual indication of the 

relative strengths of towns across the survey area. 

 

4.17 Five different towns dominate the convenience goods market, with Stratford-upon-

Avon having the largest market share within four of the eight survey zones (zones 2, 

3, 4 and 6).  Shipston-on-Stour manages to generate the largest market share within 

its own zone 5, a feat not shared by Alcester (zone 2 is dominated by Stratford-upon-

Avon) or Southam (zone 7 is dominated by Royal Leamington Spa).  Although zone 

8, which is located outside of Stratford-on-Avon District, contributes some expenditure 

to Stratford-upon-Avon and Shipston-on-Stour, it is nevertheless dominated by 

Evesham for food shopping.  Lastly, although zone 1 lies within Stratford-on-Avon 

District, the majority of its convenience goods expenditure flows out to Redditch. 

 

 Characteristics of Shopper Behaviour  
 

4.18 Information on shopper characteristics is drawn from the household telephone survey.  

We present the top-line results here, whilst Appendix 1C gives much more detailed 

findings.  

 

4.19 Some 65% of convenience goods main shopping trips take place during the week 

(Monday through to Friday) with 56% being carried out during the day and 9% in the 

evenings. In comparison only 11% are undertaken at weekends, whilst 24% of 

households vary their pattern of main food shopping. 

 

4.20 The location of a store close to home is the main reason influencing the choice of 

main food shopping destination in 72% of households. A wide choice of products 

available is the second ranked reason, but this scored only 7%. Significantly free / 

ease of parking is mentioned by just 2% of households. The importance of 
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convenience of location is reflected in the fact that almost half of all main food 

shopping trips take (on average) 10 minutes or less. 

 

4.21 The most common frequency of carrying out a main food shop is once a week (67% of 

households), while an additional 26% undertake such trips even more frequently.  

Only 1% of households do a monthly bulk food shop. 

 

4.22 Around 80% of survey area residents use a private car for their main food shopping 

(57% as driver), whilst 9% walk, 7% travel by bus and 1% use a taxi. 

 

4.23 On average, some 28% of households in our survey link their main food shopping trip 

with another form of shopping. The food stores which generate the highest levels of 

linked trips are generally those located within town centres.  The types of 

shop/service visited most frequently on a linked trip are bank/building society (30%), 

fashion/clothing store (26%), post office (25%, café/pub/restaurant/takeaway (19%) 

and chemist (17%). 
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5.0 FLOORSPACE NEED ASSESSMENT: METHODOLOGY 
 
             Objectives 
 
5.1 This section describes our approach to estimating the quantitative need for additional 

convenience goods floorspace within Stratford-on-Avon District as a whole and its 

main centres.   

 

5.2 The analysis estimates the amount of over/under-trading at centres in the base year 

(2008) by comparing actual (survey-based turnovers) against benchmark turnovers 

and takes any expenditure “surplus” or “shortfall” into account in determining the 

available headroom expenditure at the forecast years of 2011, 2016, 2021 and 2026.  

We consider this is a realistic approach, since it reflects the variability in the present 

retail performance of centres across Stratford-on-Avon District. 

 

5.3 The assessment provides the following information: 

 

• Estimates of total available convenience goods expenditure within the 

shopping catchment areas of centres within Stratford-on-Avon District at the 

base year of 2008 and the forecast years of 2011, 2016, 2021 and 2026. 

 

• Estimates of the convenience goods turnover likely to be ‘retained’ by the 

centres at each of the forecast years; and 

 

• Estimates of “headroom” expenditure and therefore convenience goods 

floorspace need within the centres at the forecast years. 

 

5.4 The results of the need assessment will be used by Stratford-on-Avon District Council 

to help shape and underpin retail policies in the Core Strategy. The results should 

also assist the Council respond to any emerging food store proposals. 
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Our Approach  
 

5.5 Our broad approach to estimating the need for (any) additional convenience goods 

floorspace comprises of seven main steps, which in aggregate cover the three main 

stages of analysis: 

 

(i)  Forecasting consumer demand; 

(ii)  Forecasting retail supply; and 

(iii) The conversion of (any) surplus retail expenditure into a retail  

                         floorspace requirement. 

 

5.6 We have sought to provide an analysis that is transparent and which, at the same 

time, seeks to be robust. The assessment is also presented in a way that enables it to 

be updated in the future as more up-to-date statistics become available and the 

emerging pattern of shopping activity becomes more established. 

 

5.7 The quantitative need assessment for convenience goods shopping is supported by a 

number of tables (spreadsheets) which are reproduced in Appendix 6B1.  In addition, 

the assessment refers to a number of key assumptions which have already been 

discussed in Section 3, and are reproduced as Appendices 1 to 5 inclusive. 

 

Convenience Goods Floorspace Need Assessment 
 

Step 1: Calculate Total Available Expenditure in the Survey Area 
 

5.8 The household survey area is shown in Figure 3.1 (following page 13) and is defined 

to encompass the shopping catchment areas of all the main centres in Stratford-on-

Avon District. Within this area the quantum of available convenience goods 

expenditure generated is derived by multiplying (resident) population by average 

annual expenditure per head (see Appendix 3B for the Experian spend per head 

                                                 
1 Appendix 6B sets out the spreadsheets (tables) in relation to our Scenario 1 (as described below).  
Appendix 6C contains the tables for our Scenario 2 (see Section 6). 
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data). This calculation is carried out for each of the eight zones which comprise the 

survey area. 

 

5.9 Population estimates by zone and for the survey area as a whole are set out in 
Appendix 6B, Table 1. In addition to estimates for 2008 (the base year), population 

forecasts for 2011,  2016, 2021 and 2026 are also included. 

 

5.10 Appendix 6B, Table 2 gives the average annual expenditure per person on 

convenience goods for residents living in each of the eight zones comprising our 

survey area. These figures have been obtained from Experian. We have projected the 

per person expenditure estimates forward to the forecast years of 2011, 2016, 2021 

and 2026 by adopting Experian’s 2006 – based expenditure forecasts.  (see 

Appendix 3C). 

 

5.11 At Appendix 6B, Table 3 we make deductions to the per person expenditure 

estimates to account for retail expenditure which does not take place in shops such 

as that on mail order shopping, door to door salesmen and market and road-side 

stalls. This form of expenditure also includes e-tailing and is generally known as 

“special forms of trading” (SFT). 

 

5.12 In presenting expenditure forecasts through to 2026, we are aware that there are 

currently a number of electronic shopping formats which, should they become widely 

established, could reduce significantly the proportion of retail expenditure that is now 

spent in conventional shops.  We have reviewed the recently published research on 

the future growth in e-tailing expenditure (details at paragraphs 3.33 to 3.37 inclusive 

in Section 3 and at Appendix 3D) and concluded that SFT is likely to increase as a 

proportion of convenience goods retail expenditure over the next five years before 

levelling off.  This important assumption is built into our quantitative need 

assessment.  However, we would stress that this assumption should be reviewed 

from time to time, since, were it to change significantly, it could have a material 

impact on future levels of retail floorspace by either reducing or increasing the need 

for additional shopping provision. 
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5.13 Our estimates of total available consumer retail expenditure on convenience goods at 

the base year (2008) are set out in Appendix 6B, Table 4. Forecasts are also given 

for the forecast years of 2011, 2016, 2021 and 2026. The increases in available 

expenditure are due to:- 

 

• The forecast growth in catchment population; 

• Real annual increases in consumer convenience goods expenditure per head. 

 

Step 2: Application of “Market Shares” to Determine Amount of Retained 
Expenditure 

 

5.14 As a consequence of increases in the volume of consumer expenditure per head 

running in tandem with population growth, we estimate that the “pool” of available 

expenditure on convenience goods within the survey area will increase (in real terms) 

by some £44 million between the base year (2008) and the latest forecast year of 

2026 (Appendix 6B, Table 4). 

 

5.15 However, not all of this growth in consumer expenditure will be spent within Stratford-

on-Avon District and is available to support new retail floorspace in its main centres. 

This is because competitor centres to those within Stratford-on-Avon District also lay 

claim to the same growing “pool” of expenditure. This requires us to quantify the 

“market shares” of the centres in Stratford-on-Avon District. 

 

5.16 Existing “market shares” for convenience goods shopping have been derived from the 

household telephone survey. The survey provides important information on the 

geographical extent of catchment areas and trade penetration around existing centres 

by quantifying the pattern and volume of retail expenditure flows from each of our 

defined zones (where people live and money is generated) to a range of centres and 

out of centre stores (where people spend their money).   

 

5.17 In addition, and of critical importance, our assessment also takes into account the 

distribution and volume of locally available consumer expenditure (or spending 

power) so as to ensure that our retail turnover estimates are balanced against 
available retail consumer expenditure. 
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5.18 The base year (2008) pattern of “market shares” is set out in Appendix 6B, Table 5. 

These market shares have been taken directly from our household telephone survey.  

The “market shares” are then applied to the 2008 “pools” of available convenience 

goods expenditure (as set out in Table 4). Appendix 6B, Table 6 gives the monetary 

amounts of convenience goods expenditure flowing to Stratford-on-Avon District (and 

its main centres) by zone. The addition of these expenditure totals for each of the 

eight zones gives the total amount of convenience goods spend flowing to a centre 

from the survey area. For centres within Stratford-on-Avon District we make 

allowances (where appropriate) for in-flow expenditure from outside the survey area, 

including monies originating from visitors/tourists. 

 

Step 3: Determine Whether the Existing Retail Economy is Trading at 
Equilibrium 

 
5.19 At this stage of the assessment we consider whether the existing convenience goods 

retail economy of Stratford-on-Avon District (and its main centres) is broadly trading 

at equilibrium or not. This is important because if the amount of consumer retail 

expenditure flowing to the area is high in relation to the stock of available retail 

floorspace and this appears to be causing problems to retailers and / or shoppers, 

then the area’s retail offer may be described as over-trading. Conversely, if the 

expenditure flows are low relative to available retail floorspace, then this can result in 

under-trading of the retail offer.  PPS 6 (at paragraph 2.36) states that over-trading 

may be taken into account in assessing the need for additional retail floorspace. 

 

5.20 If over-trading is occurring in an area (or centre) then it is commonly assumed that the 

turnover in excess of the equilibrium position is potentially available to support new 

shopping provision. If this occurs, then this element of expenditure should be added 

to the headroom expenditure which we later estimate from the future growth in the 

retail economy. Conversely, if an area (or centre) is under-trading at present, then it is 

also logical to deduct the amount of turnover shortfall relative to the equilibrium 

position from the defined headroom expenditures associated with the future growth in 

the retail economy. 
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5.21 The problem with this kind of analysis is determining whether an area (or centre) is 

trading in equilibrium or not. There are two principal difficulties. First, retailers need to 

achieve a certain trading level to be viable. However, this trading level varies 

substantially for individual retailers and for the same retailers for different centres 

across the UK, reflecting differences in type of business, profit margins, site, costs 

(eg. rents), size, financial structure and other factors. Without detailed financial data 

on all individual traders in an area it is virtually impossible to determine what the 

average equilibrium trading level is. The second major difficulty is that even if it can 

be proven that an area is trading above its retail equilibrium position, this does not 

automatically mean that problems associated with over-trading occur; these may 

include retailer operating difficulties, in-store congestion, over-busy streets leading to 

pedestrian safety and security problems, and congested car parks. 

 

5.22 In estimating whether the Stratford-on-Avon District retail economy (and its centres) is 

in retail equilibrium at present in relation to convenience goods shopping, we have 

been handicapped by the unavailability of sales floorspace and trading data on 

individual shops in each centre.  Nevertheless, we have attempted to be as robust as 

possible, since material conditions of over or under-trading in the base year do 

suggest there is an under or over-supply of retail floorspace already.   In theory, in 

order to provide an accurate “benchmark” average sales density for a centre, one 

would require knowledge of the appropriate sales per square metre of each shop 

comprising the centre.  Since this information is not available, we must derive broad 

estimates based on a range of criteria including:- 

 

• Published company average sales per sq m for individual retailers; 

• The breadth and depth of retailers in a centre; 

• The number of multiple traders present; and 

• The size of a centre (retail floorspace) and its position in the retail hierarchy. 

 

5.23 Our benchmark convenience goods turnover estimates for existing centres within 

Stratford-on-Avon District are set out at Appendix 6B, Table 61.  We assume that the 

smaller centres (other centres/stores) are currently trading at retail equilibrium levels.   

                                                 
1 The derivation of the benchmark turnover sales densities is set out in full in Appendix 5B. 
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5.24 For convenience goods shopping, the results of the household telephone survey 

suggest that existing floorspace in Stratford-on-Avon District as a whole is currently 

trading at close to retail equilibrium level.  This indicates that the overall actual 

turnover closely matches that which is required by retailers in the area to achieve 

“benchmark” sales levels.  At a town level, however, there are some material 

differences. Stratford-upon-Avon appears to be trading at close to retail equilibrium, 

whilst the survey suggests there is some over-trading at Shipston-on-Stour and 

Southam. Lastly, Alcester appears to be under-trading, being hit by major flows of 

convenience goods expenditure not only to Redditch and Evesham (outside of the 

District), but also to nearby Stratford-upon-Avon. 

 

5.25 At Appendix 6B, Table 7 some of the market shares are adjusted to reflect the 

potential which we believe exists in the future for each of the rural market towns to 

retain a much higher proportion of locally generated convenience goods expenditure 

than currently.  Thus we assume expenditure leakage from each town’s own zone to 

competing centres (including Stratford-upon-Avon) will reduce.  This aim is consistent 

with the retail planning policy aspirations for these centres and, of course, is also in 

line with sustainability objectives by reducing the need for people to travel to carry out 

their food shopping.  Similarly, we adjust Stratford-upon-Avon’s market share in 

zones 1 and 6 to reflect the potential which exists for the town to attract more 

expenditure from these areas and to reduce expenditure leakage outside of the 

District.  We comment further on the market share adjustments in Section 7, when we 

set out our overall conclusions and recommendations to the Council. 

 

Step 4: Calculate Growth in Retained Expenditure through to the Forecast 
Years 
 

5.26 Having determined the base year (2008) “market shares” and levels of retained 

convenience goods expenditure within Stratford-on-Avon District as a whole and its 

constituent centres, we use the principle of market shares to calculate how much 

more spending or trade Stratford-on-Avon District (and its main centres) could expect 

to attract in the future as a result of the forecast growth in available catchment area 

expenditure. 
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5.27 For each of the forecast years we apply the adjusted market shares set out in 
Appendix 6B, Table 7 to the increased “pools” of available expenditure in each zone. 

The calculations for the forecast years of 2011, 2016, 2021 and 2026 are set out in 
Appendix 6B, Tables 8, 11, 14 and 17 respectively. Due to the increase in demand 

(as a result of population growth and rising consumer expenditure per head, plus the 

effect of adjusting some of the market shares) the assessment produces at 2011 

higher retail turnover potentials for Stratford-on-Avon District and its constituent 

centres than in the base year (2008). Similarly, the turnover potentials are even 

higher for the forecast years of 2016, 2021 and 2026. 

 

Step 5: Determine Level of Potential Headroom Expenditure at the  Forecast 
Years 
 

5.28 It would be wrong to assume that all of the increase in turnover potential within 

Stratford-on-Avon District (and its main centres) will be available by the forecast 

year(s) to support additional convenience goods shopping. This is because some of 

the forecast growth in expenditure must be allocated to existing retailers because the 

evidence confirms that they increase their sales productivities in real terms over time. 

 

5.29 In Appendix 6B, Table 9 the turnover allocation for existing retailers is deducted from 

the 2011 turnover potential for Stratford-on-Avon District as a whole and each centre. 

This calculation produces an estimate of residual turnover potential for each centre 

and for Stratford-on-Avon District. The base year (2008) turnovers are then 

subtracted from the 2011 residual turnovers to determine the quantum of potential 

headroom expenditure available in 2011 in each centre and for Stratford-on-Avon 

District as a whole.   A similar analysis is carried out in relation to convenience goods 

for the forecast years of 2016, 2021 and 2026 in Tables 12, 15 and 18 respectively. 

 

Step 6: Determine Level of Residual Headroom Expenditure at the Forecast 
Years 

 

5.30 Appendix 6B, Table 10 sets out our calculations to estimate the residual headroom 

expenditure for Stratford-on-Avon District (and its main centres) at the forecast year 
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of 2011 for convenience goods floorspace. The same assessment is carried out for 

the forecast years of 2016, 2021 and 2026 in Tables 13, 16 and 19 respectively.  

 

5.31 The first stage is to adjust the potential headroom expenditures calculated for 2011 by 

taking into account the extent (if any) of any over or under-trading that is occurring at 

each centre and in Stratford-on-Avon District as a whole at the base year (2008). This 

is necessary because the headroom expenditures set out so far assume that each 

centre and a Stratford-on-Avon District is a whole are currently trading in retail 

equilibrium. We have already commented upon the fact that this assumption may be 

viewed as unlikely.  

 

5.32 Despite the difficulties of determining the extent of any over or under-trading within 

Stratford-on-Avon District and its main centres, we consider that including such 

estimates makes our quantitative need assessment more reliable and robust than 

ignoring them.  Therefore, we use the over/under-trading estimates determined at 

Appendix 6B, Table 6 to “adjust” our headroom expenditure totals. In practice, if an 

area (or centre) is estimated to be under-trading at the present time, this will reduce 

the quantum of headroom expenditure at the forecast year(s) since some of the 

growth in expenditure should be set-aside to bring the existing retail stock up to a 

retail equilibrium trading position. Alternatively, if an area or centre is over-trading, 

this will increase the quantum of headroom expenditure at the forecast year(s) since 

the ‘surplus’ sales are assumed to be available to support additional retail floorspace. 

Table 10 sets out our calculation for making this adjustment to the 2011 headroom 

expenditures for convenience goods. Tables 13, 16 and 19 repeat the calculations for 

the forecast years of 2016, 2021 and 2026. 

 

5.33 At this stage, in order to convert the adjusted headroom expenditures into residual 

headroom expenditures at the forecast years of 2011, 2016, 2021 and 2026,  we 

make further (if applicable) deductions to account for that quantum of retail 

expenditure which is likely to be soaked up by retail floorspace commitments and 

proposals within Stratford-on-Avon District (commitments are retail developments in 

the pipeline, which are either under construction or have planning consent, whilst 

proposals are submitted applications which have yet to be determined). 
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5.34 From information supplied to us by the District Council, we have produced a schedule 

of retail commitments and proposals within Stratford-on Avon District.  The schedule 

is reproduced in Appendix 5C.  This schedule also gives our estimates of the retail 

turnovers of each commitment and proposal for each of the forecast years.  These 

turnovers are then deducted from the adjusted headroom expenditure totals for each 

centre as appropriate.  This calculation is set out in Appendix 6B, Tables 10,13,16 

and 19 for the forecast years of 2011, 2016, 2022 and 2026 respectively. 

 

5.35 The residual headroom expenditure totals for Stratford-on-Avon as a whole and its 

main centres at the forecast years of 2011, 2016, 2021 and 2026 are summarised in 

Appendix 6B, Tables 10,13, 16 and 19 respectively. 

 
5.36 In our view these residual headroom expenditure totals are important because they 

provide an estimate of the amount of potential turnover which will be available to 

Stratford-on-Avon District as a whole and each of its main centres by 2011, 2016 and 

2021 and 2026. In Section 6, we set out the last step of the assessment, which is to 

convert these residual headroom expenditures into requirements for additional 

convenience goods floorspace.  The output of this last step involves the application of 

average sales densities. However, in practice, the quantum of floorspace need will 

depend on the actual sales densities of the operators taking up the space, since 

levels of sales per sq m vary considerably between different retailers. Accordingly, we 

provide ‘high’, ‘mid’ and ‘low’ scenarios in respect of the application of sales densities, 

in order that their variation on the scale of the floorspace need may be determined.  It 

is as a result of this wide divergence in retailer store productivities that we 

recommend that appropriate weight is attached to the residual headroom 
expenditure totals.  

 

Summary 
 
5.37 The purpose of this section has been to assess in quantitative terms the likely retail 

expenditure capacity for additional convenience goods floorspace within Stratford-on-

Avon District and its main centres through to 2026. It must be stressed, however, that 

any quantitative analysis over such a long time-period (18 years from the base year of 

2008) may be subject to a significant margin of error, particularly in the later years, 
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since it is based on a number of assumptions which are difficult to forecast 

accurately. In addition, there are two further key assumptions which have a material 

bearing on the forecast levels of residual headroom expenditure. These are as 

follows: 
 

• Special Forms of Trading – we have assumed Experian’s ‘central case’ 

forecast for the growth in non-store retail sales through to 2016.  Thereafter, 

we have assumed no further increase in the proportion of consumer 

convenience spend by SFT.  However, if the actual growth was to exceed 

these rates, then the projected levels of retail floorspace need would be less 

than those forecast in this report.  Alternatively, if SFT growth was less than 

we have forecast, then the quantums of floorspace need will be more than 

those set out in this report. 

 

• Over / Under Trading at the Base Year - our household survey results 

indicate that Stratford-on-Avon District as a whole is currently trading at close 

to a retail equilibrium level for convenience goods shopping, although some 

towns are over/under-trading.  These results have been taken into account in 

our quantitative floorspace need assessment.  Clearly if we have over-

estimated the amount of over-trading, for example, the retail expenditure 

capacity estimates will be lower than those set out above; conversely, if we 

have under-estimated the amount of over-trading the capacity estimates will 

be higher.   
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6.0 FLOORSPACE NEED ASSESSMENT: RESULTS 
 

6.1 In this section, we present the results of our assessment of the need for additional 

convenience goods floorspace within Stratford-on-Avon District as a whole and the 

constituent towns of Stratford-upon-Avon, Alcester, Shipston-on-Stour and Southam.  

Our results are presented under two alternative scenarios as follows:- 

 

• Scenario 1: we adjust the current (base year) market shares generated by the 

household telephone survey to reflect what we consider to be appropriate 

retail planning aspirations for the three rural market towns – in other words, we 

increase their market shares to realistic levels, which reflect much higher 

levels of locally retained expenditure consistent with PPS 6 advice on market 

towns (paragraph 2.60) and the Government’s overall sustainability objective 

to reduce the need for people to travel over long distances for their food 

shopping.  The market shares of Stratford-upon-Avon are also increased in 

zones 1 and 6 to reflect the potential which exists in these areas to clawback 

expenditure that currently leaks out of the District.  

 

This is our recommended forward strategy, although we recognise it is far 

from easy to develop appropriately sized new food stores within the rural 

market towns.  We return to this important issue later in this section. 

 

• Scenario 2: we do not adjust the current (base year) market shares - thus we 

assume that the existing relative strengths and attractions of centres will 

continue unchanged through to 2026.  Under this scenario, the three rural 

market towns will continue to leak high volumes of locally generated 

expenditure to more distant towns, whilst Stratford-on-Avon District as a whole 

will also continue to leak 38% of its convenience goods spend to 

centres/stores in surrounding areas. 

 

6.2 Under each scenario, we estimate for each of the forecast years the need for (any) 

additional convenience goods floorspace assuming ‘low’, ‘mid’ and ‘high’ average 

sales densities for converting available headroom expenditure into floorspace 
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requirements (see paragraph 3.44 in Section 3).  Our ‘central case’ assumption is the 

middle sales density equating to £7,500 psm net in the base year (2008). 

 

The District-Wide Convenience Goods Retail Economy 
 

6.3 The household telephone survey indicates that the existing convenience goods 

floorspace within the District is currently trading at a retail equilibrium level, with 

actual sales very close to benchmark turnover.  However, the survey also reveals that 

£71 million of the District’s available convenience goods spend of £189 million is 

currently leaking out to centres/stores outside the area. Thus the District is retaining 

just 62% of its available convenience goods expenditure in 2008. In our view, this is a 

relatively low proportion for food shopping, which is normally undertaken locally. 

 

6.4 Therefore 38% of the convenience goods spend generated by Stratford-on-Avon 

District’s residents is currently spent at centres in other Districts, mainly at major 

superstores in Banbury, Evesham, Redditch, Royal Leamington Spa and Warwick.  

This pattern of shopping is not sustainable, in our view, with many residents currently 

driving over relatively long distances to do their main food shopping.  There is clearly 

the potential to plan for new food store provision within the District in a manner that is 

more consistent with the Government’s key sustainability objectives of minimising 

reliance on the car for shopping and reducing the number and length of car journeys. 

 

6.5 Having said this, the population of Stratford-on-Avon District is not huge (just 115,600 

in 2008) and these people generate a relatively limited amount of annual spend on 

convenience goods.  Moreover, the growth in the District’s population is expected to 

be no more than 8,800 over the next 18 years (based on current dwelling 

requirements).  Therefore, although the current development of food store 

commitments within Stratford-upon-Avon should lead to a small reduction in 

expenditure leakage, the limit to the ‘pool’ of available spend even by 2026 (the end 

date of the Core Strategy) means that careful attention should be placed on the 

number and location of any further new stores. 

 

6.6 The underlying thesis of our scenario 1 – adjusting the base year market shares – is 

that Stratford-on-Avon District’s overall level of expenditure retention for convenience 
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goods shopping should increase in line with the Government’s commitment to 

sustainability, and that this goal is best achieved by increasing the target market 

shares for each of the three rural market towns which are located towards the edge of 

the District and by increasing Stratford-upon-Avon’s target market share in zones 1 

and 6. The scale of the increase that is realistic to plan for is determined by the 

geographic shape of the District and the proximity of competing centres. Figure 6.1 

and Table 6.1 overleaf confirm that many areas of Stratford-on-Avon District closely 

abut major centres/stores located in other Districts, such as Banbury, Evesham, 

Royal Leamington Spa, Redditch and Warwick.  Thus it is unreasonable to plan for 

excessively high levels of expenditure retention, since the locations of centres/stores 

will always attract a significant number of trips out of the District for food shopping. 

 

6.7 Accordingly, we have adjusted upwards the expenditure market shares of the three 

rural market towns and Stratford-upon-Avon, which taken together increase the 

District‘s overall level of spend retention for convenience goods shopping by 19% 

points.  This uplift from the current 62% rate to 81% reflects what we consider to be 

an appropriate, realistic and achievable target in planning terms. 

 

6.8 The adjustments to the market shares are set out in Appendix 6B, Table 7.  These 

directly impact on the need for additional convenience goods floorspace within 

Stratford-on-Avon District at each of the forecast years.  The effects of the 

adjustments are two-fold:- 

 

• by increasing the District’s overall retention rate, we increase the total 

requirement for additional convenience goods retailing provision in the District 

as a whole; 

 

• by adjusting the market shares for individual towns within the District, as part 

of the process, we seek to allocate the available spend to centres in order to 

better reflect the Government’s sustainability objectives and regional/local 

planning policy  to provide food shopping facilities on a more localised basis to 

further reduce the need to travel by car.  The adjustments for individual towns 

are described below in the relevant sections. 
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6.9 Under Scenario 1, the quantum of additional convenience goods floorspace within 

Stratford-on-Avon District as a whole at each of the forecast years and for differing 

assumptions regarding sales densities are as set out in Table 6.2. 

 

Table 6.2                      Additional Convenience Goods Floorspace Need:  
  Stratford-on-Avon District (Scenario 1) 

 
Floorspace Need (sq m net) 

 

 
Forecast Year 

 
 

Low 
Sales Density 

 
Mid 

Sales Density 

 
High 

Sales Density 
 

2011 
2016 
2021 
2026 

 
4,840 
5,510 
6,470 
7,400 

 
3,230 
3,670 
4,310 
4,930 

 
2,420 
2,760 
3,240 
3,700 

 

 

6.10 We therefore conclude (under Scenario 1) that by 2026 (the end date for the Core 

Strategy), there will be a need to provide for between 3,700 and 7,400 sq m net of 

additional convenience goods floorspace within Stratford-on-Avon District; the actual 

level being dependent on the likely sales densities of the operators taking up the 

space.  This equates to a c. 5,700 to 11,400 sq m gross, assuming a net to gross 

ratio of 65:100. These totals also reflect the distribution of additional floorspace need 

between the towns as set out below.  If the Council were to plan for different levels of 

need across the District’s main towns, then this would have an impact on the overall 

quantum of need within the District as a whole.   

 

6.11 For our Scenario 2, which assumes constant market shares and therefore no 

clawback of expenditure from outside of the District, Table 6.3 overleaf summarises 

the floorspace need results for Stratford-on-Avon District as a whole through to 2026.     
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Table 6.3                     Additional Convenience Goods Floorspace Need: 
 Stratford-on-Avon District (Scenario 2) 

 

 

6.12 Without the benefit of expenditure clawback, it is clear that after taking into account 

current retail commitments and proposals (listed in Appendix 5C), there is no 

material need for any additional convenience goods shopping floorspace in the 

District until beyond 2026. 

 

6.13 The floorspace need requirements set out in Tables 6.2 and 6.3 assume that all 

existing convenience goods floorspace in the District continues to trade through to 

2026 at viable levels of turnover.  In practice, some of the existing convenience goods 

floorspace stock may naturally fall out of retail use (eg. from relocations, retirements 

or end of lease etc.) and/or the Council may accept some loss of shops as a result of 

impact from new store developments.  There may also be a dilution of turnover 

efficiency from a potential over-supply of convenience goods floorspace.   All of these 

factors (if they occur and are considered to be acceptable to the Council) may lift the 

need for new floorspace above the levels set out in Tables 6.2 and 6.3. 

 

Stratford-upon-Avon 
 

6.14 There is an estimated 10,809 sq m net of convenience goods floorspace currently 

trading in Stratford-upon-Avon generating an estimated (actual) turnover of £107.21 

million (Appendix 6B, Table 6).  This equates to an average sales density of £9,919 

psm net, which, in our view, is close to a retail equilibrium level. 

 
Floorspace Need (sq m net) 

 

 
Forecast Year 

 
 

Low 
Sales Density 

 
Mid 

Sales Density 

 
High 

Sales Density 
 

2011 
2016 
2021 
2026 

 
- 2460 
- 1,940 
- 1,210 
- 470 

 
- 1,640 
- 1,300 
- 800 
- 310 

 
- 1, 230 

- 970 
- 600 
- 240 
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6.15 The map at Appendix 5A shows the location of the 23 convenience goods shops in 

the town centre.  Together these stores occupy some 3,474 sq m net of floorspace. 

The key occupiers are a Somerfield, Marks and Spencer Food Hall and a Co-op.  

Many of the specialist food shops sell items that are aimed at the lucrative 

visitor/tourist market.  

 

6.16 There are currently two large superstores trading out of centre – a Tesco and a 

Morrisons.  We estimate these two stores together offer some 7,335 sq m net of 

convenience goods floorspace, which means that around two-thirds of Stratford-upon-

Avon’s food retail offer is located out of centre. 

 

6.17 Earlier this year, a proposed Marks and Spencer Simply Food Store was granted 

planning consent on an extension to the Maybird Retail Park.  This store will have a 

convenience goods sales area of 743 sq m net. In addition, a 500 sq m gross 

Sainsburys Local convenience store is currently being created in a sub-division of the  

Woolworth store in the town centre, whilst Aldi have submitted an application to 

develop a 1,500 sq m gross discount food store on the Birmingham Road.  All three 

stores are therefore included in our floorspace need assessment as retail 

commitments/proposals, although it should not be assumed that Aldi will be granted 

planning permission. 

 

6.18 The household telephone survey indicates that the three rural market towns of 

Alcester, Shipston-on-Stour and Southam currently retain relatively low proportions of 

locally generated convenience goods expenditure.  In our view, each offers 

considerable opportunity to clawback trade that currently leaks out to competitor 

centres.  This would mean more people shopping locally and lead to a reduction in 

the number of car journeys in line with the Government’s sustainability agenda.  In 

practice, this clawback of trade will lead to a reduction of expenditure leaking out of 

Stratford-on-Avon District, but will also lead to a reduction in the amount of spend 

generated by the residents of these three towns flowing to Stratford-upon-Avon.  As a 

partial counterbalance to this loss of spend, we increase Stratford-upon-Avon’s 

market shares in zones 1 and 6, since we believe there is scope to reduce the 
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amount of expenditure leakage from these areas to centres/stores outside of the 

District. 

 

6.19 The household survey also indicates that Stratford-upon-Avon is already retaining 

94% of available convenience goods expenditure within zones 3 and 4, which covers 

the town and its immediate shopping household.  We do not consider there is any 

further scope to increase this level of retention, since some spend will always leak out 

to other centres on the back of work and comparison goods shopping trips. In 

addition, given the close proximity of Warwick and Royal Leamington Spa to the north 

east, and their extensive existing food retailing offers, we do not consider there is 

scope to materially increase in-flow spend from this area.   

 

6.20 The effect of making these adjustments to the target market shares is that Stratford-

upon-Avon’s overall market share of available convenience goods expenditure in the 

District will fall a little.  Our assessment indicates that Stratford-upon-Avon’s market 

share of spend will decrease from 43% now (2008) to 42% by 2011. 

 

6.21 In terms of qualitative need, we consider that Stratford-upon-Avon already offers a 

comparatively wide range of food store operators and convenience goods from a 

choice of out-of-centre superstores and numerous town centre top-up convenience 

shops and food specialists.  The only potential ‘gap’ in the offer appears to be for a 

food discounter, which we have assumed would be filled adequately by the current 

Aldi proposal on Birmingham Road, should it go ahead. 

 

6.22 Reflecting these many quantitative and qualitative assumptions, our estimates under 

Scenario 1 of the need for additional convenience goods floorspace in Stratford-upon-

Avon are set out in Table 6.4 overleaf. 
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Table 6.4                         Additional Convenience Goods Floorspace Need  
                                         in Stratford-upon-Avon (Scenario 1) 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
- 2,930 
- 2,560 
- 2,030 
- 1,510 

 
- 1,950 
- 1,710 
- 1,360 
- 1,000 

 
- 1,460 
- 1,280 
- 1,020 
- 750 

 
 Note: Figures assume the Aldi application on the Birmingham Road is approved/will proceed to be developed. 

 

6.23 The assessment therefore indicates that there is no material need for any additional 

convenience goods floorspace (beyond commitments) in Stratford-upon-Avon until 

beyond 2026.  Although the figures show a significant over-supply in the early years, 

this assumes that the three rural market towns will have already benefited from new 

food store provision. 

 

6.24 For Scenario 2 (constant market shares), the floorspace need figures for Stratford-

upon-Avon are set out in Table 6.5. 
 

Table 6.5                        Additional Convenience Goods Floorspace Need  
                                        in Stratford-upon-Avon (Scenario 2) 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
- 2,790 
- 2,420 
- 1,880 
- 1,350 

 
- 1,860 
- 1,610 
- 1,260 
- 900 

 
- 1,390 
- 1,210 
- 940 
- 680 
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6.25 The levels of potential future over-supply of convenience goods floorspace in the town 

are marginally less than for Scenario 1, because adopting a constant market share 

produces a slightly higher total of available headroom expenditure pre-commitments.  

However, it is clearly evident that no further significant provision of convenience 

goods floorspace is necessary or appropriate in Stratford-upon-Avon even under 

Scenario 2. 

 

Alcester 
 

6.26 On our estimates there is currently 1,757 sq m net convenience goods floorspace in 

Alcester generating (actual) sales of £7.8 million. This is equivalent to an average 

sales density of just £4,423 psm net, which suggests the town’s food retailing offer is 

under-trading  (Appendix 6B, Table 6).  The survey suggests this is because of 

major expenditure leakage not only outside of the District to Redditich and Evesham, 

but also to nearby Stratford-upon-Avon.  In fact, almost 40% of the available 

convenience goods spend within Alcester’s own zone 2 flows to Stratford-upon-Avon.  

In comparison, Stratford-upon-Avon captures just 28% of available expenditure within 

Shipston-on-Stour’s zone 5 and no spend at all from Southam’s zone 7. 

 

6.27 The map at Appendix 5A shows the location of the seven convenience goods shops 

in Alcester town centre.  The anchor trader is Somerfield with an estimated sales area 

of 780 sq m, which accounts for just over half of the town centre convenience goods 

floorspace (Appendix 5B). Out of centre there is also small Tesco Express with an 

estimated floor area of 289 sq m net.  We understand there are currently no 

convenience goods retail commitments in Alcester. 

 

6.28 The household survey indicates that Alcester is retaining just 27% of the convenience 

goods expenditure generated within its own zone 2.  Thus almost three-quarters is 

flowing to other centres, including 3% to nearby Bidford-on-Avon.  Around half of the 

spend is leaking out to Stratford-upon-Avon (mainly to Tesco and Morrisons), whilst 

most of the balance flows to Redditch (Tesco Extra and Sainsburys) and Evesham 

(Tesco) (Appendix 1D). Clearly, there is considerable potential for Alcester to 
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improve its retention rate, which would mean many fewer car journeys being made to 

Evesham, Redditch and Stratford-upon-Avon for main food shopping.  

 

6.29 We believe that a maximum retention rate of 70% could be achievable for Alcester, 

since this would still allow for a realistic leakage of 30% of available spend to other 

centres.  This adjustment to Alcester’s market share is set out in Appendix 6B, Table 
7.  Since the market shares for any zone must continue to sum to 100%, because we 

have adjusted upwards Alcester’s from a current low of 27% to a target of 70%, we 

have had to adjust downwards the market shares for Stratford-upon-Avon and 

centres located outside of Stratford-on-Avon District.  The effect of increasing 

Alcester’s target market share in zone 2 to 70% will be to produce a higher total of 

quantitative need for additional convenience goods floorspace in the town in the 

future. 

 

6.30 In terms of qualitative need, we consider there is scope for extending retail choice to 

the residents of Alcester and the surrounding hinterland, since the current main food 

offer consists of just a small Somerfield and even this store is being used extensively 

for top-up food shopping.  

 

6.31 Reflecting the quantitative and qualitative considerations described above, our 

estimates of the need for additional convenience goods floorspace in Alcester under 

our Scenario 1 are set out in Table 6.6.  
 

Table 6.6                 Additional Convenience Goods Floorspace Need  
                                 in Alcester (Scenario 1) 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
1,940 
2,020 
2,140 
2,240 

 
1,290 
1,350 
1,360 
1,490 

 
970 

1,010 
1,020 
1,120 
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6.32 We conclude that there is potentially a need for a new main food store in Alcester of 

between 1,120 sq m net and 2,240 sq m net by 2026. This equates to a store of 

c.1,700 to 3,500 sq m gross.  The actual size of store required will depend on the 

sales density of the operator taking up the space. 

 

6.33 If we assume that Alcester’s market share of available expenditure continues at its 

current level (our Scenario 2), then the levels of floorspace need will be as set out in 

Table 6.7. 

 

Table 6.7                Additional Convenience Goods Floorspace Need  
                                in Alcester (Scenario 2) 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
- 410 
- 380 
- 340 
- 300 

 
- 270 
- 250 
- 230 
- 300 

 
- 200 
- 190 
- 170 
- 150 

 

6.34 Under this Scenario, there will be no need to plan for any additional convenience 

goods floorspace in Alcester through to 2026. As a result, many main food shopping 

trips will continue to be made to Stratford-upon-Avon and centres outside of the 

District such as Redditch and Evesham. 

 

Shipston-on-Stour 
 

6.35 We estimate there is currently 1,246 sq m net of convenience goods floorspace 

trading in Shipston-on-Stour generating (actual) sales of £8.5 million.  This equates to 

an average sales density of £6,882 psm net, which is indicative of a relatively 

substantial level of over-trading (see Appendix 6B, Table 6). 
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6.36 The map at Appendix 5A shows the location of the nine convenience goods shops 

trading in the town centre.  The key food stores are Somerfield and Co-op, but with 

estimated sales areas of just 325 sq m net and 260 sq m net respectively these units 

are relatively small.  Unlike at Alcester, there are no further food shops located out of 

centre in Shipston-on-Stour.  

 

6.37 The results of the household survey indicate that the town is currently retaining 39% 

of the available convenience goods spend in its own zone 5. Thus 61% of spend is 

currently  leaking out of the local area with Stratford-upon-Avon attracting a market 

share of 28% and the balance of 53% flowing outside of the District, mainly to the 

Tesco and Morrisons at Banbury, and the Tesco at Stow-on-the-Wold (Appendix 
1D).  We believe there is considerable scope for Shipston-on-Stour to improve its 

market share from its current level.  Given the ‘stand alone’ location of the town, away 

from close competitors, we consider a target market share of 75% is likely to be 

achievable – slightly higher than the 70% we have assumed for Alcester. 

 

6.38 The adjustment to Shipston-on-Stour’s market share is set out in Appendix 6B, Table 

7.  As a result of increasing Shipston-on-Stour’s market share, we reduce those for 

Stratford-upon-Avon and centres outside of the District in order that all market shares 

for zone 5 continue to sum to 100%.  Under Scenario 1, we therefore assume that 

Shipston-on-Stour has the potential to retain three-quarters of its available 

expenditure with much less leakage to Stratford-upon-Avon and to centres outside of 

the District.  This assumption therefore increases the quantitative need for additional 

convenience goods floorspace in the town. 

 

6.39 We also consider there are qualitative arguments in support of the need for further 

convenience good shopping in Shipston-on-Stour.  With the largest food store offering 

only 325 sq m of sales space, it is not surprising that 75% of locally generated main 

food expenditure leaks outside of the town.   Thus most of the retained spend is in 

fact top-up food shopping.  Clearly there is a need to provide for bulky food shopping 

in Shipston-on-Stour in order that longer distance trips by car are reduced.  Moreover, 

the household survey also shows a considerable degree of over-trading in the town, 

which suggests there is an existing need for more convenience goods floorspace. 

 



Colliers CRE  Stratford-on-Avon District Retail Study 
June 2008  Stratford-on-Avon District Council  
   

-    -   57

6.40 Taking into account these quantitative and qualitative considerations Table 6.8 

summarises the need for additional convenience goods floorspace in Shipston-on-

Stour under our Scenario 1. 

 

Table 6.8                 Additional Convenience Goods Floorspace Need 
         in Shipston-on-Stour (Scenario 1) 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
2,460 
2,520 
2,620 
2,710 

 
1,640 
1,680 
1,750 
1,810 

 
1,230 
1,260 
1,310 
1,360 

 

 

6.41 Our assessment therefore indicates that there is a need for a new food store of 

between 1,400 and 2,700 sq m net in Shipston-on-Stour by 2026.  This equates to 

around 2,100 to 4,200 sq m gross.  Due to big variations in operator sales densities, 

the actual size of the store required will depend on the retailer taking up the space. 

 

6.42 For our Scenario 2, which assumes that Shipston-on-Stour will retain its existing 

market share of available expenditure, the floorspace need totals are set out in Table 
6.9 overleaf. 
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Table 6.9                 Additional Convenience Goods Floorspace Need  
         in Shipston-on-Stour (Scenario 2) 

 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
500 
530 
580 
620 

 
330 
360 
380 
410 

 
250 
270 
290 
310 

 

6.43 Under this scenario, there is a modest need for further food shopping provision 

primarily to alleviate the over-trading which the survey suggests is presently occurring 

in Shipston-on-Stour.  Accordingly, large numbers of main food shopping trips will 

continue to be made to Stratford-upon-Avon and Banbury. 

 

Southam 
 

6.44 We estimate there is currently 1,328 sq m net of convenience goods floorspace in 

Southam generating an annual turnover of £8.3 million. This equates to a sales 

density of £6,253 psm net, which indicates a degree of over-trading (Appendix 6B, 
Table 6). 

 

6.45 The map at Appendix 5A shows the locations of the seven convenience goods shops 

trading in the town centre.  The three key stores are Budgens (520 sq m net), Co-op 

(260 sq m net) and Acorn (260 sq m net) (see Appendix 5B), although all three are 

relatively small. There are no food stores located out of centre in Southam. 

 

6.46 The household survey indicates that Southam is currently retaining just 26% of the 

available expenditure in its own zone, almost as much as Alcester, but less than 

Shipston-on-Stour.  Thus almost three-quarters of available spend is leaking to other 
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centres and because of Southam’s location, this means to stores located outside of 

Stratford-on-Avon District.  The main retail destinations are the Asda and Sainsbury’s 

at Royal Leamington Spa and the Sainsbury’s at Banbury (See Appendix 1D). 

 

6.47 We believe there is considerable scope for Southam to increase its market share to a 

more realistic level of 70% (see Appendix 6B, Table 7).  Such an increase would 

significantly reduce expenditure leakage and trips made outside of the District for 

main food shopping.  Adjusting upward Southam’s target market share pushes up the 

quantitative need for additional convenience goods floorspace. 

 

6.48 We also believe there is a qualitative need to improve Southam’s food retail offer.  Not 

only is the existing floorspace over-trading (on our figures) but none of the current 

stores is of sufficient size to attract material numbers of main food shopping trips – 

hence the huge leakage of spend.  In fact, the survey indicates that 80% of locally 

generated main food spend is leaking out of the area and the District.   Accordingly, 

the current range of stores in the town centre attract primarily top-up food shopping 

trips. 

 

6.49 Reflecting both quantitative and qualitative considerations, our estimates of the need 

for additional convenience goods floorspace in Southam are summarised in Table 

6.10. 
 

Table 6.10                 Additional Convenience Goods Floorspace Need 
           in Southam (Scenario 1) 
 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
3,370 
3,470 
3,610 
3,740 

 
2,250 
2,310 
2,410 
2,490 

 
1,690 
1,730 
1,810 
1,870 



Colliers CRE  Stratford-on-Avon District Retail Study 
June 2008  Stratford-on-Avon District Council  
   

-    -   60

 

6.50 Our assessment (under Scenario 1) indicates there is a potential for a new food store 

in Southam of between 1,900 and 3,700 sq m net, equivalent to 2,900 to 5,700 sq m 

gross by 2026.  The actual size of the store will be dependent on the operator, due to 

the wide range of sales densities which different retailers achieve. 

 

6.51 For Scenario 2, which assumes Southam’s market share of available expenditure will 

remain constant through to 2026, the floorspace need estimates are summarised in 

Table 6.11. 
 

Table 6.11               Additional Convenience Goods Floorspace Need 
         in Southam (Scenario 2) 

 

 
Florspace Need (sq m net) 

 
Forecast Year 

 
Low  

Sales Density 

 
Mid  

Sales Density 

 
High  

Sales Density 
 

2011 
2016 
2021 
2026 

 
230 
260 
300 
350 

 
150 
170 
200 
230 

 
120 
130 
150 
170 

 

 

6.52 Under this scenario, we forecast only a limited need for additional convenience goods 

shopping in Southam in order to alleviate the over-trading which we estimate is 

occurring at the present time.  As a result, the vast majority of main food shopping 

trips will continue to be made to competitor centres outside of the District. 
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7.0 CONCLUSIONS AND RECOMMENDATIONS 
 

7.1 The household survey indicates that almost 40% of convenience goods expenditure 

generated within Stratford-on-Avon District is currently spent at stores outside the 

District.  This considerable leakage generates high numbers of (relatively) long 

distance car journeys for main food shopping.  Reflecting this pattern of shopping 

behaviour, it is not surprising that the Council is experiencing some pressure from 

food retailers for new store representation within the District. 

 

7.2 Our recommended retail strategy for the Council is to actively plan for additional food 

store provision within Stratford-on-Avon District, but in a way that not only meets the 

sustainability objectives of reducing expenditure leakage (and trips) to centres outside 

of the District, but also reduces the need to travel longer distances by car for main 

food shopping within the District. 

 

7.3 In practice, given the geographical shape of the District and the location of its towns, 

the best way to achieve the required clawback of expenditure, in our view, is to plan 

primarily to improve the food store offer in the three peripherally located market towns 

of Alcester, Shipston-on-Stour and Southam, whilst continuing to recognise the 

potential for Stratford-upon-Avon to capture a larger share of available spend in 

nearby zones 1 and 6 (see Figure 3.2).  This approach underpins our Scenario 1. 

 

7.4 An alternative approach would be to maintain the existing market shares of the towns 

within the District for convenience goods shopping - our Scenario 2.  However, this 

approach would rule out the need for any major new food stores in the three rural 

market towns, thus doing nothing to reduce the numerous trips made from these 

towns to Stratford-upon-Avon and to centres outside of the District for main food 

shopping.  Accordingly, there would be no clawback of expenditure.   In addition, 

maintaining Stratford-upon-Avon’s market share would result in only a similar 

quantum of floorspace need for the town as under Scenario 1. 

 

7.5 A further alternative, planning for an increase in Stratford-upon-Avon’s market share, 

whilst also seeking to maintain the existing market shares of the three rural market 
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towns, is likely to prove difficult to achieve in practice.  This is because any significant 

additional major food store provision in Stratford-upon-Avon (beyond current 

commitments) is unlikely to be supported by material increases in in-flow spend from 

outside of the District due to the location of the town.  Instead, much of the turnover 

required to support any major new stores(s) will be drawn from existing retailers in the 

town (especially Morrisions and Tesco) but also from food stores located throughout 

the rest of the District.  Depending on the location of any new major food store(s) in 

Stratford-upon-Avon the retail economies of the rural market towns of Alcester and, in 

particular, Shipston-on-Stour could be undermined by trade diversion. 

 

7.6 If the Council were to receive any applications for additional large food stores in 

Stratford-upon-Avon, we would therefore recommend that a rigorous retail impact 

assessment is carried out in order to establish the scale and pattern of any adverse 

effects. 

 

7.7 Although difficult to quantify, allowing another major food superstore in Stratford-upon-

Avon could also dampen the prospects of Alcester and Shipston-on-Stour attracting 

new main food operators of their own.  Such a development in Stratford-upon-Avon is 

likely to impact upon the scale of any new food stores in these two rural market 

towns. 

 

7.8 Our preferred Scenario 1 is about clawing back expenditure currently being lost from 

the District and providing a more sustainable pattern of food store provision 

throughout the District. This is best achieved, as noted earlier, by planning for each of 

the three rural market towns to retain much higher levels of locally generated 

convenience good expenditure. 

 

7.9 The floorspace need totals set out in Tables 6.2 to 6.11 earlier give a broad indication 

of the size of store required in each town, although the exact size will depend on the 

sales density likely to be achieved by the operators involved.  The key issues in 

planning for new food store provision in Alcester, Shipston-on-Stour and Southam are 

as follows:- 
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• Format - any new food store must be capable of attracting the main food 

shopping trips of local residents; thus any new provision will largely 

complement the existing food stores within each town, which cater primarily 

for top-up food shopping. 

 

• Size – our view is that any new store should have a minimum sales floorspace 

of c.1,300 sq m net in order for it to be of a sufficient scale to attract main  

food trips (this equates to c. 2,000 sq m gross).  This would make any new 

store almost double the size of the present Somerfield in Alcester (c.780 sq m 

net), which is currently the largest food store in any of the three rural market 

towns.  Moreover, because regional planning policy states that retail provision 

should reflect the hierarchy of centres, any new food store which is developed 

in the rural market towns should not be of size (or level of attraction) that 

attracts trips from people living in larger centres (eg. Stratford-upon-Avon).  

We therefore recommend that any new food store in the rural market towns 

should ideally  have a maximum floorspace of c.1,800 sq m net (c. 2,800 sq m 

gross). 

 

• Mix – we would recommend that any new food store is restricted to selling 

convenience goods; this maximises the food product range for any size of 

store and limits the availability of comparison goods which could impact on 

existing town centre shops.  For the same reason, we recommend that service 

uses (eg. post office, dry cleaners, photo developing and pharmacy) do not 

form elements of these new stores. 

 

• Location – ideally, and in line with the sequential approach, any new large 

food store should be located within the primary shopping area of each town 

centre.  However, given the historic nature of all three rural market towns, it is 

unlikely that, in practice, appropriate sized sites can be identified in these 

areas.  In these circumstances the sequential approach should be applied to 

site selection.  PPS 6 states that any site within 300 metres of a primary 

shopping area is defined as edge of centre, with any site beyond this 

classified as being out of centre. 
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• Impact – the potential negative impact of any new large food store not located 

in the primary shopping area of a rural market town must be carefully 

considered.  However, the household survey indicates that all the relatively 

small food stores currently located within the towns are essentially performing 

a top-up food shopping role for local residents, whilst the vast majority of main 

food shopping is undertaken at much larger food stores in Stratford-upon-

Avon or outside of the District  (see Appendix 1C Table 10).  Therefore, we 

believe that if any new food store is of sufficient size to cater for, and attract, 

main food shopping trips, its sales will be derived primarily from the clawback 

of expenditure to the town and its impact on the existing retail provision will be 

limited. 

 

• Linked trips - The provision of a new food store catering for main food 

shopping will clawback to each rural market town shoppers who currently 

carry out their bulk food shop at other centres.  It is likely that at least some of 

these shoppers will go on to support shops and services in the town centre, 

since they will not be travelling out of the area to do their main food shop.  

Moreover, the potential for linked trips will also increase amongst shoppers 

living within the hinterland of each rural market town, whilst an enhanced food 

retail offer in the rural market towns could attract a modest amount of 

additional in-flow expenditure from people living outside of Stratford-on-Avon 

District.  

 

• The ‘do-nothing’ approach – if new food stores are not encouraged to locate 

in the three rural market towns, is it more likely that pressure for additional 

large food stores will increase in Stratford-upon-Avon.  Any further 

development here will suck-in even more spend from across the District.  

Potentially this could undermine the retail economies of these towns. 

 

7.10 Under our preferred Scenario 1, Table 6.4 summarises the floorspace need results for 

Stratford-upon-Avon.  The key issues in planning for the future of food retailing in 

Stratford-upon-Avon are as follows:- 
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• there will be an apparent over-supply of convenience goods floorspace by 

2011 if all three included commitments and proposals – the Marks and 

Spencer Simply Food, the Sainsbury’s Local and Aldi - open for trading by 

then, although this over-supply steadily diminishes through to 2026 as a result 

of slowly rising available expenditure; 

 

• accordingly, there is no apparent quantitative or qualitative need, in our view, 

for another food superstore through to 2026; 

 

• because of this lack of quantitative need (or available headroom expenditure), 

any such store, if developed, would have to attract its sales from the following 

sources:- 

 

- in-flow expenditure from outside the District: given the location of 

Stratford-upon-Avon within the District and the close proximity of 

Warwick/Royal Leamington Spa (with its existing strong retail offer) 

we do not consider there is any scope to attract material amounts of 

additional trade from this source. 

 

- clawback expenditure: Stratford-upon-Avon already retains 94% of 

the available convenience goods expenditure in zones 3 and 4 

(covering the town and its hinterland) and therefore there is little or no 

scope to clawback further expenditure from this area. 

 

- trade diversion from existing stores in the town: we believe a large 

proportion of the turnover of any new food-based superstore in 

Stratford-upon-Avon will be diverted from existing retail provision, 

primarily the existing out of centre superstores of Morrisons and 

Tesco.  Competition between out of centre retailers, however, is not 

of concern to planners.  Town centre food shopping – underpinned 

mainly by the tourist spend and top-up trips – is likely to avoid any 

material impact. 
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- in-flow expenditure from the rest of the District: it is likely, in our view, 

that a further superstore in Stratford-upon-Avon would suck-in even 

more food expenditure at the expense of other centres, mainly the 

existing rural market towns of Alcester and Shipston-on-Stour, but 

also small foodstores in other settlements such as Bidford-on-Avon 

and Wellesbourne. Southam is located a considerable distance from 

Stratford-upon-Avon and the household survey indicates there is 

virtually no over-lap in their food catchments.  This centre is therefore 

likely to remain largely unaffected by further food store provision in 

Stratford-upon-Avon. The scale of any additional expenditure in-flow 

would be minimised, however, if the rural market towns had already 

benefited from improved food retail offers themselves. This is 

because many residents of these towns would be likely to shop 

locally for their bulk food, once this form of shopping was adequately 

catered for. 

 



Potential Headroom 
Expenditure by 2021 (£m)

Adjustment for Over / 
Under Trading in Base 

Year (£m)

Adjusted Headroom 
Expenditure by 2021 (£m)

Reduction in Expenditure 
due to Convenience 
Goods Floorspace 

Commitments (as at April 
2008) (1)

Adjusted Residual 
Headroom Expenditure by 

2021 (£m)

Assumed Sales Density in 
2021 (2) (£ per sq.m net)

Estimated Retail 
Floorspace Need in 2021 

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 15, E) (Table 6, H)

Stratford Upon Avon 4.2 -0.3 3.9 14.9 -11.0 8,107 -1,356
Alcester 13.6 -2.0 11.6 0.0 11.6 8,107 1,427
Shipston on Stour 11.6 2.5 14.2 0.0 14.2 8,107 1,745
Southam 18.4 1.1 19.5 0.0 19.5 8,107 2,407
Other Centres / Stores 0.7 0.0 0.7 0.0 0.7 8,107 91

TOTAL: STRATFORD ON AVON DISTRICT 48.6 1.3 49.9 14.9 35.0 4,314

Stratford Upon Avon 5,404 -2,034
Alcester 5,404 2,140
Shipston on Stour 5,404 2,618
Southam 5,404 3,611
Other Centres / Stores 5,404 137

6,472

Stratford Upon Avon 10,809 -1,017
Alcester 10,809 1,070
Shipston on Stour 10,809 1,309
Southam 10,809 1,805
Other Centres / Stores 10,809 68

3,236

Notes: 

TABLE 16 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

Centre

SCENARIO 2 - LOW

SCENARIO 3 - HIGH

(1) Details and estimated 2021 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 5c.
(2) The derivation of our 2021 benchmark centre sales density estimates are set out in Section 5.
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Expenditure 
Drawn From 
Survey Area 
(Zones 1-8)

Estimated 
Inflow 

Expenditure (1)

Total 
Convenience 

Goods 
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 7.3 4.5 36.0 28.2 3.4 16.3 0.0 4.6 100.3 100.3 16.5 116.8
Alcester 1.8 19.0 1.5 0.0 0.0 0.0 0.0 0.0 22.3 22.3 1.1 23.4
Shipston on Stour 0.0 0.0 0.0 0.0 17.3 3.6 0.0 0.4 21.3 21.3 0.5 21.8
Southam 0.0 0.0 0.0 0.0 0.0 3.6 24.5 0.0 28.1 28.1 0.7 28.8
Other Centres / Stores 6.8 2.2 0.7 0.0 0.0 6.4 0.0 0.2 16.3 16.3 0.0 16.3

SUB TOTAL 15.9 25.7 38.2 28.2 20.7 29.9 24.5 5.2 188.3 188.3 18.8 207.1
OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 20.5 1.4 1.4 0.5 2.4 6.3 10.5 40.6 83.5

SUB TOTAL 20.5 1.4 1.4 0.5 2.4 6.3 10.5 40.6 83.5

TOTAL AVAILABLE EXPENDITURE (WITHIN 
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

36.5 27.1 39.6 28.7 23.0 36.1 34.9 45.8 271.8

Notes: 

of the specific centre in that zone (Table 7).

TABLE 17 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2026 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL 
HOUSEHOLD 

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2026 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share

(1) Estimated by Colliers CRE (see Appendix 4).
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2008 Turnover 2026 Turnover Potential
Turnover Allocation for 
Existing Retailers  2008-

2026

Residual Turnover 
Potential by 2026

Potential Headroom 
Expenditure by 2026

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 17, C)

Stratford Upon Avon 98.3 116.8 11.2 105.6 7.3
Alcester 7.8 23.4 1.1 22.3 14.5
Shipston on Stour 8.5 21.8 0.7 21.1 12.6
Southam 8.3 28.8 0.8 28.0 19.7
Other Centres / Stores 13.6 16.3 1.5 14.8 1.2

TOTAL: STRATFORD ON AVON DISTRICT 136.5 207.1 15.3 191.8 55.3

Notes: 

TABLE 18 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2026 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).
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Potential Headroom 
Expenditure by 2026 (£m)

Adjustment for Over / 
Under Trading in Base 

Year (£m)

Adjusted Headroom 
Expenditure by 2026 (£m)

Reduction in Expenditure 
due to Convenience 
Goods Floorspace 

Commitments (as at April 
2008) (1)

Adjusted Residual 
Headroom Expenditure by 

2026 (£m)

Assumed Sales Density in 
2026 (2) (£ per sq.m net)

Estimated Retail 
Floorspace Need in 2026 

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 18, E) (Table 6, H)

Stratford Upon Avon 7.3 -0.3 7.0 15.4 -8.4 8,353 -1,004
Alcester 14.5 -2.0 12.5 0.0 12.5 8,353 1,491
Shipston on Stour 12.6 2.5 15.1 0.0 15.1 8,353 1,809
Southam 19.7 1.1 20.8 0.0 20.8 8,353 2,491
Other Centres / Stores 1.2 0.0 1.2 0.0 1.2 8,353 143

TOTAL: STRATFORD ON AVON DISTRICT 55.3 1.3 56.6 15.4 41.2 4,930

Stratford Upon Avon 5,568 -1,506
Alcester 5,568 2,237
Shipston on Stour 5,568 2,714
Southam 5,568 3,736
Other Centres / Stores 5,568 215

7,396

Stratford Upon Avon 11,137 -753
Alcester 11,137 1,119
Shipston on Stour 11,137 1,357
Southam 11,137 1,868
Other Centres / Stores 11,137 107

3,698

Notes: 
(1) Details and estimated 2026 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 5c.
(2) The derivation of our 2026 benchmark centre sales density estimates are set out in Section 5.

TABLE 19 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2026

Centre

SCENARIO 2 - LOW

SCENARIO 3 - HIGH
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Zone
2008 Population 

(Base Year)
2011 Population 2016 Population 2021 Population 2026 Population

Total 
Increase 

(2008-2026)

Percentage 
Increase 

(2008-2026)

TOTAL 139,773 141,371 143,739 146,648 149,662 9,889 7.1%

Notes: 

Zone 1

Zone 2

Zone 3

Zone 4

Zone 5

Zone 6

Zone 7

Zone 8

TABLE 1 - POPULATION CHANGE BY ZONE

1,410 7.6%

1,125 4.7%

859 7.6%

1,358 7.6%

1,507 7.6%

1,130 7.6%

1,367 7.6%

1,133 7.6%

19,889

14,917

18,258 18,593

15,098 15,375

18,038

14,914

15,098 15,375

20,130 20,498

18,618

24,142

11,471 11,680

18,142 18,472

11,331

17,924

24,330 24,559

18,844 19,187

Population figures for zones 1 to 7 have been provided by Stratford on Avon District Council Planning Department. They are based on ward populations for
2005 produced by Warwickshire Observatory and incorporate forecasts of the number of dwellings to be completed between 2005 and 2026 (see Appendix).
Populations for zone 8 (covering Cotswold and Wychavon Districts) have been sourced from the respective County Councils.

19,001 19,405

15,712 16,047

20,950 21,396

15,712 16,047

11,936 12,190

18,880 19,282

19,611 20,028

24,846 25,267
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2006 2008 (Base Year) 2011 2016 2021 2026
Total 

Increase 
(2008-2026)

Percentage 
Increase 

(2008-2026)

Notes: 

1,774

1,758

1,637

1,699

1,763

1,584

1,737

1,681

Zone 5

Zone 6

Zone 7

Zone 8

Zone 1

Zone 2

Zone 3

Zone 4

TABLE 2 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY SPECIAL FORMS 
OF TRADING)

Expenditure Per Head (£) (1) 

222 13.4%

241 13.4%

238 13.4%

236 13.4%

228 13.4%

239 13.4%

215 13.4%1,698

1,761

1,902

1,755

1,820 1,885

1,660 1,695

1,759

Experian (see Appendix 3c).
have been projected forwards to 2008 (the base year) and the forecast years of 2011, 2016, 2021 and 2026 by using UK expenditure per head growth forecasts provided by

230 13.4%1,822

1,826

1,799 1,837

1,705

1,606 1,640

Zone

(1) Average consumer expenditure per head on convenience goods for 2006 has been estimated by Experian for each zone. The 2006 expenditure per head figures in each zone

1,890

1,799 1,862

1,741 1,802

1,788

1,783

1,723

1,957 2,027

1,759 1,821

1,929 1,997

1,866 1,933

1,970 2,040

1,952 2,021

1,818 1,882

1,886 1,953
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2008 (Base Year) 2011 2016 2021 2026
Total Increase 

(2008-2026)

Percentage 
Increase (2008-

2026)

Notes: 

Zone 8

Zone 4

Zone 5

Zone 6

Zone 7

TABLE 3 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE BY SPECIAL 
FORMS OF TRADING)

Expenditure Per Head (£) (1) 

178 11.3%

189 11.3%

182 11.3%

191 11.3%

Zone

1,636

1,693

1,689

1,567 1,576 1,627

Zone 1

Zone 2

Zone 3 1,727

172 11.3%

184 11.3%

193 11.3%

191 11.3%1,747

1,708 1,763

1,619 1,671

1,626

1,698

1,609

1,698

1,6731,663

1,683

1,752

1,516 1,525 1,574

1,688

The SFT percentages are derived from in-depth research carried out by Experian (see Appendix 3d).
7.3%, since the level of SFT is expected to plateau. 
which includes e-tailing. At 2011 and 2016, discounts of 7% and 7.3% have been assumed. For the forecast years of 2021 and 2026 we assume the same discount of
(1) Expenditure per head on convenience goods has been discounted by 5.6% (over the figures in Table 2) for the base year of 2008, to exclude non-store retail sales,

1,815 1,879

1,630 1,688

1,788 1,851

1,730 1,792

1,826 1,891

1,809 1,874

1,685 1,745

1,749 1,811
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2008 (Base Year) 2011 2016 2021 2026
Total Increase 

(2008-2026)

Percentage 
Increase (2008-

2026)

TOTAL 228.0 232.0 243.4 257.2 271.8 43.8 19.2%

Notes: 

Zone 7

Zone 8

Zone 3

Zone 4

Zone 5

Zone 6

reductions for SFT (Table 3).

22.6 23.0 24.2

33.1 33.7 35.4

24.4

3.8

4.7 19.8%

TABLE 4 - TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL FORMS OF 
TRADING)

30.4 31.0 32.6 6.0 19.8%Zone 1

Zone 2 4.5 19.8%

6.5 19.8%

24.0

29.2 29.7 31.2

30.2 30.7

19.2 19.6 20.6

25.7

19.8%

5.8 19.8%

19.8%

16.5%

(1) Total available expenditure totals for convenience goods are calculated as follows: Population (Table 1) multiplied by consumer expenditure after making appropriate

Zone

Total Available Expenditure (£m) (1)

39.3 39.8 41.5 6.5

6.032.3

34.5 36.5

25.6 27.1

37.5 39.6

27.2 28.7

21.8 23.0

34.2 36.1

33.0 34.9

43.4 45.8
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Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 12.4 38.3 90.9 98.1 28.1 30.3 0.0 10.1
Alcester 0.0 27.1 3.8 0.0 0.0 0.0 0.0 0.0
Shipston on Stour 0.0 0.0 0.0 0.0 39.2 1.4 0.0 0.9
Southam 0.0 0.0 0.0 0.0 0.0 2.1 25.6 0.0
Other Centres / Stores 18.7 8.3 1.7 0.0 0.0 17.7 0.0 0.4

SUB TOTAL 31.1 73.6 96.4 98.1 67.3 51.5 25.6 11.4

OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 68.9 26.4 3.6 1.9 32.7 48.5 74.4 88.6

SUB TOTAL 68.9 26.4 3.6 1.9 32.7 48.5 74.4 88.6

TOTAL 100 100 100 100 100 100 100 100

Notes: 

TABLE 5 - CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE IN THE BASE YEAR, 2008 
(COLUMN PERCENT)

Retail Supply: Where the Money is Spent

The market share percentages are derived from the household telephone survey carried out within Stratford on Avon District

Consumer Demand: Where the Money Comes 
From (Zone)

and its shopping hinterland during January/February 2008.

Study Area
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Expenditure 
Drawn From 
Survey Area 
(Zones 1-8)

Estimated 
Inflow 

Expenditure (1)

Total 
Convenience 

Goods 
Turnover

Convenience 
Goods 

Floorspace 
(sq.m. net) (2)

Average Sales 
Density (£ per 

sq.m. net)

Benchmark 
Average Sales 
Density (£ per 

sq.m net) (3)

Benchmark 
Convenience 

Goods 
Turnover (£m)

Extent of Any 
Over / Under 
Trading (£m)

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B D E = C / D F G = F x D H = C - G

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 3.8 8.7 30.1 23.6 5.4 9.2 0.0 4.0 84.6 84.6 13.7 98.3 10,366 9481.2 9,512 98.6 -0.3
Alcester 0.0 6.1 1.2 0.0 0.0 0.0 0.0 0.0 7.4 7.4 0.4 7.8 1,757 4423.3 5,580 9.8 -2.0
Shipston on Stour 0.0 0.0 0.0 0.0 7.5 0.4 0.0 0.4 8.3 8.3 0.2 8.5 1,246 6852.0 4,840 6.0 2.5
Southam 0.0 0.0 0.0 0.0 0.0 0.6 7.5 0.0 8.1 8.1 0.2 8.3 1,328 6253.2 5,388 7.2 1.1
Other Centres / Stores 5.7 1.9 0.6 0.0 0.0 5.3 0.0 0.1 13.6 13.6 0.0 13.6 - - - 13.1 -

SUB TOTAL 9.5 16.7 31.9 23.6 13.0 15.5 7.5 4.5 122.0 122.0 14.5 136.5 14,697 27009.7 134.7 1.3
OUTSIDE STRATFORD UPON AVON DISTRICT
All Centres / Stores 21.0 6.0 1.2 0.4 6.3 14.6 21.7 34.8 106.0

SUB TOTAL 21.0 6.0 1.2 0.4 6.3 14.6 21.7 34.8 106.0

TOTAL AVAILABLE EXPENDITURE (WITHIN 
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

30.4 22.6 33.1 24.0 19.2 30.2 29.2 39.3 228.0

Notes: 

Retail Supply: Where the Money is Spent

(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 5b for full details).

Consumer Demand: Where the Money Comes From (Zone)

Study Area

TABLE 6 - ESTIMATED CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

TOTAL 
HOUSEHOLD 

SURVEY AREA

(2) Floorpsace estimated from a range of sources (see Appendix 5b for full details).
(1) Estimated by Colliers CRE - includes visit / tourist expenditure (see Appendix 4 for full details).
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Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 12.4 38.3 90.9 98.1 28.1 30.3 0.0 10.1
Alcester 0.0 27.1 3.8 0.0 0.0 0.0 0.0 0.0
Shipston on Stour 0.0 0.0 0.0 0.0 39.2 1.4 0.0 0.9
Southam 0.0 0.0 0.0 0.0 0.0 2.1 25.6 0.0
Other Centres / Stores 18.7 8.3 1.7 0.0 0.0 17.7 0.0 0.4

SUB TOTAL 31.1 73.6 96.4 98.1 67.3 51.5 25.6 11.4

OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 68.9 26.4 3.6 1.9 32.7 48.5 74.4 88.6

SUB TOTAL 68.9 26.4 3.6 1.9 32.7 48.5 74.4 88.6

TOTAL 100 100 100 100 100 100 100 100

Notes: 

Consumer Demand: Where the Money Comes 
From (Zone)

the same pattern of market shares as set out in Table 5. 

Study Area

TABLE 7 - UNADJUSTED CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE (COLUMN 
PERCENT)

Retail Supply: Where the Money is Spent

We assume no material changes to consumer shopping patterns for convenience goods in the futre. We therefore adopt 
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Expenditure 
Drawn From 
Survey Area 
(Zones 1-8)

Estimated 
Inflow 

Expenditure (1)

Total 
Convenience 

Goods 
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 3.9 8.8 30.6 24.0 5.5 9.3 0.0 4.0 86.1 86.1 14.1 100.2
Alcester 0.0 6.2 1.3 0.0 0.0 0.0 0.0 0.0 7.5 7.5 0.4 7.9
Shipston on Stour 0.0 0.0 0.0 0.0 7.7 0.4 0.0 0.4 8.5 8.5 0.2 8.7
Southam 0.0 0.0 0.0 0.0 0.0 0.6 7.6 0.0 8.3 8.3 0.2 8.5
Other Centres / Stores 5.8 1.9 0.6 0.0 0.0 5.4 0.0 0.1 13.8 13.8 0.0 13.8

SUB TOTAL 9.6 17.0 32.5 24.0 13.2 15.8 7.6 4.5 124.2 124.2 14.9 139.1
OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 21.4 6.1 1.2 0.5 6.4 14.9 22.1 35.3 107.8

SUB TOTAL 21.4 6.1 1.2 0.5 6.4 14.9 22.1 35.3 107.8

TOTAL AVAILABLE EXPENDITURE (WITHIN 
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

31.0 23.0 33.7 24.4 19.6 30.7 29.7 39.8 232.0

Notes: 

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL 
HOUSEHOLD 

SURVEY AREA

of the specific centre in that zone (Table 7).
(1) Estimated by Colliers CRE (see Appendix 4).

TABLE 8 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

For each cell, the monetry figure is derived by multiplying the 2011 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share
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2008 Turnover 2011 Turnover Potential
Turnover Allocation for 
Existing Retailers  2008-

2011

Residual Turnover 
Potential by 2011

Potential Headroom 
Expenditure by 2011

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 8, C)

Stratford Upon Avon 98.3 100.2 1.8 98.4 0.1
Alcester 7.8 7.9 0.2 7.7 0.0
Shipston on Stour 8.5 8.7 0.1 8.6 0.0
Southam 8.3 8.5 0.1 8.3 0.0
Other Centres / Stores 13.6 13.8 0.2 13.6 0.0

TOTAL: STRATFORD ON AVON DISTRICT 136.5 139.1 2.4 136.7 0.2

Notes: 

TABLE 9 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).
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Potential Headroom 
Expenditure by 2011 (£m)

Adjustment for Over / 
Under Trading in Base 

Year (£m)

Adjusted Headroom 
Expenditure by 2011 (£m)

Reduction in Expenditure 
due to Convenience 
Goods Floorspace 

Commitments (as at April 
2008) (1)

Adjusted Residual 
Headroom Expenditure by 

2011 (£m)

Assumed Sales Density in 
2011 (2) (£ per sq.m net)

Estimated Retail 
Floorspace Need in 2011 

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 9, E) (Table 6, H)

Stratford Upon Avon 0.1 -0.3 -0.2 14.0 -14.2 7,636 -1,857
Alcester 0.0 -2.0 -2.1 0.0 -2.1 7,636 -272
Shipston on Stour 0.0 2.5 2.5 0.0 2.5 7,636 334
Southam 0.0 1.1 1.2 0.0 1.2 7,636 153
Other Centres / Stores 0.0 0.0 0.0 0.0 0.0 7,636 1

TOTAL: STRATFORD ON AVON DISTRICT 0.2 1.3 1.5 14.0 -12.5 -1,640

Stratford Upon Avon 5,091 -2,785
Alcester 5,091 -407
Shipston on Stour 5,091 501
Southam 5,091 229
Other Centres / Stores 5,091 2

-2,460

Stratford Upon Avon 10,181 -1,393
Alcester 10,181 -204
Shipston on Stour 10,181 250
Southam 10,181 115
Other Centres / Stores 10,181 1

-1,230

Notes: 

TABLE 10 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

Centre

(2) The derivation of our 2011 benchmark centre sales density estimates are set out in Section 5.
(1) Details and estimated 2011 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 5c.

SCENARIO 2 - LOW

SCENARIO 3 - HIGH
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Expenditure 
Drawn From 
Survey Area 
(Zones 1-8)

Estimated 
Inflow 

Expenditure (1)

Total 
Convenience 

Goods 
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 4.0 9.3 32.2 25.2 5.8 9.8 0.0 4.2 90.5 90.5 14.8 105.3
Alcester 0.0 6.6 1.3 0.0 0.0 0.0 0.0 0.0 7.9 7.9 0.4 8.3
Shipston on Stour 0.0 0.0 0.0 0.0 8.1 0.5 0.0 0.4 8.9 8.9 0.2 9.1
Southam 0.0 0.0 0.0 0.0 0.0 0.7 8.0 0.0 8.7 8.7 0.2 8.9
Other Centres / Stores 6.1 2.0 0.6 0.0 0.0 5.7 0.0 0.2 14.6 14.6 0.0 14.6

SUB TOTAL 10.1 17.8 34.1 25.2 13.9 16.6 8.0 4.7 130.5 130.5 15.6 146.1
OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 22.4 6.4 1.3 0.5 6.7 15.7 23.2 36.8 112.9

SUB TOTAL 22.4 6.4 1.3 0.5 6.7 15.7 23.2 36.8 112.9

TOTAL AVAILABLE EXPENDITURE (WITHIN 
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

32.6 24.2 35.4 25.7 20.6 32.3 31.2 41.5 243.4

Notes: 

(1) Estimated by Colliers CRE (see Appendix 4).
of the specific centre in that zone (Table 7).

TABLE 11 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL 
HOUSEHOLD 

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2016 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share
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2008 Turnover 2016 Turnover Potential
Turnover Allocation for 
Existing Retailers  2008-

2016

Residual Turnover 
Potential by 2016

Potential Headroom 
Expenditure by 2016

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 10, C)

Stratford Upon Avon 98.3 105.3 4.8 100.4 2.2
Alcester 7.8 8.3 0.5 7.8 0.0
Shipston on Stour 8.5 9.1 0.3 8.8 0.3
Southam 8.3 8.9 0.4 8.5 0.2
Other Centres / Stores 13.6 14.6 0.6 13.9 0.3

TOTAL: STRATFORD ON AVON DISTRICT 136.5 146.1 6.6 139.5 3.0

Notes: 

TABLE 12 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).
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Potential Headroom 
Expenditure by 2016 (£m)

Adjustment for Over / 
Under Trading in Base 

Year (£m)

Adjusted Headroom 
Expenditure by 2016 (£m)

Reduction in Expenditure 
due to Convenience 
Goods Floorspace 

Commitments (as at April 
2008) (1)

Adjusted Residual 
Headroom Expenditure by 

2016 (£m)

Assumed Sales Density in 
2016 (2) (£ per sq.m net)

Estimated Retail 
Floorspace Need in 2016 

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 12, E) (Table 6, H)

Stratford Upon Avon 2.2 -0.3 1.8 14.5 -12.7 7,868 -1,610
Alcester 0.0 -2.0 -2.0 0.0 -2.0 7,868 -253
Shipston on Stour 0.3 2.5 2.8 0.0 2.8 7,868 355
Southam 0.2 1.1 1.4 0.0 1.4 7,868 174
Other Centres / Stores 0.3 0.0 0.3 0.0 0.3 7,868 40

TOTAL: STRATFORD ON AVON DISTRICT 3.0 1.3 4.3 14.5 -10.2 -1,296

Stratford Upon Avon 5,245 -2,415
Alcester 5,245 -380
Shipston on Stour 5,245 532
Southam 5,245 260
Other Centres / Stores 5,245 59

-1,943

Stratford Upon Avon 10,490 -1,208
Alcester 10,490 -190
Shipston on Stour 10,490 266
Southam 10,490 130
Other Centres / Stores 10,490 30

-972

Notes: 
(1) Details and estimated 2016 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 5c.
(2) The derivation of our 2016 benchmark centre sales density estimates are set out in Section 5.

TABLE 13 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

Centre

SCENARIO 2 - LOW

SCENARIO 3 - HIGH
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Expenditure 
Drawn From 
Survey Area 
(Zones 1-8)

Estimated 
Inflow 

Expenditure (1)

Total 
Convenience 

Goods 
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 4.3 9.8 34.1 26.7 6.1 10.4 0.0 4.4 95.7 95.7 15.6 111.3
Alcester 0.0 6.9 1.4 0.0 0.0 0.0 0.0 0.0 8.4 8.4 0.4 8.8
Shipston on Stour 0.0 0.0 0.0 0.0 8.5 0.5 0.0 0.4 9.4 9.4 0.2 9.6
Southam 0.0 0.0 0.0 0.0 0.0 0.7 8.5 0.0 9.2 9.2 0.2 9.4
Other Centres / Stores 6.4 2.1 0.6 0.0 0.0 6.0 0.0 0.2 15.4 15.4 0.0 15.4

SUB TOTAL 10.7 18.9 36.1 26.7 14.7 17.6 8.5 4.9 138.1 138.1 16.4 154.5
OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 23.8 6.8 1.3 0.5 7.1 16.6 24.6 38.5 119.1

SUB TOTAL 23.8 6.8 1.3 0.5 7.1 16.6 24.6 38.5 119.1

TOTAL AVAILABLE EXPENDITURE (WITHIN 
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

34.5 25.6 37.5 27.2 21.8 34.2 33.0 43.4 257.2

Notes: 

of the specific centre in that zone (Table 7).

TABLE 14 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL 
HOUSEHOLD 

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2021 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share

(1) Estimated by Colliers CRE (see Appendix 4).
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2008 Turnover 2021 Turnover Potential
Turnover Allocation for 
Existing Retailers  2008-

2021

Residual Turnover 
Potential by 2021

Potential Headroom 
Expenditure by 2021

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 14, C)

Stratford Upon Avon 98.3 111.3 8.0 103.3 5.0
Alcester 7.8 8.8 0.8 8.0 0.2
Shipston on Stour 8.5 9.6 0.5 9.1 0.6
Southam 8.3 9.4 0.6 8.8 0.5
Other Centres / Stores 13.6 15.4 1.1 14.3 0.7

TOTAL: STRATFORD ON AVON DISTRICT 136.5 154.5 10.9 143.6 7.1

Notes: 

TABLE 15 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).
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Potential Headroom 
Expenditure by 2021 (£m)

Adjustment for Over / 
Under Trading in Base 

Year (£m)

Adjusted Headroom 
Expenditure by 2021 (£m)

Reduction in Expenditure 
due to Convenience 
Goods Floorspace 

Commitments (as at April 
2008) (1)

Adjusted Residual 
Headroom Expenditure by 

2021 (£m)

Assumed Sales Density in 
2021 (2) (£ per sq.m net)

Estimated Retail 
Floorspace Need in 2021 

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 15, E) (Table 6, H)

Stratford Upon Avon 5.0 -0.3 4.7 14.9 -10.2 8,107 -1,256
Alcester 0.2 -2.0 -1.8 0.0 -1.8 8,107 -228
Shipston on Stour 0.6 2.5 3.1 0.0 3.1 8,107 384
Southam 0.5 1.1 1.6 0.0 1.6 8,107 203
Other Centres / Stores 0.7 0.0 0.7 0.0 0.7 8,107 91

TOTAL: STRATFORD ON AVON DISTRICT 7.1 1.3 8.4 14.9 -6.5 -805

Stratford Upon Avon 5,404 -1,884
Alcester 5,404 -342
Shipston on Stour 5,404 576
Southam 5,404 304
Other Centres / Stores 5,404 137

-1,208

Stratford Upon Avon 10,809 -942
Alcester 10,809 -171
Shipston on Stour 10,809 288
Southam 10,809 152
Other Centres / Stores 10,809 68

-604

Notes: 

TABLE 16 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

Centre

SCENARIO 2 - LOW

SCENARIO 3 - HIGH

(1) Details and estimated 2021 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 5c.
(2) The derivation of our 2021 benchmark centre sales density estimates are set out in Section 5.
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Expenditure 
Drawn From 
Survey Area 
(Zones 1-8)

Estimated 
Inflow 

Expenditure (1)

Total 
Convenience 

Goods 
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN STRATFORD ON AVON DISTRICT
Stratford Upon Avon 4.5 10.4 36.0 28.2 6.5 11.0 0.0 4.6 101.2 101.2 16.5 117.7
Alcester 0.0 7.3 1.5 0.0 0.0 0.0 0.0 0.0 8.8 8.8 0.4 9.2
Shipston on Stour 0.0 0.0 0.0 0.0 9.0 0.5 0.0 0.4 10.0 10.0 0.2 10.2
Southam 0.0 0.0 0.0 0.0 0.0 0.7 9.0 0.0 9.7 9.7 0.2 9.9
Other Centres / Stores 6.8 2.2 0.7 0.0 0.0 6.4 0.0 0.2 16.3 16.3 0.0 16.3

SUB TOTAL 11.3 20.0 38.2 28.2 15.5 18.6 9.0 5.2 146.0 146.0 17.3 163.3
OUTSIDE STRATFORD ON AVON DISTRICT
All Centres / Stores 25.1 7.1 1.4 0.5 7.5 17.5 26.0 40.6 125.8

SUB TOTAL 25.1 7.1 1.4 0.5 7.5 17.5 26.0 40.6 125.8

TOTAL AVAILABLE EXPENDITURE (WITHIN 
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

36.5 27.1 39.6 28.7 23.0 36.1 34.9 45.8 271.8

Notes: 

(1) Estimated by Colliers CRE (see Appendix 4).
of the specific centre in that zone (Table 7).

TABLE 17 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2026 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL 
HOUSEHOLD 

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2026 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share
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2008 Turnover 2026 Turnover Potential
Turnover Allocation for 
Existing Retailers  2008-

2026

Residual Turnover 
Potential by 2026

Potential Headroom 
Expenditure by 2026

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 17, C)

Stratford Upon Avon 98.3 117.7 11.2 106.5 8.2
Alcester 7.8 9.2 1.1 8.1 0.3
Shipston on Stour 8.5 10.2 0.7 9.5 1.0
Southam 8.3 9.9 0.8 9.1 0.8
Other Centres / Stores 13.6 16.3 1.5 14.8 1.2

TOTAL: STRATFORD ON AVON DISTRICT 136.5 163.3 15.3 148.0 11.5

Notes: 

TABLE 18 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2026 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).
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Potential Headroom 
Expenditure by 2026 (£m)

Adjustment for Over / 
Under Trading in Base 

Year (£m)

Adjusted Headroom 
Expenditure by 2026 (£m)

Reduction in Expenditure 
due to Convenience 
Goods Floorspace 

Commitments (as at April 
2008) (1)

Adjusted Residual 
Headroom Expenditure by 

2026 (£m)

Assumed Sales Density in 
2026 (2) (£ per sq.m net)

Estimated Retail 
Floorspace Need in 2026 

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 18, E) (Table 6, H)

Stratford Upon Avon 8.2 -0.3 7.9 15.4 -7.5 8,353 -902
Alcester 0.3 -2.0 -1.7 0.0 -1.7 8,353 -202
Shipston on Stour 1.0 2.5 3.5 0.0 3.5 8,353 414
Southam 0.8 1.1 1.9 0.0 1.9 8,353 232
Other Centres / Stores 1.2 0.0 1.2 0.0 1.2 8,353 143

TOTAL: STRATFORD ON AVON DISTRICT 11.5 1.3 12.8 15.4 -2.6 -315

Stratford Upon Avon 5,568 -1,353
Alcester 5,568 -303
Shipston on Stour 5,568 621
Southam 5,568 348
Other Centres / Stores 5,568 215

-472

Stratford Upon Avon 11,137 -676
Alcester 11,137 -152
Shipston on Stour 11,137 311
Southam 11,137 174
Other Centres / Stores 11,137 107

-236

Notes: 
(1) Details and estimated 2026 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 5c.
(2) The derivation of our 2026 benchmark centre sales density estimates are set out in Section 5.

TABLE 19 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2026

Centre

SCENARIO 2 - LOW

SCENARIO 3 - HIGH

Date of Preparation: 12/05/08




