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1 INTRODUCTION 
 
 Objectives of the Study 
 
1.01 White Young Green were commissioned by the North East Assembly in 2005 to 

undertake an update of the previous Regional Retail and Leisure Need Assessment 

completed in 2002 (also by White Young Green), which sought to establish the future 

need for, and distribution of, major new retail and commercial leisure facilities across 

the North East. 

 

1.02 In this respect, the previous Regional Retail and Leisure Need Assessment assisted 

in strategic choices about the future distribution of new retail and leisure development 

to 2016, which informed the review of Regional Planning Guidance (RPG) for the 

North East. The purpose of this study is to ensure that there is alignment between the 

retail and leisure policy approach adopted in the draft RSS with the most recent retail 

and leisure information and other additional RSS-related technical information. 

 

1.03 In order to meet this objective and in accordance with the Consultant’s Brief, the 

study addresses:  

 

• The policy, legislation and market trends that may together affect the location of 

new retail and leisure development over the course of the RSS; 

• The current distribution of retail and leisure facilities in the North East Region; 

• The functions and catchment areas of, and the interrelationships between, the 

Region’s larger town centres; 

• The quantitative capacity of the main centres to support further retail and leisure 

development having regard to future trends in spending growth (and the impact of 

e-commerce on these trends); 

• Any qualitative ‘need’ arising from: deficiencies in the current distribution of 

facilities; 

• The centres and areas most able to support new retail and leisure floorspace; 

and 

• Recommendations and advice on future policy issues.  

 

 Methodology 
 
1.04 In order to meet these objectives, this study adopts a similar approach to that applied 

in the 2002 Study. On this basis, this study utilises the telephone survey into the 

shopping and leisure habits of 2,500 households undertaken as part of the 2002 

Study. The survey was conducted on a post code basis in thirteen zones, 
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corresponding broadly to local authority areas. These survey zones were 

amalgamated to form five ‘Sub Regions’ for the purposes of analysing quantitative 

need and looking at interregional patterns of shopping and leisure activity. For the 

purposes of this updated study, the same survey zones and sub-regions have been 

adopted and are identified on the plan at Annex A. They comprise: 

            
 Sub-Region 1 - North Northumberland: 

 Berwick-upon-Tweed, Morpeth and Alnwick 

 

 Sub-Region 2 - Tyne & Wear and South East Northumberland 

 Newcastle-upon-Tyne, Sunderland, Gateshead, MetroCentre, North Shields, South Shields, 

Ashington, Washington, Blyth and Cramlington 

 

 Sub-Region 3 – Rural West 

 Barnard Castle and Hexham 

 

 Sub-Region 4 – Durham 

 Durham City, Bishop Auckland, Chester-le-Street, Consett, Spennymoor and Peterlee 

 

 Sub-Region 5 – Tees Valley and North York Moors 

 Middlesbrough, Darlington, Hartlepool, Stockton-on-Tees and Redcar 

 
            

 

1.05 In this respect, it is important to note that the household survey was completed in July 

2002 and since then there has been major retail development in the Region, which 

may have an impact on shopping patterns, including the development of Red Mall at 

the MetroCentre in October 2004, making the MetroCentre the largest shopping and 

leisure centre in Europe. The Red Mall development includes a new Debenhams 

department store (16,743 sq m) in addition to a further 20 retailers together with 

1,100 new parking spaces. However, for the purposes of this study we have assumed 

that major developments such as that at the MetroCentre has not had an impact on 

shopping patterns in the Region. Nevertheless, a ‘note of caution’ should be attached 

when assessing current shopping patterns in the Region.  

 

1.06 By utilising the household survey, it is possible to provide a broad assessment of the 

future ‘capacity’ of the Region to support further retail (non-food) and leisure provision 

by assessing current trading patterns at a constant market share basis to 2021. On 

this basis, we have adopted broadly the same methodology undertaken in the 2002 

Study,  
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1.07 However, in terms of future retail floorspace capacity, it is significant to note that the 

2002 Study adopted a ‘business based’ approach. In this respect, the recently 

published PPS6 highlights that a needs assessment should: ‘…relate directly to the 

class of goods to be sold from the development (‘business-based’ cases will not be 

appropriate).’ (Paragraph 3.10).  

 

1.08 Therefore, the methodology applied in this study would not now satisfy the 

requirements of Planning Policy Statement 6 (PPS6) ‘Planning for Town Centres’, 

which has been published since the completion of the 2002 Study. Therefore, this 

update assumes a ‘goods based’ approach as advocated in PPS6. The main 

differences in the two approaches are outlined in Section 3 of this report. 

 

1.09 Although PPS6 states that greater weight on quantitative need for additional retail 

floorspace should be demonstrated, this study also assesses the qualitative issues 

relating to existing retail and leisure provision in the Region. These include an 

assessment of the distribution of locations that provide a range of locations for 

shopping and leisure services. 

 

1.10 With regard to leisure need, unlike assessing future retail need, there is no commonly 

accepted methodology in assessing the need for additional leisure floorspace as 

innovation in the leisure industry can create new demand. Therefore, we have 

adopted the same methodology adopted in the 2002 Study together with assessing 

the patterns of the activity on a regional basis – Section 12.  

 

1.11 As with the 2002 Study, we have utilised the Focus Database to analyse outstanding 

commercial requirements for each of the sub-regions, which details the prospective 

operators and the level of floorspace they require. 

 

 Contents of the Study 
 
1.12 The remainder of the Study is structured as follows: 

 

 Section 2: Reviews current national and regional planning legislation in respect 

of town centres, retailing and leisure development; 

 

 Section 3: Provides an overview of trends in the retail and leisure market; 

 

 Section 4: Summarises the findings of the 2002 Study; 
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 Section 5: Provides an overview of the North East Region’s population and 

expenditure; 

 

 Section 6: Considers patterns of shopping and leisure activity in Sub Region 1 

(North Northumberland), including an analysis of the use of centres 

and the need for further retail development in the area; 

 

 Section 7: Undertakes the same analysis for Sub Region 2 (Tyne & Wear and 

South East Northumberland); 

 

 Section 8: Considers the same issue for Sub Region 3 (Rural West); 

 

 Section 9: Considers Sub Region 4 (Durham); 

 

 Section 10: Considers Sub Region 5 (Tees Valley and North York Moors); 

 

 Section 11: Provides an overview of the retail characteristics of the North East 

Region; 

 

 Section 12: Examines the leisure patterns of the North East Region’s population. 

In addition, this section also examines the patterns at a sub-regional 

level; and 

 

 Section 13: Sets out the Study’s principal findings and recommendations. 

  

 

  

 4



2 PLANNING POLICY FRAMEWORK 
 
Planning & Compulsory Purchase Act 2004 

 

2.01 The Planning & Compulsory Purchase Act received Royal Assent on 13th May 2004 

and it is intended that the new Act will create a more flexible and responsive planning 

system for England and Wales, concentrating on the role of regional and local 

government.   

 

2.02 Part I of the 2004 Act calls for the introduction of Regional Spatial Strategies, which 

must set out the Secretary of State’s policies in relation to the development and use 

of land within the region. 

 

Planning Policy Statement 11: “Regional Spatial Strategies” (2004) 
 

2.03 Planning Policy Statement (PPS) 11 was publishes in September 2004 and states 

that the Regional Spatial Strategy (RSS) should provide a broad development 

strategy for the region for a fifteen to twenty year period.  There may also be a 

requirement for the RSS vision to look beyond the end of this period in certain 

instances in order to facilitate forecasting for development in the region to future 

generations. 

 

2.04 The RSS should confine itself to matters of genuine regional, and where appropriate, 

sub-regional importance.  Those policies within the RSS will need to be provide 

sufficient details to inform guidance in other documents such as Local Development 

Documents and Local Transport Plans, and any other regional or local strategies and 

programmes. 

 

Planning Policy Statement 6: “Planning for Town Centres” (2005) 
 

2.05 PPS6 was published in May 2005 and advocates that regional planning bodies, 

through their RSS documents should implement the Government’s objectives for 

town centres by planning positively for their growth and development.  PPS6 

advocates that regional planning bodies should therefore: 

 

• Develop a hierarchy and network of centres; 

• Assess the need for further main town centre uses and ensure there is the 

capacity to accommodate them; 
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• Focus development in, and plan for the expansion of, existing centres as 

appropriate, and at the local level identify appropriate sites in development plan 

documents; 

• Promote town centre management, creating partnerships to develop, improve 

and maintain the town centre, and manage the evening and night-time economy; 

• Regularly monitor and review the impact and effectiveness of their policies for 

promoting vital and viable town centres 

 

2.06 PPS6 also advises that within the regional planning context, RSS’s should set out a 

vision and a strategy for the region’s growth, particularly with higher level centres in 

the region and their role as the focus for major retail, leisure, office and other main 

town centre development of more than local importance, and provide a strategic 

framework for planning at the local level (paragraph 2.12).   

 

2.07 When regional planning bodies are making revisions to their RSS’s, they should; 

 

• Develop a strategic framework for the development of a network of centres in 

their region and, where appropriate, for any identified sub-regions taking into 

account the need to avoid an over-concentration of growth in the higher level 

centres; 

• Make strategic choices about those centres of regional and, where appropriate, 

sub-regional significance, where major growth should be encouraged and where 

appropriate, the need for new centres in area of planned major growth; 

• In broad terms, assess the overall need for additional floorspace over the 

regional spatial strategy period, especially for comparison retail, leisure and office 

development, and for five-year periods within it, and having regard to capacity 

and accessibility of centres, identify where the identified needs would best be met 

having regard to the Government’s objectives; and 

• Monitor and regularly review the implementation of the strategy. 

 

2.08 PPS6 states that any developer proposing retail, leisure or entertainment facilities 

and other sport and recreation uses, offices and arts, cultural or tourisms uses, will be 

required to; 

 

• Assess the need for the development, in both qualitative and quantitative terms 

(paragraphs 2.32 – 2.40) 

• Identify the appropriate scale of development (paragraphs 2.41 – 2.43) 

• Apply the sequential approach to site selection (paragraphs 2.44 – 2.47) 

• Assess the impact of the development on existing centres and facilities 

(paragraphs 2.48); and 
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• Ensure that locations are accessible and well served by a choice and means of 

transport (paragraphs 2.49 – 2.50) 

• Other relevant matters in the decision making process include; physical 

regeneration, employment, economic growth and social inclusion (paragraph 

3.28)  

 
Regional Spatial Strategy for the North East 

 

2.09 Following the introduction Planning & Compulsory Purchase Act (2004), Regional 

Planning Guidance has been replaced by Regional Spatial Strategies in order to 

move the emphasis on regulating land uses, to delivering outcomes.  Accordingly, 

RPG1 has been superseded by RSS for the North East.   

 

2.10 The purpose of the RSS for the North East is to set out broad strategic policies for the 

spatial development of the region for a period extending the next 15 – 20 years.  The 

RSS intends to identify the scale and distribution for new housing, together with 

strategies and priorities for the environment, transport and economic development.  

The RSS for the north east will also provide advice on minerals and waste.  The 

strategies will provide a framework to enable determination of planning applications 

and at the same time it will inform the preparation of Local Development Documents 

and Local Transport Plans. 

 

2.11 The Planning & Compulsory Purchase Act (2004) intends to streamline the planning 

system.  Accordingly, it is envisaged that the RSS will provide strategic guidance in a 

more concise manner, and at the same time the RSS will provide more region 

specific advice on a broader range of issues which will include health, education and 

crime.  

 

2.12 The RSS for the North East was submitted to the Secretary of State in June 2005 and 

this updated Retail and Leisure Study is intended to help inform the Examination in 

Public (EIP) on the latest position with regard retail and leisure development needs in 

the North East. The EIP will take place in March 2006 when the RSS policies will be 

debated in front of an independent panel of inspectors.  Following the publication of 

the EIP panel report, the revised RSS will be subject to a further round of consultation 

which is expected to take place in Autumn 2006.  It is anticipated that the revised 

RSS for the North East will be adopted in Spring 2007. 

 

2.13 The Submission Draft RSS identifies that the North East exhibits a polycentric 

settlement pattern based on two city regions, with Tyne & Wear city region being 

identified as the main economic driver within the region. Whilst the Draft RSS 
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acknowledges that there are no precise boundaries of the Tyne & Wear city region in 

relation to policy development, for statistical purposes it includes the five unitary 

authorities of Newcastle, Gateshead, North and South Tyneside and Sunderland, 

plus the districts of Castle Morpeth, Tynedale, Wansbeck, Blyth Valley, Chester-le-

Street, Easington, Derwentside and Durham City, The second city region is identified 

to be the Tees Valley, which is smaller than Tyne & Wear and includes the 

conurbation of the contiguous built up areas of Stockton, Middlesbrough and Redcar, 

and the main towns of Darlington and Hartlepool. In this respect, paragraph 2.21 of 

Draft RSS states that: 

 
‘…particular priority for development should be directed towards the core areas of the 
conurbations, which are Newcastle city centre and its adjacent area including the 
defined Bridging NewcastleGateshead area; Sunderland city centre and the defined 
Central Area Framework area being taken forward by Sunderland Arc; and Stockton and 
Middlesbrough town centres and the corridor lying between, which is defined as the 
Stockton Middlesbrough Initiative.’ 

 

2.14 Furthermore, Policy 5 (‘Locational Strategy’) of Draft RSS states that the majority of 

new development should be concentrated in the conurbations and main towns, 

particularly within the core areas in order to support the polycentric development and 

redevelopment of the Tyne & Wear and the Tees Valley city regions. 

 

2.15 On this basis, the development of employment, retail, leisure and other services and 

facilities will be focused in the centres within the two city regions and the rural areas, 

including inter alia: Alnwick, Barnard Castle, Berwick-upon-Tweed, Guisborough, 

Hexham and Morpeth. 

 

2.16 Given this Policy 25 identifies the following hierarchy: 

 
‘b) within the Tyne & Wear city region the majority of new retail and leisure floor 

space should be located in Newcastle (Regional Centre) and Sunderland (Sub-
Regional Centre). Durham City will continue to have an important role in 
servicing its hinterland; 

 
c) within the Tees Valley city region the majority of new retail and leisure floor 

space should be located in Middlesbrough (Sub-Regional Centre) and 
Darlington (Sub-Regional Centre). Hartlepool and Stockton will continue to have 
an important role in servicing their hinterlands; 

 
d) in other centres, additional retail and leisure development should be consistent 

with their scale and function to maintain and enhance their health and vitality.’ 
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2.17 With regard to the MetroCentre, specific policy (Policy 26) highlights that any 

proposals for the extension to or redevelopment of the MetroCentre are justified in 

terms of the need for the development, the sequential approach and the impact upon 

the vitality and viability of urban centres. Therefore, reflecting guidance in PPS6. 

Furthermore, Policy 27 of Draft RSS states that: ‘No further provision should be made 

in Local Development Frameworks for new out-of-centre retail and leisure development 
of regional or sub-regional significance.’     
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3 FUTURE TRENDS IN RETAIL AND LEISURE  
  
CONSUMER EXPENDITURE 

 

Introduction 
 

3.01 The latest figures recorded by MapInfo for retail consumer expenditure in 2004 

reached an all time high of £4,486 per head per annum (2002 Prices).  This 

represents over 95% growth in expenditure since 1984 when average retail 

expenditure per head stood at £2,297.  The compounded average annual growth 

rates for all retail goods is consequently 3.4% per annum. 

 

3.02 However, when the headline figures are examined in more detail, it is evident that 

much of the impressive growth recorded in the past twenty years has been achieved 

in the ‘non-food’ goods sector. 

 

Convenience Goods     
 

3.03 In 1984, the average spend on convenience (food groceries) goods was £1,350 per 

head per annum. By 2004 the average spend per head was £1,536, which represents 

a growth of just 14% or 0.6% per annum compound. As can be seen from Figure 3.1 

below, the pattern of growth over the twenty year period has been inconsistent with 

expenditure declining during six of the twenty years. It is evident that expenditure per 

capita on convenience goods has fluctuated within a narrow band with no real trend 

growth over the past 40 years as a whole. Whilst expenditure steadily declined in the 

1970s, the trend since then has been slightly upwards.   
 

Figure 3.1: UK Average Consumer Retail Expenditure by Goods Type (2002 Prices) 
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3.04 There is a widely held theory that we will only purchase the convenience goods that 

we need to ensure that we eat regularly and therefore the likelihood of witnessing 

major growth after inflation is limited. In addition, as society in general becomes more 

affluent and our standard of living increases, we will have a greater tendency to eat 

out more frequently thereby reducing the need to spend as much on food goods. This 

is demonstrated by the forecast growth in ‘eating out’. 

 

3.05 More recent evidence on growth has shown that the opposite is actually occurring 

with convenience goods expenditure per capita increasing at 0.8% per annum 

between 1998 and 2004. This is significantly greater than the rate of growth recorded 

over the previous ten years (1988-1998) of 0.2% per annum. Much of this growth 

could be attributed to the increase in popularity of more expensive organic produce 

and luxury items. The major supermarket operators have responded to consumers 

increasing demands for higher quality produce with the release of brands such as 

Sainsbury’s ‘Taste the Difference’, Tesco’s ‘Finest’ and Asda’s ‘Extra Special’. 

However, it must be noted that the increases that have been recorded in the short 

term are likely to reflect the strong economic growth over the past five years and 

general increases in household disposable income. 

 

3.06 If the economy were to enter into a recessionary period in the future this growth may 

not be as significant as spending on luxury items would be the first to be hit. In fact 

between 1980 and 1984 expenditure on convenience products fell by 5%. During 

1991 and 1995 convenience expenditure also fell, by 1%. This would appear to 

suggest that recessionary periods may have an influence on the overall level of 

growth recorded in convenience goods shopping. 

 

3.07 MapInfo recognise that convenience goods retail expenditure has been erratic over 

the last 40 years, with low trend growth over the period as a whole. In this respect, 

MapInfo consider that the statistical relationship is unreliable and there would appear 

to have been some trend breaks. They state that at present the most statistically 

robust estimate for growth in this sector is for the period 1993 to 2004 when the 

annual growth rate averaged +0.8%. MapInfo suggest that such growth appears to be 

sustainable and the spending on convenience goods as a share of all spending 

appears low, compared with trend, over this period. But this may be more as a result 

of the strength of comparison goods.   
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 Comparison Growth 
 
3.08 In 1984 the average spend on comparison (non-food) goods was just £947 per capita 

per annum. This represented just 41% of total retail expenditure and was well behind 

average expenditure on convenience goods (£1,350). However, there has been 

significant growth in comparison goods expenditure since 1984, which now means 

that comparison goods expenditure represents approximately 66% of retail 

expenditure. 

 

3.09 In 1994, more was spent on comparison goods than convenience goods for the first 

time since records began in 1964. By 2004, the average expenditure on comparison 

goods had reached £2,950 per capita. This represented a growth of over 200% in just 

20 years. This equates to an annual average growth of 5.8% compared to the 0.6% 

growth recorded in convenience goods. 

 

3.10 Similar to convenience goods, the growth recorded over the twenty year period 

reflects the general economic performance and growth in disposable income. At the 

height of the economic boom in the mid to late 1980s growth was recorded as high as 

8.5% in 1986. By 1991 no growth was recorded reflecting the onset of the recession 

and increasing interest rates. By the mid to late 1990s growth had recovered 

significantly with the latest high recorded in 2000 with 8.3% growth. Furthermore, 

growth of 9.6% was recorded between 2001 and 2002. 

 

3.11 However, despite the peaks and troughs recorded, the most important fact in the last 

20 years is that growth on non-food expenditure has trebled. In fact, spending in 2004 

on comparison goods per capita at constant prices was over four times larger than 

spending on the same basis in 1964. 

 

3.12 With this in mind, it is not surprising to discover that major retail development has 

been driven by non-food retail development including regional shopping centres such 

as the MetroCentre. In fact, all of the major supermarket operators now recognise 

that the future growth in retail expenditure will be primarily focused on non-food 

goods. Therefore, we have witnessed the shift in emphasis within larger 

supermarkets to provide space for the sale of comparison goods. This has been most 

successfully achieved within Asda; where the growth of the Asda George brand has 

now resulted in the development of stand alone Asda George stores selling only non-

food goods. 

  

3.13 MapInfo recognise that the strong growth recorded in the short term appears to be 

unsustainable, similar to the boom in the 1980s, which was followed by a period of 
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slower growth. Therefore, MapInfo consider that projected sales per capita based on 

medium and long-term trends look more believable. In this respect, MapInfo identify 

growth in comparison goods expenditure of between 4.8% and 5.5% per annum in 

the future. 

 

 Implications of Future Growth 
 
3.14 In order to examine the potential implications of future expenditure growth, MapInfo 

have provided forecasts for UK consumer spending, which are based partly upon 

past trends but also on expected changes on other economic variables. The forecasts 

recognise that the short-term growth trends for all goods, especially comparison 

goods are unsustainable and that some correction is necessary. However, MapInfo 

expect price falls to continue for products such as electronics and clothing, which will 

continue to boost sales. 

 

3.15 On this basis, MapInfo have provided forecasts, which are set out below. 

 
 Figure 3.2: Average Annual Forecast Growth Rates       

 Convenience Comparison  Total 
    
2004-2006 +0.8% +3.8% +2.8% 
2004-2011 +0.8% +4.1% +3.1% 
2004-2016 +0.9% +4.3% +3.3% 

  Source: MapInfo Brief 05/2 (September 2005) 
 

3.16 If we apply these forecast growth rates through to 2021 (utilising growth rates of 

+0.9% and +4.3% between 2016 and 2021), it is evident that growth will still be 

significantly focused on comparison goods. Figure 3.3 below illustrates that by 2021, 

total expenditure will have increased by 78% to £7,697 per capita per annum. The 

anticipated growth recorded for convenience goods will be 16% compared to the 

101% growth recorded in comparison goods expenditure. 
 
 Figure 3.3: Actual and Forecast Expenditure per Capita per Annum       

 2004 2011 2016 2021 
     
Convenience £1,536 £1,624 £1,699 £1,777 
Comparison  £2,950 £3,886 £4,796 £5,920 
Total £4,486 £5,510 £6,495 £7,697 

    

3.17 By applying these forecast growth rates through to 2021, it is evident that growth will 

still be significantly focused on comparison goods.  Indeed, in the next seventeen 

years, expenditure on comparison goods is set to double, based on current forecasts.   

 

3.18 If we apply this growth to the population of the North East Region, it is possible to 

understand the true impact of the potential doubling of comparison goods expenditure 

over the next seventeen years.  In fact, as set out in Figure 3.4 below, it is evident 
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that, of the £8.9 billion of growth in expenditure that will be recorded across the 

Region, 86% (or £7.9 billion) will be available to comparison goods retailing.  The 

actual forecasted increase in convenience expenditure will amount to £0.7 billion, 

which represents just 14% of total growth in expenditure.         

 
Figure 3.4: Actual and Forecast Expenditure Per Capita per Annum 

Year Population Convenience Comparison Total 
2004 2.61 4,009 7,700 11,709 
2011 2.62 4,255 10,181 14,436 
2016 2.63 4,468 12,613 17,081 
2021 2.64 4,691 15,629 20,590 
Growth (2004-2021) 0.03 682 7,929 8,881 

     Figures expressed in millions 

 

3.19 If the expenditure growth in comparison goods was converted directly into retail 

floorspace then this would represent almost two million square metres (or 21 million 

square feet) by 2021, based on an average sales density of £4,500 per sq m).  Whilst 

such a simplistic exercise is not robust in terms of forecasting future needs, it is 

evident that the forecasted increase of comparison goods expenditure is likely to 

trigger significant need for non-food retail development and will have land use 

planning implications. 

 

3.20 Notwithstanding the above analysis of comparison growth rates predicted by MapInfo 

Brief 05/2, White Young Green for the purposes of this strategic assessment have 

adopted a ‘goods based’ approach, taking into account these consumer retail 

expenditure forecasts derived from MapInfo.  However given the extended time 

horizon of this study we have adopted MapInfo’s ‘ultra long-term’ growth rate of 

+3.8% per annum as our basis for our retail capacity exercise. It is White Young 

Green’s view that this represents a more conservative and robust assessment to the 

figures noted above. 
 

 The Retail Market   
 
3.21 The retail market has been the subject of some profound changes over the recent 

past.  The mix of social and economic conditions that prevailed in the 1980’s 
triggered the arrival of a much more discerning consumer driven, not just by value for 
money but also increased selectivity and a demand for higher quality shopping 
environments.  These conditions continue to impinge on the nature of today’s retail 
market where consumer loyalty has become a vital ingredient in the success to 
retailers. Increasingly, successful shopping facilities have to fulfil the role of a 
destination location.  In large part this means providing a wide range of shopping and 
leisure facilities able to attract and retain the interest of the entire family.  In return, 
such schemes benefit not only from much wider catchment areas, but also from 
substantially longer shopping trips.  

 14



3.22 Over the last twenty-year period, the retail property landscape across the UK has 
changed dramatically.  Town centres, which began the 1980’s firmly in pole position 
with just over 28 million sq m, represented three quarters of all retail space in the 
country at the time.  However, since then this position has been severely challenged.  
Indeed by the end of 1988, the amount of traditional high street space is estimated to 
have dropped by 5.2 million sq m to just over 27 million sq m or 45% of all retail 
space in the UK.  This was mainly a consequence of the demise of retailing in tertiary 
locations within the centres. 

 
3.23 The decline of the traditional high street, however, should not be assumed to mean 

the decline of overall town centre trading.  New shopping schemes in centres or on 
the edge of town centres have brought not only more efficient space into the retail 
hierarchy, but introduced a quality of managed shopping environments, which 
could not be created within the context of the high street.  Managed shopping malls in 
town centres totalled 6.5 million sq m at the beginning of the 1980’s.  In 2000 they 
comprised over 10.5 million sq m, a 60% rise.  As a result 18% of all retail space in 
the country is now to be found in shopping malls located within town centres. 

 
3.24 As a whole therefore, the amount of retail space in town centres including both 

traditional and new space has not declined.  On the contrary, it has risen from around 
35 million sq m in 1980 to nearly 39 million sq m by 2000, a rise of 11% over that 
period.  Moreover, as much of this town centre development has comprised new 
shopping schemes with more efficient space, the decline of the town centre needs 
some careful interpretation. Town centres have now received a further boost in 
response to the tightening of planning controls on out-of-centre developments on the 
latter in the last two to three years, and new developments are under construction or 
planned in many major centres in the North East. 

 
3.25 In 1980 the out of town revolution was yet to emerge as a potent force.  At the time, a 

small number of retail parks had become established and the major food retailers 
were beginning to recognise the advantages of superstore trading.  Consumers also 
began to welcome the convenience of these new forms of shopping.  However, only 
around 10,000 sq m of out-of-centre retail floorspace existed at the beginning of the 
1980s. 

 
3.26 The rise of out of town retailing has been unparalleled, and by 2000, the amount of 

retail park space had grown to 4.6 million sq m, representing 7.5% of all the UK retail 
stock.  Superstores, mainly comprising stand alone food superstores, accounted for 
another 8.9 million sq m or 15% of the total retail stock.   

 
3.27 Other shopping malls in off centre locations provided about 0.8 million sq m in 2000 

compared with only 0.1 million sq m in 1980.  Out of town regional malls such as The 
MetroCentre comprised less than 80,000 sq m at the start of the period but increased 
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to nearly 1 million sq m by the end of 1998. Furthermore, with the high rate of 
residential construction during the 1980’s, local district centres expanded to an 
estimated 6.6 million sq m in 1998. 

 
3.28 There is increasing evidence that polarisation of centres is occurring across the UK, 

whereby large, more dominant retail markets (both in terms of town centres and out 
of town malls) have continued to outperform the average in retail growth terms. The 
reduction in the amount of new floorspace coming through the out of town 
development pipeline is likely to further inflate rents in the best retail parks and prime 
locations, adding further to the divide between prime and secondary retail property. 
Similarly, the more attractive and accessible town centres are likely to perform better 
than the less attractive centres. Town centre expansion will allow new opportunities to 
develop within the heart of towns which could dilute sales and rental performance in 
some locations, whilst encouraging it in others. The effects of such development on 
existing business will need to be carefully monitored.  

 
3.29 In the next twenty years the retail landscape will continue to evolve.  Taking the 

anticipated rise in the volume of retail sales, the expected trend in sales productivity, 
as well as the retail schemes already in the development pipeline, it is reasonable to 
expect further increases in total retail floorspace in major retail locations in the future. 

 
3.30 Certainly, future policy needs to be based on creating a balance between 

accommodating the dynamism of the market place, its increasing competitiveness, 
and the widening gulf between differing shopping locations. 

 

Trends in Non-food Retailing 
 

3.31 Overall, expenditure on non-food goods is increasing year on year, providing a stable 

platform for the domestic industry to grow. Within this context, however, there are 

significant variations. Perhaps most significantly for town centres, spending on 

clothing and footwear (£34.2bn in 2000) has declined from 6.3% of the market in 

1996 to 5.8% in 1999. Within this sector, ladies wear has seen the greatest sales 

reductions (16% since 1995). This is attributable largely to price reductions. In 

contrast, continuing innovation has created significant growth in the electrical goods 

market (at about 8% per annum). 

 

3.32 International market conditions and price deflation in some key sectors mean that 

many high street names are becoming increasingly vulnerable to takeovers. The 

merger and consolidation of companies is likely to lead to fewer national multiple 

outlets competing in the market place during the course of the Regional Spatial 

Strategy (RSS). This will have two principal effects for town centres:  
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• It will drive down demand in the longer term. As demand is the engine for 

reinvestment, this will reduce the attractiveness of investing in speculative 

redevelopment opportunities; and 

 

• It will make those retailers still in the market increasingly location-sensitive. This 

will increase demand from multiples for prime and ‘super-prime’ pitches, but 

reduce the attractiveness of other areas. The net result may be an increased 

occupation of core town centre shopping units by non-retail uses. 

 

3.33 Key retailers, such as Marks & Spencer and the Arcadia Group, are reducing the 

distribution of their operations and others, such as C&A, have left the domestic 

marketplace altogether. This is a result not only of price deflation, but also of 

changing shopping patterns. Many consumers are now prepared to shop in an 

increasing number of outlets for specialist or niche goods, rather than rely on 

household names, as was the case previously. The decision by Asda and Tesco to 

stock clothing has also had a major impact on this core area of high street trade. In 

fact in recent months there is a growing willingness by these traditional supermarket 

operators to open up new high street type units selling their clothing ranges.  As 

demand from these major anchor retailers decreases for representation in smaller 

town centres, more lower-order retailers and food/drink uses will occupy prime 

frontages.  

 

3.34 Increased sensitivity over future viability will mean a cautious approach to new 

investment for many key national retailers. Marginal locations within centres, and 

prime locations within smaller town centres, will be increasingly rejected. Many 

investment decisions will be influenced by the scale of commitment from other 

retailers; developers will increasingly need to promote large town centre 

redevelopment schemes if they are to attract high quality retailers. 

 

3.35 One area where significant growth is anticipated is the discount retail sector, which at 

the moment accounts for only 1% of sales in the UK. Growth in sales has been strong 

in recent years and this is set to continue, possibly with the aid of foreign (and 

particularly US) investment. 

 

3.36 In addition, the DIY market has grown in strength considerably, in line with the 

expanding DIY and home improvement culture.  The market grew by 55.2% between 

1996 and 2000 and in 2000 alone consumer spending in the market sector increased 

by 2.2%.  However, the Keynote Market Review (August 2001) anticipates that 

growth in the DIY market is slowing and more gradual growth was predicted for the 
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period 2001 to 2005.  Despite this, spending was forecast to reach £11 billion, at 

current prices, by 2005. 

 

 Retail Warehousing 
 

3.37 In terms of retail warehousing, the market is becoming increasingly sensitive to 

quality and location. Many retail warehouse operators will now only accept units on 

major mixed-use retail parks, leading to a decline in the popularity of free-standing 

units and older retail parks that are located away from the regional road network. The 

market is now dominated by the likes of Homebase, Ikea and B&Q, seeking units of 

10,000-12,000 sq m; and Matalan, Comet, Currys, Decathlon and Focus seeking 

flagship stores of between 2,500 and 5,000 sq m.  Demand is weakest in the size 

range where supply is greatest (of about 1,000 sq m). 

 

3.38 Many retail parks are unable to accommodate this new demand owing to the 

configuration of the existing units. In the context of low demand for the smaller ‘bulky 

goods’ units, many investors are seeking to create greater flexibility by incorporating 

mezzanine levels into existing outlets, and to remove restrictive conditions in order to 

increase the number of ‘non-bulky’ goods operators able to utilize the space.  More 

fashion wear retailers (including Next, George and TK Maxx) are experimenting with 

lower cost warehouse formats and many developers are seeking to provide fashion-

led out-of-centre retail parks (‘shopping parks’).   However, the Government is 

currently seeking to extend the planning controls over mezzanine floors which will 

effectively require operators to obtain planning permission.  

 

3.39 In this respect, over the past few years there has been significant activity recorded in 

the implementation of mezzanine floors within retail developments.  Whilst many of 

these developments were implemented through obtaining Certificates of Lawfulness, 

the main driver was the proposed second amendment to the 2005 GDPO, which will 

require all mezzanine developments in the future to obtain planning permission 

regardless as to whether or not a Certificate of Lawfulness has been obtained in the 

past. Given the anticipated deadline at the end of 2005 for the issuing of the second 

amendment, there has been significant activity in the retail development industry 

whereby mezzanines have been implemented or material starts on such 

developments have been made. Although the second amendment was not issued by 

the Office of the Deputy Prime Minister in early December as anticipated, it is likely 

that this will be forth coming in early 2006. Clearly, once this in place it is anticipated 

that the development of mezzanine floors within retail units will slow significantly 

given the need to obtain planning permission and apply the sequential approach for 

those mezzanine floors over 200 sq m (as outlined in PPS6). Therefore whilst there 
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has been a recent flurry of activity in providing additional floorspace through the 

introduction of mezzanine floors it is anticipated that through the second amendment 

the planning system will have much greater control over these developments in the 

future.  

 

3.40 The demand for new Factory Outlet Centres has subsided considerably, suppressed 

by increasing planning restrictions. However, these and other successful regional 

shopping centres, such as Merry Hill, are under pressure to extend and to increase 

their overall attractiveness by introducing complementary non-retail uses.  

 

 The Growth in Electronic Commerce 
 

3.41 Many consumers who previously shopped in town centres and retail parks are now 

using the Internet for some of their purchases. Indeed, research undertaken by 

market analysts Verdict found the internet was the fastest growing retail sector in 

2004, attracting one in four shoppers. With growth rates of more than 27%, the 

figures for buying online are six times better than for the traditional retail market over 

the last year. Verdict identify that part of this success is because of the trebling of 

shoppers using broadband connections. Furthermore, research suggested that 

people were not only shopping in greater numbers but were also spending more as 

companies improved the quality of their online offerings. 

 

3.42 Similarly, more people are also shopping through their televisions and channels like 

QVC, grew by nearly 15% during 2004. However, in the high street, the amount of 

goods ordered in-store for home delivery dropped by 16%, in spite of the overall 

increase in the home delivery market. Indeed, the Verdict report calculated that £1 in 

every £7 spent in the British retail sector in 2004 was on goods delivered to the 

doorstep. 

 

3.43 Verdict also identify that the most popular goods for home delivery were books, music 

and videos (20%). The next most popular purchase was electrical goods (19%) 

followed by clothing.  

     

3.44 This trend is set to continue, although the exact impact that e-commerce will have on 

the high street has yet to be established accurately.  

 

3.45 The food and grocery market is also growing fast and some estimates suggest that 

around 25% of the grocery market will be sold on-line by 2008 (The Institute of 

Grocery Distribution, 2001).  
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3.46 As access to the Internet increases through digital televisions and mobile telephones, 

proportionally less money will be spent in retail units than before, as more is directed 

to e-commerce. The effect of this will be to reduce spending growth and expenditure 

capacity. In turn, this will: 

 

• Affect the investment decisions of existing retailers, and over time, further reduce 

the demand for retail premises; and  

 

• Lead to the creation of new ‘sui generis’ retail collection centres on the edges of 

major conurbations. Experiments with 10,000 – 20,000 sq m units are already 

underway. 

 
Trends in the Leisure Industry  
 

3.47 The leisure market is complex, and, in contrast to the retail market, poorly 

researched, particularly with regard to forecasting the quantitative capacity for new 

forms of leisure developments.  This lack of research reflects the highly volatile 

nature of a market where fashion is the major determinant of demand, rather than any 

researchable long-term social or economic trends.  Thus whilst the headline 

indicators of the health of the leisure property market provide a useful barometer of 

trends and demand, they also clearly need to be considered alongside underlining 

drivers of change in lifestyle and leisure preferences when conducting a detailed 

appraisal of long term leisure capacity and need. 

 

3.48 Leisure markets can be measured by the amount of time devoted to activities but also 
in cash terms (unlike most consumer markets).  The amount of leisure time available 
may have increased over the long term but there are questions over recent short-term 
gains.  Unpaid overtime and longer commuting hours are harder to measure than the 
number of paid holidays, but these conditions of the 1980's and 1990's have 
undoubtedly put pressure on leisure time.    

 
3.49 Nevertheless, relatively high rates of growth in leisure spend, low inflation and 

interest rates, coupled with the offer of relatively long leases has made the leisure 
industry an attractive destination for investment funds.  There is, however, evidence 
of structural change and consolidation in many of the key leisure markets that will 
impinge on the demand for space and the performance of the sector over the medium 
term.   

 
3.50 Despite continuing pressures upon leisure time, it is evident that the leisure industry 

has grown rapidly since the mid 1980's.  This growth has primarily been driven by a 
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select number of leisure activities that have witnessed significant development and 
have important implications for the future of town centres.  They include: 

 
• Cinemas and theatre; 
• Ten Pin Bowling; 
• Health and fitness; 
• Gambling Sector; and 
• Cafes and restaurants. 

3.51 Due to the considerable growth in the leisure industry, a significant number of multi-
facility complexes (MLPs) for leisure activities have been developed, which have 
been facilitated by the rise in car ownership. MLPs came about as a natural 
successor to the out-of-town factory, office and retailing development of the 1960s 
and 1970s. In the 1980s and 1990s, development of leisure ‘boxes’ with several 
entertainments under one roof was strengthened by the ownership, during these 
decades, of many separate leisure businesses by the same company. Indeed, Mintel 
(2004) identify that groups like Rank, Bass and Ladbroke spread their interests 
across entertainment, gabling, bars and restaurants until the fashion for ‘leisure 
conglomerates’ passed away in the late 1990s. 

3.52 Accordingly, Mintel identify that given the current investment climate, ownership in 
leisure has shifted back to individual specialists, but there is still a demand for some 
of their cinemas, bingo clubs, nightclubs, tenpin bowling centres or branded 
restaurants to be situated on multi-leisure parks (MLPs). Furthermore, the ‘anchoring’ 
of the MLP by a multiplex cinema appears to be common place. Although, due to 
changing consumer habits, typical MLPs now offer a health club, a family 
entertainment centre, and a choice for eating and drinking.  

3.53 However, the Government’s objective of preventing further decline of town centres, 
has forced companies to look at urban projects, not only greenfield sites. Indeed, 
since the introduction of PPG6 and PPG13, there has been a gradual curtailing of 
out-of-town developments, although these are still going ahead. FPD Savills 
Commercial Limited and TW Research Associates (2003) identified that 182 retail or 
leisure schemes are expected to proceed before 2006. However, following the 
publication of PPS6, there is likely to be less out-of-town development in the future. 

3.54   Given the restriction on out-of-town development and the push towards town and city 
centre sites, it is likely that the size of schemes will be smaller due to constraints on 
the amount of land available. Therefore, it is significant to note that research 
undertaken by Mintel identifies that there is a developing trend to emulate the 
success of the high street by placing leisure in retail parks and vice versa, with this 
currently being the fastest-growing sector of the leisure and retail park industry. 
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3.55 However, research undertaken by Mintel identifies that those operators who prefer 
out-of-town or edge-of-centre sites, the lack of availability may cause them to halt 
expansion. In addition, many leisure operators need a lot of space for their offer, 
which may not be available in a town or city centre location. The increased cost of 
operating in town may also act as a deterrent. 

 
3.56 Notwithstanding this, it is evident that leisure is the most rapidly expanding sector 

of the economy and has experienced dramatic changes and growth during the last 
decade.  For example, the Mintel ‘British Lifestyles Report’ indicates that spending on 
out-of-home entertainment has increased by 29% in real terms between 1991 and 
2005.  The results of the 2000/2001 ‘Family Expenditure Survey’ (FES), as conducted 
by the Government’s Office for National Statistics, also indicates that total average 
weekly household spend on leisure goods and services (£70) represents the largest 
item in the household budget, higher than housing, food and motoring. Furthermore, 
spend on leisure services (including holidays, visits to the cinema, theatre and sports 
events), as a proportion of total average household spend, has increased its market 
share dramatically from 6% in 1974 to 13% in 2000/05. This growth has largely been 
at the expense of spending on food and non-alcoholic drink, which has experienced a 
reduction in its market share from 24% to 16% over the same period.   

 

 Cinemas and Theatres 
 

3.57 As well as having a high presence in most town and city centres, cinemas remain the 

most common facility on most leisure and mixed use schemes. Research by Mintel 

(2004) identified that cinemas are an important part of the leisure offer. Accordingly, 

the number of screens in the UK has continued to increase, up 30% between 1998 

and 2003. In contrast, the number of sites only increased by 2%, meaning that the 

average number of screens per site is now 4.4. There has been a distinct slow down 

in the number of sites being added, which only rose by one between 2002 – 2003, 

despite several openings and closures.   

 

3.58 The number of multiplex sites in the UK has risen by 41% since 1999, whilst the 

number of screens has increased by 46%. At the end of 2003, they stood at 237 and 

2,378 respectively. This growth represents 31% of UK sites and 69% of screens, 

Growth in this sector has slowed considerably however, with only 5 new sites 

proposed or being built in 2003 according to the British Film Institute. Mintel identify 

that development has slowed down in this sector, due in part to a lack of suitable 

sites and a degree of saturation in many areas. 

 

3.59 Vue is the largest operator of multiplexes in the UK, with 40 sites and 386 screens at 

the start of 2004. In terms of major operators, the whole portfolio for VUE, Cine UK 

and Showcase sites and screens are classified as multiplex. The UK cinema 
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continues to be led by just five main brands (Odeon, UCI, UCG, VUE and Showcase).  

The industry has experienced significant consolidation in recent years, which saw the 

sale of Warner Village to SBC, who have now refurbished facilities under the VUE 

branding.  The uncertainty in the market is also compounded by the fact that UCI 

(one of the key operators in the UK) is up for sale.  This would, of course, be subject 

to competition laws. Odeon is the current market leader in terms of number of sites 

and screens, with more than twice as many sites as its closest rival (UCG). The main 

five operators own 35.3% of cinema sites in the UK and 60.4% of screen. In contrast, 

whilst independents operate 50% of the sites, they only have 20% of the screens. 

According to Mintel, the majority of cinema goers visit the cinema once every two to 

four months, and the percentage has increased steadily since 1996, to reach 19% of 

the population. 

 

3.60 Regular cinema going has become more popular by 2003, when 38% of respondents 

attend more frequently than once every 6 months, compared to 32% in 2001, and 

30% in 1996. Those aged 15-19 and 20-24 tend to go most frequently. Over 55s only 

tend to visit once a year or less often. 

 

3.61 When analysing the visitors by cinema, people will simply visit the closest cinema to 

them that is easily accessible. With the majority of cinemas showing the same films in 

a similar environment at an almost identical price, brand loyalty is almost non 

existent. This is likely to become of increasing importance in the future, when growth 

is slowed by the lack of suitable sites and competition on price terms is unpopular, 

given the current practice of negotiating distribution by box office percentage.  

 

Age Trends 

 

3.62 Age is one of the factors that has the most effect on the cinema visiting. As illustrated 

in Figure 1, Mintel‘s research reveals that the older the respondent, the less likely 

they are to be frequent cinema goers or to visit the cinema at all. Whilst only 9% of 

15-19 year olds never visit the cinema, this rises to 41% of 55-64 year olds, and 62% 

of those aged over 65. Those in the 15-19 age range tend to visit the cinema more 

often and this group is set to rise in number marginally from 2004-2006, although this 

rise will not be as large as the one that was experienced over the previous two years.  

 

Socio-Economic Structure 

 

3.63 Those in C2 and D socio-economic groups are twice as likely as the ABs not to visit 

the cinema. Those in A, B and C1 social classes tend to visit the cinema frequently 

 23



that is every 2 to 4 months or more often. Examination of population trends from 2002 

– 2006 shows that AB and C1 social classes are set to increase. 

 

Consumer Expenditure 

 

3.64 Levels of personal disposable income and consumer expenditure are of relevance to 

all areas of discretionary spending and the cinema is no exception, despite its 

relatively low cost compared to other leisure markets. Figures from National Statistics 

2002-2003 Expenditure and Food Survey indicate that the average amount spent on 

recreation and culture has increased by almost 4% on the previous year’s totals, to 

reach 13.9% of the average weekly income or £56.40 out of a total budget of 

£406.20. Out of this amount, £5.60 was spent on visiting the cinema, theatre or 

museums. One of the major drivers in the industry in the past two years has been the 

quality of the films on general release. There have been a number of ‘blockbusters’ 

that have helped to generate record years at the box office. These include Lord of the 

Rings and Harry Potter. Another reason for the great increase in box office figures 

(for 2002) is the number of films that contain ground breaking special effects. Often 

this means that seeing them on the ‘big screen’ becomes an imperative, and it is less 

likely that people will wait for them to come out on video or DVD.  

 

Market Size and Trends 

 

3.65 The number of cinema admissions in the UK reached new heights in 2002, rising to 

the highest recorded figures since 1975. A total of 176 million people visited the 

cinema, an increase of 12.9% on the previous year. This was largely achieved 

through the popularity of the films on release and in particular the phenomenal 

success of Lord of the Rings and Harry Potter with both films grossing £54 million in 

the UK in 2002. Admissions fell in 2003 by 5% to 167.3 million. Part of this was put 

down to the exceptionally long hot summer, when many in the UK stayed away from 

the cinema.  

 

3.66 The average number of screens per site increased over the period from 3.8 to 4.4. 

Unsurprisingly, average sales per site increased significantly from 1999 to 2003 yet 

average sales per screen have failed to follow this trend; although they rose by 7% 

over the period, in real terms they have fallen by 14%. This fall is despite the increase 

in attendance and box office charges.  

 

3.67 The number of cinema screen in the UK increased by 5.7% between 2001 and 2003. 

The same pattern of growth was not experienced in every region, with a number of 

screens in the Midlands, Northern Ireland and Border falling. The greatest increase in 

 24



screen numbers was seen in the Southern region, where 36 screens were added, 

overtaking the Wales West region in terms of market percentage. Increases of more 

than 10% were experienced in Central Scotland and the East of England. For the 

majority of areas however, whilst the number of screens may have increased, overall 

market share remained broadly similar.  

 

The Future 

 

3.68 The population of the UK is aging and this age group is set to experience the biggest 

rise in numbers over the coming years. Half of the UK adult population is over 45 and 

this group will increase by 2.4% from 2002 – 2004, at twice the rate of the population 

as a whole. This group tend to be overlooked by the film industry, where leading roles 

for women in films over the age of 45 is somewhat rare, with films geared towards 

younger generations. Therefore, there is a need to redress the balance to widen the 

appeal of cinemas in the future.  

 

Consolidation 

 

3.69 The cinema industry is somewhat fragmented and consolidation is likely to be the 

theme for some years to come. Some of the major chains have already changed 

hands and others are up for sale or open to offers. Whilst 5 brands currently 

dominate, this number is widely expected to fall to three or even two in the years to 

come, provided that they have managed to overcome any objections from the 

Competition Commission. It is argued that this move is necessary in order to wield 

power in the face of Hollywood domination. Distributors negotiate the rights to their 

product on a film by film basis, and can demand a high percentage of box office 

takings for popular films by damaging cinema profit margins. 

 

Health and Leisure Clubs 
 

3.70 Mintel (2004) identifies that health and fitness clubs are one of the fastest-growing 

leisure industries despite them not being considered suitable (on their own) to anchor 

a leisure scheme.  

 

3.71 In 2001 the British spent £3 billion on participation in sports and keeping fit, with the 

balance of spending shifting towards fitness and away from sports and games. 

Spending is now equally split between committed subscriptions to clubs or centres, 

and the more casual ad hoc spending on sports and games. The UK had over 2000 

leisure centres in 2001, mainly conceived and built in the 1970s and 80s, but with the 

majority now including fitness facilities that may rival local health clubs. Around 20% 
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of these are managed privately by companies such as Kunick PLC and they continue 

to be owned and managed largely by local authorities that benefit from public 

subsidy. The number of private health clubs continues to grow, particularly those in 

the largest group such as Fitness First PLC, David Lloyd Leisure Ltd, Esporta PLC, 

Cannons Group Ltd, and Holmes Place PLC. Most leading health club companies are 

quoted on the stock exchange and although still expanding in the UK, they are all 

developing club interests abroad. Health consciousness is the most important 

underlying factor for growth, coupled with a desire for the latest older generation to 

retain youthful looks and lifestyles.  

 

3.72 The average profile of clubs and centre usage is maturing, moving on from the 

intensive use of gyms by younger fitness enthusiast. Most consumers are leaning 

towards holistic fitness and the US concept of ‘wellness’, bringing in more gentle and 

more sociable activities in clubs. The clubs are also developing as social venues for 

families and older people to meet. In this case, the club acts as the centre of their 

leisure lifestyles. Saturation is anticipated to be still a few years away, assuming that 

the demand for keeping fit is maintained, although later in the 2000s it may become 

difficult to maintain the current price levels, Local competition for membership and the 

usage of sports facilities is becoming more intensive, and clubs and centres are 

having to differentiate more, by making themselves more affordable and, having a 

family orientation (in the case of Esporta’s Eden clubs), taking an adults only route. 

There has been a total consumer spending increase of only 24% between 1997 and 

2005. In the same period, expenditure on sports participation grew much faster at a 

rate of 36.4%. Most of this growth was accounted for by club subscriptions rather 

than ad hoc payments. This is explained by 2 factors: 

 

• A shift towards fitness activities which tend to be regular and have private clubs; 

and 

• The movement from public leisure centres to private clubs which insist upon 

subscriptions.         

 

3.73 The regional variations demonstrate a varying pattern of health club development 

with cities and affluent suburbs most likely to offer a wide choice of facilities. The 

urbanised and affluent regions have the highest club penetration rates, mainly 

London, the South East and the North West. Lowest membership rates for clubs are 

in Wales and the far North of England, whilst those in Wales and Scotland are least 

likely to join gyms.  
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Forecasts 

 

3.74 Given the number of new developments in the past, growth has gradually become 

harder to achieve and membership costs of private health clubs are likely to fall 

sharply as saturation looms and clubs attempt to buy market share with special 

offers. This will also drain users and resources from the public leisure centres. 

However, more public/private partnerships should help the local authorities become 

involved in attracting new developments, and although a degree of maturity is 

emerging in the market for new health clubs, there remains a dynamic feeling in the 

sector. Research by the Fitness Industry Association (FIA) 2000 found that 80% of 

operators remain confident of growth. Inevitably it becomes more likely that health 

club companies will tackle market saturation by taking over their competitors rather 

than risk opening too many new sites in a crowded marketplace. Key Note estimates 

that the market will shrink from a dozen to less than four or five major players. The 

businesses are largely homogenous in what they offer and the types of customer they 

serve, and a downturn in the economy would certainly force companies to look for 

buyers or consider mergers. There is no reason why a group cannot contain both 

large and smaller clubs.  However, this may entail separate branding.  On this basis, 

in the future we may see the reduction of operators to just two or three dominant 

national operators. 

 

3.75 Demographic trends are particularly important in this market, particularly in terms of 

the make up of the local population in the neighbourhood of the health club or leisure 

centre. At a national level, the UK population will grow gradually over the next five 

years. The strongest expansion is expected to be in the 55 – 64 year old bracket. 

However relatively few of this age group will want to be members of clubs or centres 

which focus on twenty 25 to 34 year old age group.  Traditionally those who are most 

likely to seek the conditioning in a gym as they get older will decline in number in the 

future. Furthermore, those who took up fitness centred lifestyles in the 1980s, when 

private clubs and aerobic classes came into fashion, are now approaching middle age 

with the acquired habit of regular training. Originally single 20-30 year olds now have 

children and are most probably keen to introduce them to a healthy lifestyle based 

around sport or fitness. Therefore, the demand for venues that are suited to the 

needs of 35-54 year olds also equates to the demand for family facilities. 

 
3.76 Notwithstanding this, research undertaken by Key Note (January 2004) identifies that 

the prospects for the health clubs and leisure centre industry remains strong, despite 

difficult trading conditions in 2003. Accordingly, forecasts for the market confirm that it 

is set to grow by 15.5% over the period 2004 and 2008, outpacing the growth in 

general consumer spending. 
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Restaurants 
 

3.77 In the UK the choice of restaurants is characteristically broad as a result of consumer 

willingness to adapt to new styles of eating and drinking from all over the world. 

Japanese sushi, Spanish tapas and Indonesian restaurants have joined the more 

traditional Indian, French, Italian and Greek restaurants that can be found in the 

majority of British towns. In 2003, the most traditional British menu at the local public 

house or hotel counted for 16.3% of the total restaurant meal market, followed by 

burger restaurants (13.8%). Key Note Survey shows that of the adults who ate in a 

restaurant in the last 12 months, 2/3 visited for dinner and around ½ ate lunch in a 

restaurant in the last 3 months. Frequent usage of restaurants is closely correlated to 

social grade and income, with 83.6% of ABs visiting restaurants in the evening in the 

last 12 months. Another important factor is whether both partners in the household 

are working, which makes it practical and affordable to eat out regularly. 

 

3.78 Young adults tend to prefer branded restaurant chains although the majority of 

restaurants focus on families. Research conducted for Key Note found that (in 2004) 

the usage of branded chains continued to decline despite their high profile in the 

market. Usage of the leading restaurant brand, Pizza Hut, decreased by 6 percentage 

points like most other chains, Brewer’s Fayre, Harvester, Little Chef, Beefeater etc 

recorded a lower penetration than three or four years earlier. Since 2001, growth in 

the restaurant meals market has been relatively slow as a result of the slow down in 

demand for fast food. This is due partly to market saturation, the obesity debate and 

the rise of healthy eating values. Fast food chains are remedying this problem with 

improved menus, and McDonalds, the UK’s and the world’s largest restaurant chain 

announced that it would stop offering super size meals to help tackle obesity.  

 

3.79 Despite these changes, Key Note (January 2005) identify that consumer spending on 

restaurant meals stalled during 2003 and 2004, as a result of falling confidence 

combined with the negative impact of publicity on fast food, obesity and healthy 

eating. Accordingly, in the five years to 2004, growth of spending of 11% was well 

below total growth in the consumer economy. However, consumer research (Key 

Note) identifies that the majority of adults eat out regularly, rising to more than 80% 

among the most affluent professionals. Avoiding cooking at home has become part of 

the lifestyle of busy consumers, particularly with families with two earners. 

Consequently, the basic demographic trend should underpin steady growth in the 

future, once the uncertainties of mid-decade are overcome.   
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Market Trends 
 

Busier working lifestyles  

3.80 Busier working lifestyles and the rising number of dual income families are 

undoubtedly reducing the time available for home cooking. As a result, eating out has 

become a regular feature rather than a luxury of the working week. In fact, 

restaurants are targeting these ‘cash rich-time poor’ customers 

 

Eating out as a leisure activity 

3.81 For many customers, eating out is now part of the leisure experience. The location of 

restaurant outlets has encouraged this trend. For example it is now common for these 

outlets to be situated close to leisure venues and cinema complexes. Eating out 

associated with travel is also on the increase. The spread of the low cost no frills 

airlines that do not provide in flight food have boosted sales of catering outlets at 

airports.  

 

Menu diversification 

3.82 Menu diversification and changes are now almost regular features of most branded 

chains. Pub restaurants in particular have started to introduce broader base menus 

and more frequent menu changes as a means to maintain customer interest in an 

increasingly competitive market. 

 

Greater choice of restaurants 

3.83 New types of restaurant emerge regularly in the UK and often profit from the open 

minded nature of the British with regard to food and drink. Many cities and large 

towns now offer a wide range of culinary styles. 

 

Forecasts 

3.84 Key Note forecasts that in 2004 the total UK restaurant meals market will be worth 

£12.4 billion, a rise of 3.3% on 2003. Overall the market is expected to grow by 23% 

between 2004 – 2008 to £15.25 billion.  

 

3.85 Between 1999 and 2008, Key Note forecast that the value of the UK restaurant meals 

market will have grow by 49.2%. At 23%, the growth forecast for the next 5 years 

(between 2004 – 2008) is faster than the increase experienced in the previous five 

years, 17.4%.  

 

3.86 Another profound change taking place in the UK is the licensing of outlets selling 

alcohol. This is likely to change the character of many outlets, such as pubs and 

hotels, which already play a major role in the eating out market. The distinction 
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between a pub and a restaurant or café is likely to become even more blurred. For 

example, a pub could well consider moving into the market for take away food, in 

order to provide customers with the option of having a drink and taking a meal home. 

Another possibility is that the fast food majors; that have traditionally been unlicensed 

in the UK (historically being attributable to alcohol being even more restricted in the 

US than in the UK), might utilise a more liberal licensing regime to move into the 

drinks market currently dominated by pubs 

 

3.87 Key Note’s forecast for continuous growth in the restaurants market is based on the 

fact that eating out has become a major factor in the lifestyle of the younger 

generations. As a result of nearly a decade of economic growth in the UK, the 

majority of young adults aged between 18 and 35 have no problem finding 

employment and both partners are increasingly likely to work full time. This makes the 

eating out option more attractive than ever. Restaurants in the UK will also continue 

to benefit from a characteristic of the British – a willingness to experiment with new 

foods and drinks and eating out concepts such as tapas or sushi bars. This is partly 

derived from foreign travel which is also increasing and expanding to new countries, 

making it possible to introduce new styles of cuisine. 

 

Hotels 
 

3.88 The UK hotel market generated estimated revenue of £10.18 billion in 2002, an 

increase of 3% in 1998. The growth of the late 1990s has given way to a decline in 

revenue since 2001, with the market having decreased 7.7% over the 2 years 

between 2001 and 2002. The hotel market can be divided into two main sectors, 

corporate and consumer. The corporate sector is the most significant in terms of size. 

Revenue in this sector is not only generated in terms of room nights, but also from the 

usage of facilities including conference and meeting rooms. Many of the major hotel 

groups have established separate brands for this market. However, the corporate 

sector is adversely affected by international events, such as 9/11 and the Iraq war. 

 

3.89 The consumer sector has fared slightly better. Many hotel groups have moved their 

focus towards the leisure market in order to compensate for shortfalls in business. 

However, the rise in budget airlines has provided a considerable challenge for the 

consumer sector as consumers are now in the position to choose between breaks 

abroad or domestically and in some cases there is little price difference between 

them. The hotel market continues to experience a high level of activity among the 

major players. Major developments in 2002 and 2003 include the sale or Travelodge 

to Permira, a new name – Intercontinental Hotels Group and the acquisition of 
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Thistles Hotels by BIL International. In addition, companies continue to expand or 

consolidate their portfolios in line with demand.  

 

3.90 Investment in both refurbishment as well as new build continues. There has been a 

slight rise in the percentage of the UK population staying in hotels for both leisure and 

business purposes. Three of the above operators intend to concentrate this kind of 

accommodation in 2003. The largest increase has been in weekend stays for 

consumers and short mid week stays for business travellers. Key Note anticipates 

that there will be some recovery in the UK hotel market in 2004, which will be 

followed by a gradual growth in the hotel industry over the next five years. Companies 

have been proactive in their approach to various issues affecting the global travel 

market and have positioned themselves well in preparation for an upturn in the 

market   

 

 Ten Pin Bowling 
 

3.91 National statistics indicate that expenditure on tenpin bowling reached a peak in 

1995, when 12.4% of the population played regularly. This represented a rapid 

growth from the 1985 figure of 2.1%. Since 1995, participation has fallen slightly each 

year, and stood at 5.3% in 1998. Notwithstanding this, expenditure rose from £176m 

in 1994 to £201m in 1998. These increases are due largely to the propensity of 

existing customers to spend more on ancillary services, such as food and drink, when 

at the bowling alley. 

 

3.92 It is anticipated that the popularity of tenpin bowling will continue to decline. Tenpin 

bowling has undergone a shift in patronage in recent years, with attendees now more 

likely to be part of group visiting the location for mixed leisure activities rather than 

solely for ten-pin bowling. This is borne out by figures that suggest the ‘dwell time’ in 

modern bowling centres is three to four hours, rather than one to two hours in the 

older centres. Therefore, although demand for ten pin bowling alleys is likely to be 

restricted, demand for the expansion and refurbishment of existing venues may 

increase. 

   

Gambling (including Bingo) 
 

3.93 Expenditure on gambling increased by 73% between 1994 to 1998, from £3.8bn to 

£6.6bn (Mintel, 1998), largely as a result of the National Lottery. The most recent 

figures issued by Key Note suggest the industry is now worth over £7.2bn. Bingo 

continues to be a prominent leisure activity, attracting around 8% of the population 

consistently during the 1990s. There is unlikely to be a notable level of demand for 
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new bingo halls, although some halls may be incorporated into larger ‘leisure’ 

destination centres.  

 

3.94 Although spending on the national lottery is set to remain largely static, or possibly 

decline, with the change in gambling laws to allow the establishment of regional 

casino resort hotels, expenditure on gambling is set to increase considerably, 

principally in association with domestic tourism. The market is highly optimistic and is 

anticipating considerable expansion in the next few decades.  

 

3.95 Despite the slowdown and virtual stagnation of the bingo market over recent years, 

market experts still predict strong overall growth for the gambling industry.   However, 

this largely depends on the proposed changes in legislation forwarded in the recent 

report prepared by the Gambling Review Body (otherwise referred to as the ‘Budd 

Report’).  The Gambling Bill received Royal Assent on 7th April 2005, and became the 

Gambling Act 2005.  The legislation framework will help promote and simplify current 

regulation.  The Bill also establishes a new regime for the regulation of commercial 

gambling in Great Britain, including the establishment of a new regulator, the 

Gambling Commission that will be independent of Government.  The Government 

wants to path the way to new larger, format driven casinos across the UK, which will 

have implications for land use planning and thus any future spatial strategies. If fully 

implemented, this will lead to significant market adjustments in the sector and a rapid 

expansion in UK casinos.  In enacting the legislation the Government has agreed to 

an initial pilot phase of one regional casino within the United Kingdom.    

 

3.96 The likely result of this overhaul of gambling legislation will be an increase in the 

number and size of casinos.  Market experts forecast an increase from 123 to 450 

venues, although it is difficult at this stage to predict the potential increase in total 

casino floorspace.  One of the likely changes is the introduction of resort casinos, 

which may help to regenerate some of Britain’s declining resort towns.  The most 

advanced is Blackpool, where the local authority is promoting a vision to reinvent and 

re-brand the town as a unique entertainment experience.   

 

3.97 It is difficult to predict whether the relaxation of gambling legislation will lead to 

increased demand in other cities and towns, such as those within the North East. 

Opportunities will certainly arise and investors will be keen to exploit local markets to 

capitalise on the new legislation. The development of casinos also requires significant 

amounts of other associated land uses alongside the actual casino, including 

restaurants, family entertainment space, retail, residential, offices and hotels.  
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 Summary 
 

3.98 While in-town leisure development is likely to continue, particularly in the light of the 

government’s recent publication of PPS6, which focuses on rejuvenation and 

proactive planning, research undertaken by Mintel identifies that there is a feeling 

among some operators that this may result in a slowdown in expansion. In-town 

schemes may not offer much scope to some operators, particularly those that need a 

lot of space in which to operate, and overheads tend to be higher in town and city 

centres. Given space restrictions, future schemes may be smaller in scale and 

developers may be attracted to previously neglected areas, such as market towns 

and smaller cities.    
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4 FINDINGS OF THE 2002 STUDY  
 
 Introduction 
 
4.01 The previous Regional Retail and Leisure Needs Assessment considered need for, 

and distribution of, new shopping and leisure development in the North East Region 

over the period 2002 to 2016 and was prepared in connection with the review of 

RPG1: Regional Planning Guidance for the North East. 

 

 Methodology Adopted 
 
4.02 It is significant to note that the 2002 Study utilised the findings of a household survey 

to project forward existing shopping patterns to 2006, 2011 and 2016. In identifying 

population and expenditure within the Region, these were derived from MapInfo. 

However, it is significant to note that expenditure data was provided on a ‘business 

base’. In this respect, the recently published PPS6 highlights that a needs 

assessment should: ‘…relate directly to the class of goods to be sold from the 

development (‘business-based’ cases will not be appropriate).’ (Paragraph 3.10).  

 

4.03 Therefore, the methodology applied in this study would not now satisfy the 

requirements of PPS6, which has been published since the completion of the 2002 

Study. Notwithstanding this, we set out below the key findings of the previous study. 

 

 Conclusions and Recommendations of 2002 Study 
 
 Existing Retail and Leisure Provision 

4.04 The 2002 Study identified that the main concentrations of retail and leisure provision 

are within the urban areas of the Region, contained primarily in the sub-regions of 

Tyne & Wear and South Northumberland (which includes Newcastle-upon-Tyne, 

Sunderland and the Metro Centre) and Tees Valley and North York Moors (which 

includes Middlesbrough, Darlington, Redcar and Hartlepool). 

 

4.05 Furthermore, the previous study identified that the distribution of retail floorspace 

reflects the distribution of resident population within the Region with the exception of 

the Durham Sub-Region, where the proportion of the Region’s floorspace was 

identified to be significantly below the proportion of the population within the Region. 

 

 Potential Future Development Requirements  

4.06 In terms of future capacity (assuming no chance in market share) the 2002 Study 

identified that there was capacity by 2016 of approximately 709,000 sq m (net) of 
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non-food retail floorspace by 2016. Understandably, the majority of this capacity was 

identified within the Tyne & Wear and South Northumberland Sub-Region (406,000 

sq m) and the Tees Valley Sub-Region (229,000sq m). However, the report identified 

that 240,000 sq m of non-food retail floorspace is already committed in the Region. 

 

4.07 With regard to qualitative need, the 2002 Study identified that the Region displays a 

high level of sustainability in association with shopping trips with little ‘leakage’ from 

the Region to major outlying centres. However, specific sub-regions were identified to 

have an underprovision of retail floorspace in relation to population. Furthermore, 

significant shopping trips in the North Northumberland Sub-Region are being made to 

facilities outside the sub-region, most notably to Newcastle and the MetroCentre. 

Therefore, the study considered that the Durham area to have the greatest qualitative 

need for the expansion together with the rural areas of Berwick-upon-Tweed, Bishop 

Auckland and Hexham.  

 

4.08 Furthermore, as acknowledged in the Draft RSS, the previous Retail and Leisure 

Need Assessment concluded that the centres of Newcastle, Sunderland and 

Middlesbrough contain a broader range of retail and leisure provision. Darlington, 

although smaller, provides a wide range of services to a large hinterland that crosses 

the regional boundary into North Yorkshire. The MetroCentre also provides higher-

order retail facilities. 

 

4.09 The 2002 Study also defined Durham City, Hartlepool and Stockton as important 

centres for retail and leisure facilities. Whilst these centres are identified not to exert 

the same influence as those mentioned above they do have an important role in 

serving wide hinterlands.  
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5 NORTH EAST’S POPULATION AND EXPENDITURE  
 
 Introduction 
 
5.01 In assessing the future ‘needs’ within the Region, we have utilised the findings of the 

household survey completed in May 2002 in order to identify the likely sphere of 

influence of the major centres identified in the Region. Whilst we acknowledge that 

there are some limitations to survey research, particularly for large catchments, the 

results provide important broad indicators as to consumer preferences in relation to 

where people live and shop. This enables analysis of particular sub-areas, which 

helps to evaluate the actual draw of major centres and how they impact upon the 

market share of smaller centres. Therefore, the threat of competing centres (and out-

of-centre development) can be highlighted more easily. 

 

5.02 It is important to note that this model represents a ‘snap shot’ in time and that as new 

retail development is developed (e.g. major redevelopment in Newcastle-upon-Tyne 

City Centre), there will be changes to shopping and expenditure patterns. White 

Young Green recognise that there is no ability to build into the model an update 

mechanism to predict the likely future expenditure on completion of any new large 

developments. In light of this, it will be the responsibility of local planning authorities 

to regularly monitor development and its impact on shopping patterns within its 

administrative boundaries and beyond.    

 

 Regional Characteristics 
 

5.03 The North East covers an area of around 850,000 hectares from the Scottish Borders 

in the North, to Yorkshire and the Humber and North West Regions to the south and 

west respectively. Two-thirds of the region, primarily to the north and west, are rural 

in character, sparsely populated with large expanses of attractive upland and coastal 

countryside. Economic activity is focused within the region’s two conurbations (Tyne 

& Wear and Tees Valley) and its main towns.  

 

 Catchment Definition 
 

5.04 As part of the previous 2002 Study, a telephone survey into the shopping and leisure 

habits of 2,500 households was undertaken within the North East Region to inform 

the study.  
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 Catchment Population 
 
5.05 The population within each postal code has been calculated using MapInfo TargetPro 

Base data. MapInfo estimate population each year up to 2016, these population 

projections are produced at Census Output Area and extend the figures from the 

2001 Census through to 2016 utilising 2002 ONS mid-year estimates. However, for 

the period between 2016 and 2021, we have rolled forward the average interpolated 

population change over the period 2011 and 2016.  

 

5.06 It is important to note that the MapInfo projections are based on past trends rather 

than planning information. Therefore, as part of our assessment of retail and leisure 

capacity we have based our assessment on two scenarios, Scenario 1, which is 

based on the population figures identified by ONS (derived from MapInfo) and 

Scenario 2, based on the assumptions for the net additional dwelling provision (2004-

21) prepared for the Draft Regional Spatial Strategy (RSS) for the North East (June 

2005). It is significant to note that Survey Zone p (Thirsk) within the Tees Valley and 

North York Moors Sub Region extends beyond the RSS region. Therefore, for the 

purposes of our assessment, we have utilised the ONS population projections for this 

survey zone.  

 

5.07 Scenario 1 identifies that the adopted study area contains a resident population of 

2,613,917 (2004 estimate), which is set to increase by 0.87% (or 22,672) to 

2,636,589 by 2021. In comparison, we have utilised the same base population for 

2004 for Scenario 2 but identify that the population will increase (interpolated) by 

1.43% (or 37,300) to 2,651,217 by 2021. Clearly, the assumption identified in the 

RSS identifies a higher population than that identified by the latest ONS-projections 

(a difference of some 14,628 by 2021) as illustrated in Table 5.1. 

 
 Table 5.1: Resident Population of Survey Area  

 2004 2011 2016 2021 Change 
(2004-2021) 

Survey Area      
Scenario 1* 2,616,858 2,626,594 2,636,589 +22,672 
Scenario 2** 

2,613,917 
2,629,212 2,640,191 2,651,217 +37,300 

 Source: *MapInfo TargetPro Database 2005 
 **Derived from the North East Regional Assembly (October 2005) and assumes an interpolated 

population increase 
 

5.08 Population figures have also been derived for each of the identified sub-regions in 

addition to the 16 zones identified throughout the North East Region. Figure 5.1 

indicates that most of the population is concentrated within the Tyne & Wear and 

South East Northumberland Sub-Region, which contains 48% of the Region’s 

population. The next two highest concentrations are within the Durham and Tees 

Valley and North York Moors Sub-Region (18% and 28% respectively).  
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 Figure 5.1: Proportion of North East Population by Sub-Region 
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 Expenditure  
 

5.09 In order to calculate comparison (non-food) goods expenditure per head, White 

Young Green have again utilised MapInfo TargetPro Base Reports, which provide 

detailed information on local consumer expenditure and which take into consideration 

the socio-economic characteristics of the local resident population. 

 

5.10 In respect of the ‘goods based’ approach adopted for this study, the consumer retail 

expenditure forecasts are derived from MapInfo Brief 05/2, which was published in 

September 2005. Taking into account the time horizon of this study, White Young 

Green have adopted MapInfo’s most conservative ‘ultra long term’ figures (+3.8% per 

annum) together with actual growth rates for the period 2001 to 2004, which are 

identified in Brief 05/2 to be +9.6%, +8.7% and +1.6% respectively for comparison 

goods. In contrast, the 2002 Study utilised the ‘long term’ growth trend set out in 

URPI Information Brief 99/1 of +3.3% per annum. 

 

5.11 Using these forecasts we have produced expenditure per capita estimates for each 

survey zone in 2004, 2011, 2016 and 2021.  

 

5.12 In addition, comparison goods expenditure per capita has been divided into two 

categories: those which are considered ‘bulky goods’ (electrical, furniture and DIY 

goods) and those that are referred to as non-bulky goods (such as clothing and 

footwear). However, although previous Information Briefs provided by MapInfo (e.g. 

Brief 98/3) identified specific trends in furniture, clothing, electrical and DIY goods 

expenditure, the approach adopted in Brief 05/2 is the same approach advocated in 

PPS6. In this respect, PPS6 stipulates that when assessing quantitative need for 

additional development, expenditure levels should relate to the class of goods to be 

sold within the broad categories of ‘convenience’ and ‘comparison’ goods.  
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5.13 Notwithstanding this, both ‘bulky’ and ‘non-bulky’ goods within the comparison sector 

have been analysed for the purposes of this study in order to provide a qualitative 

assessment. In this respect, the performance of different goods as identified by the 

household survey has been identified in order to assess if there are any particular 

qualitative issues relating to specific retailing not currently well provided for in the 

relevant zones and sub-regions. 

 

 Scenario 1 

5.14 By applying these expenditure per capita estimates to the identified ONS-population 

projections, we identify that the Region generates comparison goods expenditure of 

approximately £6,742m in 2004 increasing to £12,834m by 2021, an increase of 

some £6,091m between 2004 and 2021. On this basis, non-bulky comparison goods 

expenditure is identified to represent 53% (or £3,556m) in 2004 of all comparison 

goods expenditure. Non-bulky comparison goods expenditure is identified to increase 

to £6,770m by 2021, an increase of £3,214m (or 90%) between 2004 and 2021. 

 

5.15 Consequently, ‘bulky goods’ expenditure is identified to comprise £3,186m in 2004, 

which represents 47% of all comparison goods expenditure generated in the study 

area. Bulky goods expenditure is identified to increase by £2,878m (or 90%) between 

2004 and 2021 to £6,064m by 2021.   

 

 Scenario 2 

5.16 Based on the population assumptions submitted as part of the Draft RSS (June 

2005), our assessment identifies that all comparison goods expenditure will increase 

to £12,946m by 2021, which is higher than that identified in Scenario 1 (by some 

£112m).  

 

5.17 Accordingly, in terms of non-bulky and bulky comparison goods, based on the 

population assumptions adopted for Scenario 2, we identify bulky goods expenditure 

generated in the catchment area of £6,117m in 2021 and £6,829m for non-bulky 

goods in 2021. In comparison, Scenario 1 identifies expenditure of £6,064m and 

£6,770m respectively by 2021. Clearly, the difference in population has an impact on 

the comparison goods expenditure generated in the catchment.  

 

5.18 On this basis, for the purposes of assessing ‘capacity’ we have utilised both 

population estimates.  
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 Figure 5.2: Available Expenditure within the North East (2004-2021)  
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 North East Market Share 
 

5.19 Having calculated the likely level of comparison goods expenditure that is generated 

by the resident population living within the North East Region it is also important to 

understand what proportion of this expenditure is currently attracted to retail facilities 

in the Region. 

 

5.20 The amount of trade that is captured by a particular area or centre within a defined 

catchment is often referred to as its ‘market share’. By utilising the findings of the 

household survey it is possible to identify shopping patterns within the Region and 

estimate market shares for particular goods. In this respect, specific questions 

relating to where people shop for non-bulky and ‘bulky’ comparison goods were 

included within the questionnaire used in the household survey. Table 5.2 provides a 

breakdown of the market shares achieved by all facilities in the North East (both in-

centre and out-of-centre facilities) for bulky and non-bulky comparison goods. 

 
 Table 5.2: Comparison Goods Expenditure – Estimated Market Shares for the North East 

Region    
Goods Estimated Market Share (%) 
Bulky 84.5 
Non-Bulky 94.5 
All Non-Food Goods 89.8 

 Source: North East Retail and Leisure Household Survey (July 2002) 
 

5.21 From the results of the household survey, we identify that all non-food retail facilities 

in the North East Region retain almost 90% of the expenditure available. Table 5.2 

indicates that the market share achieved for non-bulky comparison goods (94.5%) is 

greater than that achieved for ‘bulky goods’ (84.5%). Furthermore, it is evident that 

the comparison goods expenditure generated in the Region is almost ‘self contained’, 
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with less than 11% of expenditure currently being lost to facilities outside the Region, 

reflecting the strength of existing retail provision. 

 

 Forecast Growth in Expenditure Attracted to the North East Region  
 

5.22 With forecast growth in comparison shopping predicted at +3.8% per annum up to 

2021, it is estimated that if the Region’s identified facilities maintain their market 

share throughout the period, they will experience an increase in comparison goods 

expenditure of £5.47bn between 2004 and 2021, or £5.57bn based on Scenario 2 

population estimates. 

 
 Table 5.3: Comparison Goods Expenditure Available to facilities in the North East (by 

Sub-Region)  
 Market Share 

(%) 
Expenditure Available to North East (£m) 

  2004 2011 2016 2021 
North Northumberland      

Scenario 1 122.74 148.50 179.67 
Scenario 2 

1.4 97.02 
122.94 148.57 181.24 

      
Tyneside & South  
East Northumberland 

     

Scenario 1 4,471.30 5,409.51 6,545.17 
Scenario 2 

51.0 3,437.67 
4,478.42 5,412.14 6,602.42 

      
Rural West      

Scenario 1 96.44 116.68 141.17 
Scenario 2 

1.1 73.47 
96.59 116.73 142.41 

      
Durham      

Scenario 1 596.17 721.27 872.69 
Scenario 2 

6.8 456.08 
597.12 721.62 880.32 

      
Tees Valley & North 
 York Moors 

     

Scenario 1 2,586.34 3,129.03 3,785.93 
Scenario 2 

29.5 1,987.70 
2,590.46 3,130.55 3,819.05 

      
TOTAL      

Scenario 1 7,872.99 9,524.98 11,524.63 
Scenario 2 

89.8 6,051.95 
7,885.53 9,529.61 11,625.44 

 

5.23 Therefore, in order for the Region’s city/town centres to capture this significant growth 

in comparison goods expenditure it is likely that there will be a need to enhance 

future retail provision within the North East Region. 

 

5.24 However, if an excess of comparison expenditure manifests itself within the defined 

catchment area, this does not translate directly into a requirement for additional 

floorspace. It will also be necessary to take account of: 

 

• Existing development proposals; 

• Expected changes in shopping patterns (including e-commerce);  
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• The current capacity and efficiency of retail floorspace within established centres; 

and 

• Future changes in business productivity. 

 

5.25 Although this study accounts for ‘Special Forms of Trading’ (those goods not bought 

in a shop such as the internet or mail order) within our expenditure analysis, as the 

forecast period is through to 2021 it is important that the rapidly expanding 

opportunities of retailing on the World Wide Web, currently known as ‘e-commerce’ or 

‘e-tailing’ are not ignored. 

 

5.26 As this is still very much a new and emerging form of retailing the likely impact of 

such technology is still somewhat unknown. Therefore, for the purposes of this 

analysis we have not sought to allow for increased purchases on-line.  However, it is 

significant to note that according to retail analysts Verdict, on-line sales were the 

fastest growing retail sector least year (2004). Given this, it is likely that through to 

2021 the impact of sales on the internet may significantly increase. Therefore, the 

growth in this retail sector will need to be carefully monitored to help understand 

whether future growth will impact on the need for additional floorspace in the Region.  

 

5.27 In terms of increased productivity, PPS6 should consider a realistic assessment of 

forecast improvements in productivity in the use of floorspace. 

 

5.28 Whilst there is no agreed national source for increases in productivity it is evident that 

figures between 1% and 1.5% per annum are commonly adopted and accepted. 

Indeed, research undertaken by Experian suggests that increases in productivity are 

very difficult to assess. However, they suggest that future rates for increases in 

productivity could be between 2% and 3.4%. For the purposes of this study, we have 

assumed an increase in productivity of 1.5% per annum. 

 

 Capacity for Future Comparison Goods 
 
5.29 As our general standard of living increases, our ability to spend more money on non-

food goods (such as clothing and footwear) will also increase. The current ‘ultra long 

term’ growth rate provided by Brief 05/2 suggests that this growth is likely to be 

+3.8% per annum (after 2004). Clearly, over any Regional Spatial Strategy period this 

represents a significant cumulative increase in total non-food expenditure. 

 
5.30 For all types of capacity assessment, the conceptual approach is identical, although 

the data sources and assumptions may differ. The key relationship is: Expenditure 

(£m) less Turnover (£m) equals Surplus/Deficit (£m). 
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Expenditure (£m) – the expenditure element of the above equation is calculated by 

taking population within the defined catchment and then multiplying this figure by 

average annual expenditure levels for various forms of retail spending per annum.  
 

Turnover (£m) – the turnover figure relates to the annual turnover generated by 

existing retail facilities within the catchment that has been adopted to calculate the 

population figure.  

 

Surplus/Deficit (£m) – this represents the difference between the expenditure and 

turnover figures outlined above. 

 

5.31 Although a surplus figure is generated in £m, it is possible to convert this figure into 

an indication of aggregate floorspace, using the turnover per square metre figures 

used to calculate the turnover part of the equation. 

 

5.32 Within the North East Region there is a diverse range of retailers (retail warehousing, 

high street multiples, independent retailers, etc.) it is difficult to accurately assess the 

likely ‘benchmark’ turnover of existing floorspace. Therefore, for the purposes of this 

assessment we have utilised the household survey to identify the market share. On 

this basis, as we have previously highlighted we estimate that the current level of 

trade passing through non-food facilities within the Region (both ‘bulky’ and ‘non-

bulky’) is approximately £6.05bn, which represents 90% of the total comparison 

goods expenditure generated within the defined study area. However, it is significant 

to note that the level of ‘inflow’ derived from facilities outside the study area has not 

been accounted for as part of this assessment. Therefore, it could be considered that 

we have adopted a somewhat ‘cautious’ approach in assessing future capacity. 

Indeed, given the strength of Newcastle City Centre and the MetroCentre, it is likely 

that trade will be drawn from a wider area. Similarly, the increasing strength of 

centres such as Durham City and Alnwick as tourist destinations will also result in 

increased expenditure being available for additional retail floorspace. Again, this has 

not been taken into account as part of this study.  

 

5.33 Notwithstanding this, we have ‘rolled’ forward the North East Region’s market share 

to examine the likely comparison goods floorspace required to maintain its current 

market share, namely at a level of approximately 90% of all comparison goods 

expenditure generated in the study area. 
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5.34  By allowing for increased productivity (at 1.5% per annum) we have estimated below 

(Table 5.4) the likely expenditure that will be available for new comparison goods 

floorspace up to 2021 for both population scenarios. 

 
 Table 5.4: Estimated Available Comparison Expenditure in the North East  

 Turnover + Increased 
Productivity (£m) 

Expenditure Available  
(£m) 

Surplus  
(£m) 

2004    
Scenario 1 6,051.95 - 
Scenario 2 

6,051.95 
 6,051.95 - 

2011    
Scenario 1 7,868.50 1,151.77 
Scenario 2 

6,716.73 
7,885.53 1,168.80 

2016    
Scenario 1 9,524.98 2,288.16 
Scenario 2 

7,236.82 
9,529.61 2,292.79 

2021    
Scenario 1 11,522.63 3,727.60 
Scenario 2 

7,795.03 
11,625.44  3,830.41 

 Source: WYG 2005 (2001 prices) 
  

5.35 Our analysis identifies that by 2011 there will be £1.15bn (or £1.17bn – Scenario 2) of 

comparison goods expenditure available for new retail development, based on 

current market shares. This level of expenditure is estimated to increase to £2.29bn 

by 2016 and to £3.73bn, or £3.83bn by 2021 based on Scenario 2 assumptions. This 

amount of expenditure will be available for all comparison goods floorspace. 

 

5.36 In accordance with national planning policy (PPS6) and the submission Draft RSS 

this expenditure should be directed towards established centres in the Region. On 

this basis, we have applied a sales density of approximately £4,000 per sq m to the 

estimated surplus expenditure, this takes into account the varying sales densities 

achieved by different types of retailers (e.g. retail warehousing, town centre multiples, 

independent retailers, non-food floorspace in supermarkets, etc.). However, it is 

important to note that the average sales densities achieved in large centres such as 

Newcastle will be significantly higher than that achieved in smaller centres such as 

Alnwick. 

 

5.37 Therefore, by applying the derived sales density of £4,000 per sq m to the surplus 

expenditure (allowing for increased productivity of +1.5% per annum), it is estimated 

that by the year 2011 there will be a requirement for approximately 259,466 sq m net 

(approximately 370,666 sq m gross) of non-food floorspace in the Region to retain its 

current market share based on a gross to net ratio of 70:30, this increases to 376,147 

sq m gross based on Scenario 2 population projections. 

 

5.38 Furthermore, we estimate that this requirement would increase to 673,424 sq m gross 

by 2016, increasing to 674,787 sq m based on Scenario 2 assumptions and to 

1,018,387 sq m gross by 2021, or 1,046,474 sq m based on Scenario 2. 

 44



 

5.39 However, if further comparison goods floorspace was to occur within an extension to 

a supermarket or the development of a retail warehouse then the sales density 

applied would differ. Indeed, if we apply a typical sales density for retail warehousing 

of approximately £3,000 per sq m to the surplus capacity, the requirement for 

additional retail floorspace would increase to approximately 1,378,142 sq m (gross) 

by 2021. Although in reality additional retail floorspace will comprise a variety of retail 

development types it should be noted that the floorspace figures identified in this 

study should be considered as a guide. 

 
 Table 5.5: Estimated Comparison Floorspace Requirements 

 Surplus 
Expenditure - 

£m 

Average Sales 
Density + Increased 

Productivity – 
 £ per sq m 

Net Floorspace 
Requirement 

 – sq m 

Gross Floorspace 
Requirement 

 – sq m 

2004 - 4,000 - - 
     
2011     

Scenario 1 1,151.77 259,466 370,666 
Scenario 2 1,168.80 

4,439 
263,303 376,147 

     
2016     

Scenario 1 2,288.16 471,397 673,424 
Scenario 2 2,292.79 

4,854 
472,351 674,787 

     
2021      

Scenario 1 3,727.60 712,871 1,018,387 
Scenario 2 3,830.41 

5,229 
732,532 1,046,474 

 Notes:  Gross to Net at 70% 
  Allows for Increased turnover of efficiency of 1.5% per annum 
 

5.40 The next section of this report assesses shopping patterns and future ‘capacity’ within 

the five sub-regions in order to understand both quantitative and qualitative needs of 

the local population. 
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6 SUB REGION 1: NORTH NORTHUMBERLAND’S RETAIL CHARACTERISTICS  
 

 Sub-Regional Characteristics 
 

6.01 This Sub Region comprises three household survey zones of: 

 

 a) Berwick; 

 b) Alnwick; and 

 c) Morpeth. 

 

6.02 This sub-region covers three main centres, which are identified for the purposes of 

this study as: the market towns of Berwick-upon-Tweed, Morpeth and Alnwick. The 

defined survey zone has a resident population of 89,749 (2004 estimate) representing 

3.4% of the Region’s population as identified by MapInfo. The population is 

anticipated to increase marginally to 92,007 by 2021, representing an increase of 

2,258 (2.5%) between 2004 and 2021. 

 

6.03 Based on the population estimates identified in Scenario 2 (which is based on the 

assumptions adopted for Draft RSS), we identify that the population within the sub-

region will increase to 92,849 by 2021, representing an increase of some 3,100 

(3.5%) between 2004 and 2021. In this respect, it is significant to note that, whereas 

the latest ONS-population projections identify a fall in population within the Alnwick 

survey zone, the RSS assumptions identify an increase. Conversely, within the 

Morpeth survey zone, the RSS assumptions identify a fall in population, whereas the 

ONS-projections identify an increase.  

 

6.04 The three main town centres within the sub region provide some 51,700 sq m 

(Experian Goad) of non-food retail floorspace (albeit containing few national multiple 

retailers). In this respect, it is notable that there has been little retail development in 

the three main centres within the sub-region since the completion of the 2002 Study. 

Indeed, the previous study identified total non-food retail floorspace of 49,155 sq m 

within the three town centres. 

 

6.05 Of this non-food retail floorspace, almost 50% falls within Berwick-upon-Tweed Town 

Centre (25,745 sq m). Additional non-food retailing is also provided at out-of-centre 

facilities, including Tweedmouth Retail Park in Berwick-upon-Tweed, which 

comprises some 7,700 sq m of retail floorspace and provides the sub-regions only 

specialist retail warehousing within the sub-region. 
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6.06 Leisure provision caters principally for tourists and is centred on the three market 

towns and small costal resorts such as Seahouses. Indeed, the sub-region contains 

the major national tourist destinations of Holy Island and Alnwick Castle. 

Nevertheless, Berwick-upon-Tweed contains a small cinema, and health and fitness 

or leisure centres are located in each of the three main centres. As with retail, there 

has been little leisure development in the sub-region since 2002, although The 

Alnwick Garden has recently opened, which has increased footfall in the town. 

  

 Major Retail and Leisure Developments since the completion of the 2002 Study 
 
6.07 As we have outlined above, it is evident that there has been no major retail or leisure 

development within the sub-region since the completion of the 2002 Study.  

 

 Expenditure 
 

6.08 The resident population is identified to generate approximately £240.67m of 

comparison goods expenditure in 2004, increasing to £464.86m by 2021 or £469.33m 

based on Scenario 2, representing an increase in expenditure of £224.18m based on 

Scenario 1 and £228.66m based on Scenario 2.  

 

6.09 In addition, given the characteristics of the sub-region it is likely that there will also be 

significant expenditure generated by tourists.  

 

 Activity Patterns and the use of the Sub-Region’s Town Centres 
 

 Non-Bulky Comparison Goods Shopping Patterns 

6.10 Based on the findings of the household survey, the North Northumberland Sub 

Region is identified to retain about 29% of the spending on non-bulky comparison 

goods generated by its residents. Furthermore, there is limited inflow identified to be 

drawn from elsewhere in the study area, primarily from Sub Region 3 ‘Rural West’ 

and entirely to facilities in Morpeth. However, given the sub-region’s location to the 

Scottish Borders, some inflow may derive from areas north of the sub-region.  

 

6.11 The identified ‘leakage’ (72%), is directed principally to Newcastle City Centre (42%) 

and the MetroCentre (13%). Accordingly, the North Northumberland Sub Region 

generates the longest journeys in the North East with regard to non-bulky comparison 

goods shopping, with more than 42% of residents travelling for over half an hour to 

access their main shopping centre. Consequently, 87% of respondents travel to their 

centre by car (either as driver or passenger) partly reflecting the poor accessibility to 

major centres from outlying areas in the sub-region. 
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6.12 Within the sub region, facilities in Berwick-upon-Tweed attract over 13% of shopping 

trips, Morpeth (7%) and Alnwick (6%). Within the Berwick-upon-Tweed local area, 

40% or residents use facilities in Berwick-upon-Tweed for non-bulky comparison 

goods shopping, with 32% using Newcastle-upon-Tyne and 9% Edinburgh. In 

comparison, within the Alnwick area, 24% of residents use facilities in Alnwick, with 

43% travelling to Newcastle and 12% to the Metrocentre. This ‘leakage’ increases 

further in the Morpeth local area, where only 13% of residents using facilities in 

Morpeth compared to 48% using facilities in Newcastle and 19% visiting the 

MetroCentre. However, this is probably reflective of the Morpeth’s proximity to 

Newcastle and the MetroCentre. Indeed, of the three zones forming the North 

Northumberland Sub Region, the Morpeth zone has the lowest number of 

respondents travelling more than 30 minutes (23%), compared to 57% in Berwick and 

60% in Alnwick. 

 

6.13 Overall, it is evident that there are a significant number of shopping trips being made 

to facilities outside the sub-region, resulting in dependence of the local population 

having access to a car. 

 

 Bulky Goods Shopping Patterns 

6.14 Almost a third (32.6%) of all ‘bulky’ goods shopping trips are retained by existing 

facilities in the sub-region, predominantly to facilities in Berwick (19%) with 5% using 

Morpeth and 4% to Alnwick. On this basis, it is evident that existing facilities within 

the sub-region attract a greater proportion of ‘bulky goods’ shopping trips than non-

bulky shopping trips despite the limited provision of retail warehousing. Indeed, only 

the Tweedmouth Retail Park in Berwick provides significant specialist retail 

warehousing in the sub-region. However, this is understandable as people are willing 

to travel significant distances to access a broad range of goods such as clothing, 

footwear, etc, as people are seeing shopping for these goods as a ‘day out’, whereas 

people are likely to travel shorter distances to purchase bulky goods such as DIY 

goods and carpets.  

 

6.15 Notwithstanding this, 67% of shopping trips are made to facilities outside the sub-

region, most notably to facilities in Newcastle (35%) and interestingly Ashington (6%). 

 

6.16 Within the separate survey zones: 57% of Berwick’s residents shop for bulky goods in 

Berwick-upon-Tweed, with 21% using facilities in Newcastle; only 12% of Alnwick’s 

residents use facilities in Alnwick for such shopping, with 53% using Newcastle and 

5% using Berwick; and, in Morpeth, only 11% of shopping trips are retained in the 

survey zone, with 42% using facilities in Newcastle and 16% using facilities in 

Gateshead, including the MetroCentre. 
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6.17 Overall, it is evident that only Berwick-upon-Tweed is successfully retaining a 

significant proportion of bulky goods shopping trips undertaken in the sub-region. 

However, Berwick-upon-Tweed does not attract significant levels from other areas of 

the region, reflecting the limited retail offer and the centre’s location at the north of the 

North East Region. As with non-bulky comparison goods shopping, facilities in 

Newcastle and the MetroCentre dominate shopping patterns in the sub-region. (Plans 

indicating shopping patterns within the sub-region are contained at the end of this 

section). 

 

 Patterns of Leisure Activity 

6.18 As reflected regionally, nearly half (49%) of the North Northumberland Sub Region’s 

population do not regularly visit cinemas, theatres or nightclubs. Of those that do, 

facilities in Newcastle are the most popular (19%), with 7% using the cinema at the 

MetroCentre. Alnwick and Berwick-upon-Tweed are used by 6% of residents, and 

Morpeth by 4%. 

 

6.19 In terms of evening entertainment such as pubs and restaurants, although one-fifth 

(21%) do not regularly visit such venues, most residents appear to use local facilities, 

with 18% of residents using facilities in Morpeth. Furthermore, only 12% of local 

residents use facilities outside the North Northumberland Sub Region. 

 

6.20 Over half (54%) of North Northumberland’s residents do not regularly engage in 

cultural pursuits, although the majority visit museums or galleries within Newcastle. 

Within North Northumberland itself, facilities in Berwick-upon-Tweed are visited 

regularly by 2% of households. 

 

 Future Development Requirements 
 
 Quantitative ‘Need’ 

6.21 The statistical analysis undertaken indicates that, on the basis of maintaining current 

market shares (i.e. facilities will continue to attract the same proportion of custom 

between now and 2021), our assessment identifies that facilities within the North 

Northumberland Sub Region have an overall market share of 1.4% of the available 

comparison goods expenditure generated in the Region (allowing for ‘inflow’). 

 

6.22 On this basis, we find that facilities in the sub-region collectively retain £97.02m of all 

comparison goods expenditure within the wider region in 2004. However, 76% (or 

£73.24m) is derived from the sub-region reflecting the limited catchment of the 

existing centres and the low level of ‘inflow’ from elsewhere in the region. Of this 

retention, 46% is retained in non-bulky comparison goods, with the remainder (54%) 
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retained by bulky goods facilities in the sub-region. However, it must be noted that 

centres such as Berwick-upon-Tweed may also draw trade from outside the region, 

which has not been accounted for in this study. Similarly, it is likely that significant 

expenditure will also be generated by tourism; again, this could not be accounted for 

in the study.  

 

6.23 Overall, our analysis identifies that 89% of the sub-region’s available expenditure is 

being spent at centres/facilities within the North East Region, with the remaining 

(11%) being spent at competing facilities outside the Region (most notably Scotland), 

or alternatively using other forms of shopping, such as the internet.  

 

6.24 In terms of the specific sub-region, existing facilities retain only 30% of comparison 

goods expenditure generated in the sub-region. Consequently, 70% (or £167m) of 

expenditure generated is being lost to facilities elsewhere, which is the second 

highest in the Region. In this respect, the highest level of outflow of expenditure is to 

facilities within the Tyne & Wear and South East Northumberland Sub Region, 

attracting 33% of the expenditure available within the North Northumberland Sub 

Region. 

 

6.25 By ‘rolling forward’ the current market share of 1.4% it is possible to examine the 

likely comparison goods floorspace required. 

 
 Table 6.1: Estimated Available Comparison Expenditure in North Northumberland 

 Turnover + Increased 
Productivity (£m) 

Expenditure Available  
(£m) 

Surplus  
(£m) 

Scenario 1 
2004 97.02 97.02 - 
2011 107.68 122.74 15.06 
2016 116.00 148.50 32.50 
2021 124.96 179.67 54.71 
Scenario 2 
2004 97.02 97.02 - 
2011 107.68 122.94 15.26 
2016 116.00 148.57 32.57 
2021 124.96 181.24 56.28 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
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 Table 6.2: Estimated Floorspace Capacity in North Northumberland 
 Surplus 

Expenditure  
(£m) 

Average Sales Density 
+ increased 
productivity  
(£ per sq m) 

Net Floorspace 
Requirement  

(sq m) 

Gross Floorspace 
Requirement  

(sq m) 

Scenario 1 
2004 - 4,000 - - 
2011 15.06 4,439 3,393 4,847 
2016 32.50 4,854 6,696 9,566 
2021 54.71 5,229 10,463 14,947 
Scenario 2 
2004 - 4,000 - - 
2011 15.26 4,439 3,437 4,910 
2016 32.57 4,854 6,710 9,586 
2021 56.28 5,229 10,763 15,376 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
  Assumes gross to net ratio of 70:30 
 

6.26 The analysis shows that the different population scenarios have negligible impact 

upon the ‘capacity’ within the sub-region to support additional comparison goods 

floorspace. Indeed, Scenario 1 identifies that by 2011; there will be approximately 

£15m of comparison goods expenditure available for new retail floorspace, based on 

current market shares. Similarly, the population projections utilised in Scenario 2 also 

identify £15m of expenditure available by 2011. In this respect, the difference occurs 

by 2021, where Scenario 1 identifies expenditure available of some £55m, whereas 

Scenario 2 identifies expenditure of £56m. 

 

6.27 By applying this surplus capacity to an average sales density of approximately £4,000 

per sq m, which is based on White Young Green’s estimate of the average town 

centre and non town centre floorspace throughout the region (although it is notable 

that the average sales density achieved in large centres such as Newcastle will be 

significantly greater than that achieved in small market towns such as Alnwick) and 

incorporating increased productivity at 1.5% per annum, it is estimated that by 2011 

there will be a requirement for approximately 4,847 sq m gross or 4,910 sq m of non-

food retail floorspace based on Scenario 2 assumptions. This is estimated to increase 

to 9,566 sq m gross (9,586 sq m) by 2016 and to 14,947 sq m gross or to 9,586 sq m 

gross by 2016 and to 15,376 sq m by 2021 based on Scenario 2 assumptions.  

 

6.28 However, it is important to note that this level of capacity is based on current market 

shares, which is identified to be very low (at less than 2%). In this respect, it is 

evident that residents within this sub-region travel the furthest distances to access 

their main shopping destination. Therefore, we consider that there is scope to 

improve the market share achieved by facilities in the sub-region. Indeed, even if we 

increase the market share to 2%, by 2021, capacity increases to almost 36,000 sq m 

gross.  
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6.29 Notwithstanding this, it is important to note that this capacity is available for all 

centres in the sub-region. However, it is clear when apportioning the ‘need’ identified 

that the distribution of the new facilities should have regard to: the sequential 

approach to site selection as advocated in PPS6 and the submission Draft RSS, 

which highlights that first preference should be to town centre sites; the retail 

hierarchy, which favours major developments being directed to larger centres; and 

the issues of qualitative need and urban regeneration. 

 

6.30 With regard to leisure developments, our analysis suggests that by 2021 the sub-

region could support only one further cinema screen and then only if it ‘claws back’ all 

custom currently going to Newcastle/MetroCentre. However, we consider that this is 

an unlikely scenario given the strength of leisure related facilities in Newcastle and 

the likely lack of commercial demand from cinema operators in the sub-region. 

Similarly, there is comparatively little growth in the health and fitness sector, with 

capacity identified for only one further leisure centre in the sub-region by 2021, even 

by assuming an increasing population (Scenario 2). 

  

 Qualitative Need 

6.31 Our analysis suggests that the three main centres (together with major out-of-centre 

retailing) within the sub-region comprise more than 59,000 sq m of non-food retail 

floorspace. Therefore, based on a population of 89,749 (2004 estimate), existing 

retail floorspace equates to 1.5 sq m per capita. Whilst, it is acknowledged that there 

will be further retail floorspace in outlying centres and at freestanding locations within 

the sub-region, this is difficult to accurately assess. 

 

6.32 Notwithstanding this, it is evident that the diversity of uses and the proportion of 

national multiples are significantly less in the North Northumberland Sub Region than 

elsewhere in the North East.  Indeed, the average journey time within the sub-region 

was identified in the household survey to be approximately 35 minutes, which is the 

highest in the Region. Consequently, the long journey times associated with non-food 

shopping suggests that improvements in local retail provision may enhance 

sustainability by reducing the need to travel to Newcastle. Indeed, the household 

survey identified that 48% of local residents in the sub-region surveyed stated that the 

main reason they used their highlighted centre was the range of choice of shops. 

Whilst it is acknowledged that shopping trips will continue to be made to larger 

centres outside the sub-region, it is evident that there is significant scope for 

improvement in the retail offer (both ‘bulky’ and non-bulky goods).   
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 Commercial Demand 
 
6.33 A total maximum floorspace requirement for up to 25,004 sq m (gross) has been 

recorded for the Sub-Region. Furthermore, the current requirement from 41 retailers 

seeking representation in the North Northumberland Sub Region is above the 

average level of requirement identified over the past five years of 33 retailers seeking 

representation in the sub-region, indicating growing commercial demand in the sub-

region. 

 

6.34 Of this, the greatest demand (10,408 sq m) is for representation within Berwick-upon-

Tweed, with demand from 13 retailers and five service uses. Significantly, there has 

been increased retailer demand for representation in Morpeth since the 2002 Study 

where commercial demand was identified to be 3,299 sq m compared to a current 

requirement of 10,406 sq m. In comparison, retailer demand in Alnwick has broadly 

remained constant since 2002, although increasing by 797 sq m to 4,190 sq m in 

2005. Retailers seeking representation in the sub-region include: Argos, Game and 

Pizza Express.  

 

 The Physical Capacity to Accommodate Identified Growth 
 
6.35 In terms of the ability of the sub-region’s major centres to accommodate the scale of 

growth identified and commercial demand it is evident that the historic fabric of the 

built environment restricts significant development within the major centres. 

Significantly, there has been limited development in the three main centres since 

2002 and there are currently no retail or leisure commitments outstanding in the sub-

region. 

 

6.36 Given the historic nature of the main town centres, any new development is likely to 

take place beyond the primary shopping area. Although, there is the potential to 

develop the Safeway car park area and other land (e.g. bus station) within Alnwick 

Town Centre. However, there is uncertainty with regard to the future aspiration of 

Morrison’s, and therefore the availability of the site is uncertain and any development 

is likely to result in an increase in convenience goods floorspace. Accordingly, given 

the limited retail development opportunities within the sub-region town centres, the 

only major retail development proposed in Alnwick is for the construction of a DIY 

store, garden centre and two non-food retail units (approximately 3,500 sq m net) on 

land allocated for employment/commercial uses. 

 

6.37 With regard to Berwick-upon-Tweed Town Centre, it is evident from the household 

survey that facilities in Berwick are the most popular retail destination in the sub-
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region. However, as with Alnwick the historical nature of the town centre results in 

limited development opportunities. Consequently, the Council have received several 

applications for new convenience and comparison floorspace development outside 

the town centre. Whilst a non-food scheme has been refused by the Council, a new 

Tesco store and extension to the existing Morrison’s store are supported by the 

Council, although the applications have been ‘called-in’ by the Secretary of State. In 

this respect, although, these developments will predominantly comprise convenience 

goods floorspace, it is evident that the development will also comprise some non-food 

floorspace, totalling some 1,240 sq m (net). These current applications reflect the 

extremely limited development opportunities within and at the edge of the town 

centre. 

 

6.38 Similarly, there are limited development opportunities within Morpeth for additional 

retail and leisure development. Indeed, there are currently no commitments within 

Morpeth although the Local Plan allocates a site at Back Riggs for retail and leisure 

development (1.79 ha). Whilst this site has been the subject of a public consultation, 

no formal application has been submitted as yet (November 2005). Therefore, there 

is no certainty if this site will be developed, or how much floorspace can be 

accommodated. 

 

6.39 As we have previously highlighted there is significant capacity for additional retail 

floorspace in the sub-region over the RSS period (approx 15,000 sq m gross by 

2021). Whilst current proposals (although not certain to be granted planning 

permission or even developed) comprises approximately 6,400 sq m (gross), which 

will meet the identified capacity in the short term (by 2011, it is significant to note that 

the current market share achieved by existing facilities in the sub-region is low. 

Consequently, White Young Green consider that there is significant scope to improve 

the market share achieved by facilities in the sub-region and provide more 

sustainable shopping patterns in accordance with national planning guidance.  

 

6.40 Given this, it may be necessary for modest expansion of the main town centres in the 

long term to accommodate this need, where suitable sites are available. However, 

should suitable sites not become available appropriate out-of-centre sites should be 

considered that are accessible by a variety of modes of transport and development 

should be of an appropriate scale and of a form that would not undermine the vitality 

and viability of the main centres in the sub-region.  
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 Summary 
 
6.41 Shopping provision within the North Northumberland Sub-Region is concentrated in 

the three centres of Alnwick, Berwick-upon-Tweed and Morpeth. Each of these 

centres perform a limited retail role generally drawing trade from their immediate 

catchment, although Berwick-upon-Tweed is identified to be the strongest centre with 

greatest expenditure retention. 

 

6.42 The majority of non-food shopping trips are to facilities outside the sub-region, with 

the greatest ‘leakage’ to facilities within the Tyne & Wear and South East 

Northumberland Sub Region, most notably to Newcastle and the MetroCentre.  

 

6.43 On this basis, North Northumberland is the least sustainable sub-region in the North 

East, with high car dependency (87%) and long journey lengths (35 minutes) being 

commonplace. 

 

6.44 The household survey suggests that there is significant scope to improve the retail 

offer and ‘clawback’ expenditure that is currently being lost from the sub-region. On 

this basis, it is necessary for at least 15,000 sq m (gross) of new non-food retail 

floorspace by 2021, which in accordance with national policy should be focused 

within the main centres, although, as we have previously highlighted there are limited 

retail development opportunities in the three main town centres. However, it is 

important that retail and leisure provision is enhanced in the sub-region in order to 

reduce the length of shopping trips currently taking place. Furthermore, without 

further retail redevelopment/expansion in the sub-region the position of the three 

main town centres in the Regional hierarchy is likely to significantly fall during the 

RSS period.  

 

6.45 In addition, it is considered that qualitative improvements to existing floorspace are 

likely to be as important as growth in retail floorspace. Indeed, existing retail provision 

is poor, which serves to promote leakage. Therefore, future development should be 

modern, secure and flexible to accommodate a wide variety of retailer types.   
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7 SUB REGION 2: TYNE & WEAR AND SOUTH EAST NORTHUMBERLAND’S 
RETAIL CHARACTERISTICS   

 

   Sub-Regional Characteristics 
 
7.01 This sub-region comprises four household survey zones: 

 

 d) Ashington and Blyth; 

 e) Newcastle and Gateshead; 

 f) North and South Tyneside; and 

 g) Sunderland. 

 

7.02 The main shopping centres located within Tyne and Wear and South Northumberland 

are: Newcastle-upon-Tyne City Centre; Sunderland; Gateshead; the MetroCentre; 

North Shields; South Shields; Ashington and Washington. These centres are 

generally accessible by public transport and further retail provision is provided in the 

freestanding town centres of Blyth and Cramlington, which are located to the north of 

Newcastle.  

 

7.03 In total, the identified main centres comprise approximately 434,800 sq m of non-food 

retail floorspace (Experian Goad) containing a number of major national retailers, 

most notably in Newcastle City Centre and the MetroCentre. Indeed, of this 

floorspace, some 54% (236,122 sq m) falls within Newcastle City Centre and the 

MetroCentre. Further retail provision is provided in major retail parks including Metro 

Retail Park (20,000 sq m) and Retail World – Team Valley (35,000 sq m) both of 

which are located adjacent to the MetroCentre adjacent to the A1. In total retail parks 

and shopping parks located outside the main centres comprise more than 180,000 sq 

m. 

 

7.04 The sub-region contains more than 1.2 million residents, representing 48% of the 

study area population, which is forecast to increase marginally (by about 3,939) by 

2021 based on ONS-projections. However, by taking account of new housing 

development in the sub-region (with almost 52,000 new units being provided), 

Scenario 2 identifies that the population is anticipated to increase by 18,800 by 2021 

to almost 1.3 million residents. In this respect, it is evident that significant population 

increase is anticipated in the Newcastle and Gateshead survey zone and the North 

and South Tyneside survey zone between 2004 and 2021 (of 2.5% and 1.5% 

respectively). In comparison, the ONS-projections identify growth of only 0.7% within 

the Newcastle and Gateshead survey zone and a fall in population (of 1.9%) in the 

North and South Tyneside survey zone.    
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7.05 The sub-region also provides the main focus of commercial leisure development in 

the North East, in the form of leisure parks and cinemas. Newcastle, particularly 

around the Bigg Market and Quayside has a concentration of food and drink uses. 

Furthermore, ‘The Gate’ leisure development in the city centre (which opened in 

November 2002 after the completion of the previous study) extends to 27,000 sq m 

and provides a 14-screen cinema (Odeon) together with restaurants and bars. 

Moreover, Newcastle has been developing a reputation as a city break destination in 

recent years. 

 

7.06 In addition, to the numerous bars and restaurants at the Quayside the Baltic – the 

Centre for Contemporary Art and The Sage Gateshead have recently been 

developed. Furthermore, major leisure facilities are located within the MetroCentre, 

including a cinema (UCI) and the New MetroLand Fun Park within the MetroCentre. 

Elsewhere in the sub-region, there is a cinema at Boldon Colliery (UGC) and at North 

Shields (UCI) in addition to a number of theatres within the sub-region. 

 

 Major Retail and Leisure Developments since the Completion of the 2002 Study 
 

7.07 As we have previously highlighted there has been significant development at the 

MetroCentre since the 2002 Study with the completion of the Red Mall (16,743 sq m) 

together with 1,100 new car parking spaces.  

 

7.08 Further development since the 2002 Study, includes the development of the former 

Binns store on Market Street/Grainger Street, where an 8,500 sq m (gross) 

department store has been constructed (TJ Hughes). Furthermore, Newcastle 

Shopping Park, located outside the city centre in Byker has been constructed and 

includes Woolworths, JJB Sports and Carpetright and comprises 16,105 sq m1 of 

retail floorspace. A further 3,752 sq m of floorspace has been created at Kingston 

Park and the Barrett Garden Centre at Gosforth has also recently been completed 

providing a total of 2,223 sq m. In addition to retail development, a new Gala bingo 

and drive-thru restaurant development (3,019 sq m) has recently been completed on 

Clifford Street. Furthermore, The Gate retail and leisure development opened in 2002 

(after the completion of the 2002 study) and comprises some 27,000 sq m of 

floorspace, anchored by an Odeon cinema. In addition, a new casino opened in 2005. 

 

7.09 Elsewhere in the sub-region, there have been no major retail or leisure developments 

of significance since the completion of the previous study. 

 

 

                                                 
1 Derived from Newcastle City Council (November 2005) 
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 Expenditure 
 

7.10 The resident population is identified to generate approximately £3.16bn of 

comparison goods expenditure in 2004, increasing to £5.97bn by 2021 or £6.04bn 

based on Scenario 2 assumptions, representing an increase in expenditure of 

£2.81bn, or £2.88bn. 

 

7.11 In addition, given the strength of the main shopping centres, most notably Newcastle 

City Centre and the MetroCentre it is likely that trade will also be drawn from outside 

the defined study area. 

 

 Activity Patterns and the use of the Sub-Regions Town Centres 
 
 Non-Bulky Comparison Goods Shopping Patterns 

7.12 Based on the findings of the household survey, the Tyne & Wear and South East 

Northumberland Sub-Region attracts the highest inflow of non-food spending in the 

region (amounting to about £402m annually), whilst also retaining more than 94% of 

the expenditure generated by local residents. Indeed, existing facilities in the sub-

region draw significant trade from other sub-regions, including North Northumberland 

(61% of the sub-region’s spending), Rural West (51%) and Durham (40%). Only the 

Tees Valley area displays significant independence in non-food shopping patterns, 

with less than 2% of the sub-region’s spending being drawn to the Tyne and Wear 

area. 

 

7.13 Within the sub-region itself, facilities in Newcastle are the most popular non-food 

retail destination (attracting 50% of the sub-region population), followed by 

Sunderland (17%) and then the MetroCentre (12%), which is identified to be more 

popular with residents who live outside the sub-region than locally.  

 

7.14 Significantly, within the Newcastle and Gateshead area itself, 68% of residents use 

facilities in Newcastle, with 22% using the MetroCentre, with Gateshead being used 

by only 4% of residents.  

 

7.15 Within the North and South Tyneside survey area, again facilities in Newcastle are 

the most popular attracting 59% of residents, with 9% or respondents travelling to 

each Sunderland, North Shields and South Shields and 7% to Wallsend. The 

MetroCentre is used by only 5% of residents, which is the lowest in all the survey 

areas.  
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7.16 Only 16% of Sunderland’s residents shop in Newcastle. Accordingly, 59% use 

facilities in Sunderland itself, 14% Washington and 6% use the MetroCentre. 

 

7.17 To the north of the sub-region (Ashington and Blyth survey zone), 48% of residents 

use facilities in Newcastle with 10% using the MetroCentre. In comparison, 14% of 

local residents shop primarily at Blyth Town Centre with 9% shopping in Ashington. 

 

7.18 The strength of existing centres in the sub-region results in local residents travelling 

the shortest distance to travel to their main shopping destinations. Indeed, 53% of 

local residents travel less than 15 minutes, which is the shortest distance in the 

region. Accordingly, given the short distances to travel and the good public transport 

links in the sub-region, 44% of respondents use public transport (the highest in the 

region) with only 45% using private car (either as passenger of driver). 

 

 Bulky Goods Shopping Patterns 

7.19 The sub-region retains about 81% of its ‘bulky’ goods comparison spend, most 

notably to facilities in Newcastle (33%), Sunderland (15%) and Gateshead (8%). 

However, it is evident that existing facilities within the sub-region attract a greater 

proportion of non-bulky shopping trips than ‘bulky’ shopping trips, although it is 

evident that there is limited ‘leakage’ in both types of goods. Despite this, it is 

significant to note that almost 16% of shopping trips for ‘bulky goods’ are to facilities 

outside the Region, which is the second highest in all the sub-regions identified. 

(Plans indicating shopping patterns within the sub-region are contained at the end of 

this section). 

 

 Patterns of Leisure Activity 

7.20 Although less than half of the North East’s population do not regularly visit cinemas, 

theatres or nightclubs, facilities in Newcastle are a major draw to those people who 

do, attracting 19% from the Tyne & Wear and South Northumberland Sub Region, 

19% from North Northumberland, 14% from Rural West and 6% from Durham. Other 

locally important venues are identified to be the MetroCentre (6%), Boldon (6%), 

Sunderland (4%), North Shields (2%) and South Shields (1%). Furthermore, the 

recent Gate development (which is anchored by a cinema) enhances the draw of 

facilities in the sub-region. 

 

7.21 Only 44% of residents undertake cultural pursuits regularly. Of those that do, 60% 

visit museums and galleries in Newcastle and 23% Sunderland. In this respect, 

facilities such as the Laing Art Gallery in Newcastle, the South Shields Museum and 

Art Gallery and the Newcastle Discovery Museum are all popular destination within 

the sub-region and Region. Furthermore, the growing popularity of the Quayside 
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(including the Baltic) is likely to increase cultural pursuits, both within the Region and 

sub-region. Significantly, only 24% of residents within the Ashington survey zone 

engage in cultural pursuits regularly; the lowest in the Region. 

 

7.22 Understandably, facilities in the sub-region are also popular for residents who 

regularly dine out or drink given the strength of the ‘evening economy’ in both 

Newcastle and Sunderland city centres. Within the sub-region itself, it is evident that 

97% of all leisure trips are to facilities within the Tyne & Wear and South East 

Northumberland Sub Region, reflecting very low levels of ‘leakage’ 

 

 Future Development Requirements 
 
 Quantitative ‘Need’ 

7.23 The statistical analysis undertaken indicates that at current market shares, facilities 

within the Tyne & Wear and South East Northumberland Sub Region have an overall 

market share of 51% of the available comparison goods expenditure generated in the 

Region (allowing for ‘inflow’ from elsewhere in the Region). 

 

7.24 On this basis, we find that facilities in the sub-region collectively retain £3.44bn of all 

comparison goods expenditure generated in the study area in 2004. Although 81% 

(or £2.78bn) is derived from the sub-region, it is evident that there is significant inflow 

to the sub-region from elsewhere in the Region, particularly from the Rural West and 

North Northumberland sub-regions (46% and 33% respectively). Of this retention, 

56% is retained in non-bulky comparison goods, with the remainder (44%) retained 

by ‘bulky goods’ facilities within the sub-region. However, as we have previously 

highlighted centres such as Newcastle-upon-Tyne and the MetroCentre are likely to 

draw shopping trips from outside the defined study area. Indeed, the sub-region is 

identified to attract approximately 3.3 million visitors a year (the largest number of all 

the defined sub-regions). 

 

7.25 Notwithstanding this, our analysis identifies that 90% of the sub-region’s available 

expenditure is being spent at centres/facilities within the North East Region, with the 

remaining (10%) being spent at facilities outside the Region. 

 

7.26 In terms of the specific sub-region, existing facilities retain more than 88% (£2.78bn) 

of comparison goods expenditure generated in the sub-region, the highest in the 

Region. Accordingly, there is little leakage to facilities outside the sub-region (12%) 

reflecting the strength of existing retail provision.    
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7.27 By ‘rolling forward’ the current market share of 51.0%, it is possible to examine the 

likely comparison goods floorspace required. 

 
 Table 7.1: Estimated Available Comparison Expenditure in Tyne & Wear and South East 

Northumberland 
 Turnover + Increased 

Productivity (£m) 
Expenditure Available  

(£m) 
Surplus  

(£m) 
Scenario 1 
2004 3,437.67 3,437.67 - 
2011 3,815.28 4,471.30 656.02 
2016 4,110.14 5,409.51 1,299.37 
2021 4,427.79 6,545.17 2,117.38 
Scenario 2 
2004 3,437.67 3,437.67 - 
2011 3,815.28 4,478.42 663.14 
2016 4,110.14 5,412.14 1,302.00 
2021 4,427.79 6,602.42 2,175.63 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
 
 Table 7.2: Estimated Floorspace Capacity in Tyne & Wear and South East 

Northumberland 
 Surplus 

Expenditure  
(£m) 

Average Sales Density 
+ increased 
productivity  
(£ per sq m) 

Net Floorspace 
Requirement  

(sq m) 

Gross Floorspace 
Requirement  

(sq m) 

Scenario 1 
2004 - 4,000 - - 
2011 656.02 4,439 147,786 211,123 
2016 1,299.37 4,854 267,691 382,416 
2021 2,117.38 5,229 404,930 578,471 
Scenario 2 
2004 - 4,000 - - 
2011 663.14 4,439 149,390 213,414 
2016 1,302.00 4,854 268,232 383,189 
2021 2,175.63 5,229 416,070 594,386 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
  Assumes gross to net ratio of 70:30 
  

7.28 The analysis indicates that based on existing expenditure patterns; there is capacity 

within the sub-region to support significant additional comparison goods floorspace. 

Indeed, based on the population estimates adopted in Scenario 1, we identify surplus 

capacity of £656m by 2011, which is anticipated to increase to £2.12bn by 2021. 

Furthermore, Scenario 2 identifies capacity of £663m in 2011 increasing to £2.18bn 

by 2021. 

 

7.29 By applying this surplus capacity to an average sales density of approximately £4,000 

per sq m to the surplus expenditure, it is estimated that by 2011 there will be 

requirement for approximately 211,123 sq m gross of additional non-food retail 

floorspace or 213,414 sq m of retail floorspace based on Scenario 2 assumptions. 

This is estimated to increase to 382,416 sq m gross by 2016 and to 578,471 sq m 

gross by 2021 or to 383,189 sq m by 2016 and 594,386 sq m by 20201 based on 

Scenario 2 assumptions. This significant quantitative need is understandable given 

the strength of the centres such as Newcastle and the MetroCentre and the high level 

of ‘inflow’ into the sub-region from the neighbouring areas. Therefore, should the 
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adjoining areas seek to reduce the level of ‘leakage’ currently occurring to facilities in 

the sub-region, it is important to note that the identified capacity is likely to reduce. 

 

7.30 With regard to leisure development, the assessment suggests that there is potential 

for significant growth in entertainment provision in the sub-region: if the popularity of 

facilities in the sub-region is maintained, our assessment identifies capacity for an 

additional 21 screens by 2021. Furthermore, based on Scenario 2 population 

projections, this capacity increases to 22 screens by 2021.  However, if inflow is 

reduced as a result of increased provision elsewhere, most notably in the Durham 

Sub Region, this capacity could reduce to 15 screens by 2021. Indeed, there has 

been significant cinema development in the sub-region (The Gate) and therefore 

commercial interest for additional representation in the sub-region may be limited. 

Notwithstanding, a cinema in Sunderland and Newcastle are currently proposed, 

which will meet this outstanding need.   

 

 Qualitative Need 

7.31 Our analysis suggests that the eight main centres within the sub-region (Newcastle, 

Sunderland, Gateshead, MetroCentre, Washington, North Shields, South Shields, 

Ashington, Blyth and Cramlington together with the major retail parks in the sub-

region comprise more than 615,000 sq m of non-food retail floorspace. Therefore, 

based on a population of 1,238,863 (2004 estimate), existing retail floorspace within 

and outside the major centres equates to approximately 2.0 sq m per capita.  

 

7.32 Notwithstanding this, it is evident that existing retail provision is strong with a high 

number of national multiples. Indeed, the household survey identifies minimal 

‘leakage’ in expenditure (12%), the second lowest in the sub-region and the high 

levels of expenditure inflow into the sub-region reflect the strength of existing 

provision. On this basis, we consider that there is no pressing qualitative deficiency in 

the sub-region’s shopping provision. 

 

 Commercial Demand 
 
7.33 A total maximum floorspace requirement of 294,800 sq m (gross) has been recorded 

for the sub-region. Indeed, demand is expressed by 337 retailers, including Argos, 

Staples, TK Maxx and TJ Hughes.   

 

7.34 Understandably, greatest demand is identified to be within Newcastle (113,881 sq m) 

and Sunderland (51,616 sq m). However, commercial demand in both these centres 

has reduced in recent years. In contrast, demand from retailers seeking 

 62



representation in the smaller towns of Washington and Gateshead has significantly 

increased in recent years.   

 

 The Physical Capacity to Accommodate Identified Growth 
 
7.35 There are significant opportunities for new retail and leisure development within the 

main centres within the sub-region, which will also stimulate urban renaissance and 

regeneration, reflecting the urban physical characteristic of the sub-region. Indeed, as 

we have highlighted, at current market shares there is capacity for approximately 

580,000 sq m (gross) of retail floorspace during the RSS period. 

 

7.36 Within Newcastle-upon-Tyne, although there are no new allocated sites for retail or 

leisure development in the Unitary Development Plan, it is likely that the emerging 

Local Development Framework may lead to the allocation of some sites. Indeed, the 

Council are currently preparing a City Centre Action Plan, which is intended to identify 

sites for additional retail development in the city centre. It is anticipated that 

consultation of the Action Plan will be in Spring 2006.     

 

7.37 However, in the meantime the Council have received plans to re-model Eldon Square 

Shopping Centre in the city centre. Phase 1 has already started and comprises 

19,508 sq m of non-food retail floorspace with Debenhams likely to take much of this 

additional floorspace. This redevelopment has included the development of a new 

bus station located outside the centre, allowing the existing bus station to be 

redeveloped for retail use. The remaining two phases will provide a further 48,257 sq 

m of non-food retail floorspace. It is intended that this development will allow for 

higher quality retailers. Although the remaining phases are subject to a CPO Inquiry, 

which is anticipated to take place in Autumn 2006. Furthermore, the Eldon Gardens 

complex has also received planning permission for a total of 31,140 sq m of retail 

floorspace, of which 7,150 sq m will accommodate a Morrison’s supermarket. A 

further 9,755 sq m of non-food retail floorspace is proposed at Stamford Street.  

 

7.38 Moreover, developers have started options on a site in Pilgrim Street East (‘Electric 

City’) for a multiplex cinema and retail led mixed-use development scheme (75,000 

sq m), which may also include a department store and will form a natural extension to 

the primary shopping area of the city centre. However, this scheme is identified by the 

Council as a long term opportunity. Although, there are likely to be development is 

heritage and listed building implications with any potential redevelopment of this area. 

It is intended that this part of the city centre will be identified as an extension to the 

main shopping area as part of the LDF process.  
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7.39 In addition, developers have recently acquired the Newgate Centre, which is 

identified to be an underperforming centre and there is significant scope for the 

Newgate Centre to improve its retail offer.  

 

7.40 Recent developments/proposals in Newcastle appear to indicate a general focus to 

bring development back into the city centre. Indeed, architectural plans for the city 

include turning Pilgrim Street into the ‘Geordie Ramblas’, reconnecting the retail high 

street with the cultural assets of the Quayside. 

 

7.41 Within Sunderland City Centre, there are a number of outstanding commitments for 

further retail and leisure development. Including, the erection of a non-food retail unit 

at Silkworth Lane in Sunderland comprising 3,903 sq m (gross) and the development 

of three retail units at Trimdon Street (4,314 sq m gross). In addition, there is potential 

to development the former Vaux Brewery, which is currently subject for an application 

by Tesco together with two non-food retail units. Furthermore, urban regeneration 

company Sunderland Arc has launched a campaign to appoint a developer for a 

£120m shopping and leisure development on the Holmeside Triangle site in the city. 

The developer will work with the company and its partners to draw up a masterplan 

for the site. The plan will feature a superstore, retail and leisure space, a public 

square, up to 150 apartments and underground parking.  

 

7.42 In Washington, there is an outstanding commitment for seven non-food retail units at 

Armstrong Road (8,440 sq m gross) together with permission to extend the retail park 

at the Peel Centre to provide three non-food retail warehouses (5,759 sq m gross) 

erection of an retail unit (1,816 sq m) on land adjoining Hylton Riverside Retail Park. 

In addition, new retail floorspace and a new bus station has been approved at land 

adjoining The Galleries, comprising 11,237 sq m (gross), although at this stage it is 

not clear how much floorspace will be for retail. 

 

7.43 In addition to retail, significant leisure development is also proposed including a 

multiplex cinema (12-screen), leisure development, including a casino together with 

retail and food and drink uses at Lambton Street in Sunderland City Centre, a BMX 

track at Silkworth Lane 

 

7.44 In Gateshead, there is an outstanding commitment for the insertion of a mezzanine 

floor at the existing Ikea store, although at present there are no floorspace figures 

available. Furthermore, the Council are currently in discussions with a developer to 

provide 3,000 sq m of convenience floorspace, together with 3,000 sq m of 

comparison goods floorspace within Gateshead Town Centre (Trinity Square), 

although no application has yet been made. 
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7.45 Limited development has taken place in North Shields since the 2002 Study and 

discussions with the Council indicate that there are no outstanding commitments for 

additional development in North Shields Town Centre, reflecting the limited 

development opportunities, although Union Square could accommodate a modest 

expansion. Given the limited retail development within the town centre, significant 

retail development is taking place in the outlying district centres, including outline 

planning permission being granted for 4,955 sq m of retail floorspace at Shiremoor 

District Centre, comprising both food and non-food retail floorspace. Similarly, in 

Killingworth Town Centre, planning permission has been granted for two non-food 

retail units providing a total of 2,985 sq m of non-food retail floorspace. 

 

7.46 With regard to leisure development, a sports centre has been approved at 

Killingworth Town Centre, Fitness First sports centre at Shiremoor and a bowling 

alley at Royal Quays. 

 

7.47 In respect of South Shields although there are currently no Local Plan allocations, 

the Council are currently in the process of preparing their Local Development 

Framework, which has identified three town centre area action plans in South 

Shields, Jarrow and Hebburn. 

 

7.48 Within South Shields there are four outstanding commitments, including 6,298 sq m 

of non-food retail floorspace at Waterloo Square, which will comprise four units 

occupied by Bhs, Debenhams, Next and River Island. The development is currently 

under construction and is expected to open shortly. Asda have also received planning 

permission for a new store, which will accommodate 5,574 sq m of retail floorspace, 

although the majority of the floorspace will be for the sale of convenience goods, a 

significant proportion is likely to be for the sale of non-food products (approx 1,672 sq 

m). Furthermore, this proposal also includes preparation of the site for leisure uses, 

although no scheme has been finalised, initial proposals included the preparation of 

part of this site for a leisure centre and a swimming pool. As a consequence of the 

new Asda development, the Asda on Ocean Road will close and enable its re-use for 

non-food or restricted convenience retailing (to a maximum of 1,115 sq m) or 

alternatively for leisure uses. The existing Asda at Boldon Colliery has recently been 

extended to provide a total of 904 sq m of non-food floorspace.  

 

7.49 Development opportunities within Blyth Town Centre are limited, although the 

Council recognise that any expansion to the town centre should be linked to the 

existing Keel Row Shopping Centre, which will include the potential redevelopment of 

the centre’s bus station. The main retail development to have occurred since the 

2002 Study has been the completion of Albion Retail Park (3,300 sq m), located in an 
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out-of-centre location. Similarly, development opportunities in Cramlington are also 

limited, although there is the potential to develop a site north of Station Road within 

the town centre for commercial and possibly retail uses. However, no development 

proposals have come forward for this site.  

 

7.50 In terms of Ashington Town Centre, the Council have identified two sites for possible 

retail development, including Portland Park and Lintonville, although no formal 

applications have come forward. 

 

7.51 In total outstanding commitments for major retail development within the sub-region 

comprises more than 143,000 sq m (gross) which will absorb much of the capacity 

identified in the short term (212,000 sq m gross). However, it is important to not that 

there are a number of development opportunities within the sub-region which will 

provided significant retail floorspace in the medium to long term.  

 

 Summary 
 
7.52 This household survey suggests that existing facilities in Newcastle are by far the 

most important shopping facilities in both the sub-region and Region generally. Its 

market share in the sub-region (42%) is almost three times more than that achieved 

by any other centre, (Sunderland 16% and MetroCentre 9%). Indeed, within all the 

survey zones within the sub-region, Newcastle has a major impact on shopping 

patterns, with only Sunderland identified to have a relatively strong shopping role. 

 

7.53 The strength of existing provision is reflected by the low ‘leakage’ in expenditure to 

facilities outside the sub-region. Furthermore, the Tyne and Wear and South East 

Northumberland Sub Region is identified to be the most sustainable in the Region, 

with the lowest car dependency (45%) and short journey lengths (average of 18 

minutes) are commonplace. 

 

7.54 Given the continuing commercial success of centres such as Newcastle, Sunderland 

and the MetroCentre, it is necessary for the sub-region to accommodate a significant 

proportion of additional floorspace. Indeed, the household survey suggests that there 

is significant ‘capacity’ for additional retail floorspace in the sub-region. In this 

respect, our analysis identified a ‘need’ for at least 578,000 sq m (gross) of new non-

food retail floorspace by 2021. In this respect, there should be a presumption in 

favour of in-centre and edge-of-centre sites (that are well linked with the town centre) 

before any out-of-centre sites are considered, including the MetroCentre. 
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7.55 However, given the increasing disparity of provision between other sub-regions and 

Tyne & Wear and South East Northumberland Sub Region (e.g. North 

Northumberland), as evidenced by the differences in retail floorspace and long 

shopping journey patterns. We consider that significant development in adjoining sub-

regions should be encouraged, which may have an impact upon the future market 

shares achieved by the major centres in the sub-region. Furthermore, increased retail 

development of appropriate scale should also be encouraged in the smaller centres 

of Ashington and Cramlington to reduce dependence on the private car and improve 

the role these centres serve in meeting the needs of the local population. Despite 

improvement of other centres in the Region it is considered that Newcastle will 

remain the dominant centre in the Region, with Sunderland and the MetroCentre 

providing an important role in meeting the retail and leisure need of the Region’s 

population.  
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8 SUB REGION 3: THE RURAL WEST’S RETAIL CHARACTERISTICS 
 
 Sub-Regional Characteristics  
 
8.01 This sub-region comprises the two household survey zones of: 

 

 h) Tynedale; and 

 i) Barnard Castle. 

 

8.02 The Rural West Sub Region stretches from the Cheviot Hills, on the Scottish Border, 

to Durham near the Yorkshire Dales. The sub-region contains a resident population of 

about 85,296 in 2004, which is estimated to increase to 91,535 by 2021, representing 

an increase of 6,239 (or 7.3%). Based on the RSS population assumptions (Scenario 

2), our assessment identifies that the population will only increase to 85,996 by 2021, 

an increase of 700 (or 0.8%). In this respect, the population assumptions adopted in 

the Draft RSS identifies a falling population in Tynedale (3.4%), whereas the ONS-

projections provided by MapInfo identify an increasing population (7.9%). 

 

8.03 The main shopping centres in the sub-region are considered as part of this study to 

be Barnard Castle to the south and Hexham to the north. Barnard Castle and 

Hexham collectively comprise some 39,000 sq m (Experian Goad) of non-food retail 

floorspace.  

 

8.04 Of this non-food floorspace, the majority (74%) falls within the traditional market town 

of Hexham. Whilst retail floorspace is generally located in the two town centres, 

Hexham also contains Tynedale Retail Park.  

 

8.05 Leisure provision is limited and comprises primarily food and drink uses within the two 

town centres. Furthermore, the sub-region attracts an estimated 0.6 million visitors 

annually, many on day trips of short breaks to the National Park or passing through to 

the Northumberland Coast or Cumbria. 

 

 Major Retail and Leisure Developments since the Completion of the 2002 Study 
 
8.06 There has been no major retail or leisure development in the sub-region since the 

completion of the 2002 Study. 

 

 

 

 

 68



 Expenditure 
 

8.07 The resident population is identified to generate approximately £241m of comparison 

goods expenditure in 2004, increasing to £488m by 2021 or £458m based on 

Scenario 2 assumptions, representing an increase in expenditure of £247m based on 

Scenario 1 or £217m based on Scenario 2 assumptions. 

 

 Activity Patterns and the use of the Sub-Regions Town Centres 
 
 Non-Bulky Comparison Goods Shopping Patterns 

8.08 The Rural West Sub-Region attracts only 24% of non-food shopping trips undertaken 

locally, with the most popular centre being Hexham (attracting 22% of households), 

followed by Barnard Castle (2%). Most of the identified leakage is directed to 

Newcastle (29%), the MetroCentre (20%), Darlington (9%) and Bishop Auckland 

(4%). 

 

8.09 Accordingly, almost a third (31%) of local residents travel more than 30 minutes to 

their main shopping destination, which is the second highest in the Region. 

Consequently, 81% of respondents travel to their main shopping destination by car 

(either as driver or passenger) reflecting the poor accessibility to other centres and 

the need to travel to centres outside the sub-region. Indeed, only 14% of the local 

population use public transport when travelling to their main shopping destination.  

 

8.10 Within the Barnard Castle local area, only 3% of local residents use facilities in 

Barnard Castle for non-bulky comparison shopping, reflecting the limited retail offer. 

In contrast, 28% of residents travel to facilities in Darlington, MetroCentre (17%) and 

Bishop Auckland and Newcastle (13% each). In the Hexham area, 30% of local 

residents use facilities in Hexham, with 37% using facilities in Newcastle and 21% 

visiting the MetroCentre. Clearly, it is evident that there are significant non-bulky 

comparison goods shopping trips (circa. 77%) being made to facilities outside the 

sub-region. 

 

 Bulky Goods Shopping Patterns 

8.11 Other a fifth (21%) of ‘bulky’ goods shopping trips undertaken in the sub-region are 

retained by existing facilities, predominantly to facilities in Hexham (20%) reflecting 

the provision of Tynedale Retail Park. On this basis, it is evident that existing facilities 

within the sub-region attract a greater proportion of shopping trips for non-bulky 

comparison goods than ‘bulky’ goods, reflecting the limited specialist retail 

warehousing in the sub-region.  
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8.12 It is evident that approximately 80% of ‘bulky’ goods shopping trips are being made to 

facilities outside the sub-region, most notably to the Tyne & Wear and South East 

Northumberland Sub Region (40%), most notably to Newcastle (30%) and to the 

Durham Sub Region (12%), predominantly Bishop Auckland (7%).   

 

8.13 Within the separate survey zones: 4% of Barnard Castle’s residents shop for ‘bulky’ 

goods in Barnard Castle, with 29% using facilities in Darlington and 21% using 

Bishop Auckland. In comparison, 33% of local residents use facilities in Hexham, with 

47% using Newcastle. 

 

8.14 On this basis, it is evident that only Hexham is successful in retaining a significant 

proportion of ‘bulky’ goods shopping trips undertaken in the sub-region. However, it is 

evident that neither Hexham nor Barnard Castle attract significant levels of ‘inflow’ 

from elsewhere in the Region. (Plans indicating shopping patterns within the sub-

region are contained at the end of this section). 

 

 Patterns of Leisure Activity 

8.15 Most of the 44% of residents within the sub-region who regularly go the cinema, 

theatre or nightclubs visit Newcastle (14%) for such activities. Hexham is the only 

centre in the sub-region that is identified as attracting people who undertake these 

activities (12%). 

 

8.16 Similarly, few trips to galleries or museums are undertaken in the sub-region, with 

only Hexham (3%) identified to attract visits. Accordingly, almost a quarter (24%) use 

facilities in Newcastle. In comparison, facilities in the sub-region for dining out and 

drinking are more popular, with only 9% using facilities outside the sub-region, with 

Newcastle being the most popular.  

 

 Future Development Requirements 
 
 Quantitative ‘Need’ 

8.17 The statistical analysis undertaken indicates that based on current market shares, 

facilities within the Rural West Sub-Region have an overall market share of 1.1% of 

the available comparison goods expenditure generated in the Region (allowing for 

‘inflow’), which is the lowest in the Region. 

 

8.18 On this basis, we find that facilities in the sub-region collectively retain £73.47m, of all 

comparison goods expenditure generated in the study area in 2004. However, 73% 

(or £53.59m) is derived from the sub-region. Of this retention, 55% is retain in non-

bulky comparison goods shopping, with the reminder (45%) retained by ‘bulky’ goods 

 70



facilities in the sub-region. Overall, our analysis identifies that 88% of the sub-region’s 

available expenditure is being spent at centres/facilities within the North East Region. 

 

8.19 In terms of the specific sub-region, existing facilities retain only 22% of comparison 

goods expenditure generated in the sub-region, which is the lowest in the Region. 

Consequently, 78% (£188m) of expenditure generated is being lost to facilities 

elsewhere. In this respect, the highest level of outflow of expenditure is to facilities 

within the Tyne & Wear and South East Northumberland Sub Region attracting 46% 

(or £110m) of the expenditure generated by local residents in the Rural West Sub 

Region. 

 

8.20 By ‘rolling forward’ the current market share of 1.1% it is possible to examine the 

likely comparison goods floorspace required. 

 
 Table 8.1: Estimated Available Comparison Expenditure in Rural West 

 Turnover + Increased 
Productivity (£m) 

Expenditure Available  
(£m) 

Surplus  
(£m) 

Scenario 1 
2004 73.47 73.47 - 
2011 81.54 96.44 14.90 
2016 87.84 116.68 28.84 
2021 94.63 141.17 46.54 
Scenario 2 
2004 73.47 73.47 - 
2011 81.54 96.59 15.05 
2016 87.84 116.73 28.89 
2021 94.63 142.41 47.78 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
 
 Table 8.2: Estimated Floorspace Capacity in Rural West 

 Surplus 
Expenditure  

(£m) 

Average Sales Density 
+ increased 
productivity  
(£ per sq m) 

Net Floorspace 
Requirement  

(sq m) 

Gross Floorspace 
Requirement  

(sq m) 

Scenario 1 
2004 - 4,000 - - 
2011 14.90 4,439 3,357 4,796 
2016 28.84 4,854 5,941 8,487 
2021 46.54 5,229 8,900 12,714 
Scenario 2 
2004 - 4,000 - - 
2011 15.05 4,439 3,390 4,843 
2016 28.89 4,854 5,952 8,503 
2021 47.78 5,229 9,138 13,054 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
  Assumes gross to net ratio of 70:30 
 

8.21 The analysis indicates that by 2011 there will be approximately £15m of expenditure 

available to support additional facilities in the sub-region at current market shares. By 

2021, our assessment identifies surplus capacity of almost £47m or £48m based on 

Scenario 2 population assumptions. 
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8.22 By applying this surplus capacity to an average sales density of approximately £4,000 

per sq m and allowing for increased productivity it is estimated that by 2011 there will 

be a requirement for approximately 4,786 sq m gross or 4,842 sq m of non-food retail 

floorspace within the sub-region based on Scenario 2 population assumptions. This is 

estimated to increase to 12,714 sq m gross (Scenario 1) or 13,054 sq m (Scenario 2) 

by 2021. 

 

8.23 However, it is important to note that this level of capacity is based on current market 

shares. In this respect, the household survey identifies that facilities in the Rural West 

Sub Region achieve a market share of only 1%. Therefore, we consider that there is 

significant scope to improve the market share and reduce the level of ‘leakage’ 

currently identified and provide more sustainable development, reducing the need to 

travel to facilities elsewhere. 

 

8.24 Analysis of current leisure patterns suggests very limited scope for further 

development in the commercial leisure sector. Indeed, by 2021, based on clawing 

back all the leakage that is currently taking place, we identify capacity for a single 

cinema screen and a new health and fitness centre. However, it is unlikely that such 

levels of ‘claw back’ are realistic and it is likely that given the limited commercial 

demand there is unlikely to be significant leisure development in the sub-region 

throughout the RSS period. 

 

 Qualitative ‘Need’ 

8.25 Our analysis suggests that the two main centres within the sub-region comprise more 

than 39,000 sq m of non-food retail floorspace. Therefore, based on a population of 

85,296 (2004 estimate), existing retail floorspace equates to approximately 2.2 sq m 

per capita. 

 

8.26 Whilst the proportion of floorspace to population is not the highest in the Region it is 

notable that existing retail provision within the sub-region is limited with few national 

multiples and specialist retail warehousing, reflected in the low market shares 

achieved. Accordingly, significant shopping trips are made to facilities outside the 

sub-region, which results in long journey times associated with non-food shopping, 

with an average journey time of 28 minutes, which is the second longest in the 

Region.  

 

8.27 Consequently, the relatively long journey times associated with non-food shopping 

suggest that there is a qualitative need to improve existing retail provision, particularly 

within the Barnard Castle area where retention levels are very low. On this basis, 

average journey lengths are identified to be 35 minutes. Indeed, 7% of respondents 

 72



stated that they travelled between one and two hours for their main shopping 

destination. Furthermore, the household survey identified that 40% of local residents 

cited the range of shops as the main reason why they choose their main non-food 

shopping destination.  

 

8.28 Therefore, we consider that improvements to the diversity and quality of non-food 

retail provision could assist in curtailing the regularity of long journeys being 

undertaken. 

 

 Commercial Demand 
 
8.29 A total maximum floorspace requirement of 11,000 sq m (gross) has been recorded 

for the sub-region, which is higher than that identified in the 2002 Study of 8,147 sq m 

(gross). In total 23 retailers are seeking representation in the sub-region, which is 

significantly higher than the average level of requirements in the past five years 

indicating growing commercial demand.  

 

8.30 Most demand is focused in Hexham (9,355 sq m or 85%) and includes requirements 

from Pets at Home, Desire by Debenhams and Ask. 

 

 The Physical Capacity to Accommodate Identified Growth 
 

8.31 Given the historic fabric of both Hexham and Barnard Castle together with the limited 

size of both centres there are limited development opportunities for additional retail 

and leisure development. Of the two main centres in the sub-region, Hexham appears 

to have the physical capacity to absorb most growth. Indeed, the development plan 

identifies a site at Maidens Walk as being potentially suitable for additional non-food 

retail development in the future. Furthermore, proposals are also limited within the 

sub-region with the only major current application being considered in the sub-region 

is for a DIY store at the Fewsters Depot at Bridge End in Hexham (3,422 sq m). 

Although, it is significant to note that the Tynedale Borough Council are 

recommending refusal of this development. 

 

 Summary 
 
8.32 The Rural West contains two main shopping centres, Hexham and Barnard Castle , 

which between them retain less than a quarter (22%) of all non-food spending 

generated by local residents. Of these two centres it is evident that Barnard Castle 

performs a very limited shopping role within the sub-region. This results in long car 
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journeys being undertaken from the sub-region to facilities in Newcastle and 

Darlington. 

 

8.33 Our analysis identifies that there is some scope to improve the retail offer in the sub-

region (both quantitative and qualitative) and reflected in commercial demand, most 

notably in Hexham. However, this is restricted by the historical nature of the two main 

centres and the limited catchment. At current market shares, it is necessary for at 

least 12,700 sq m (gross) of additional non-food retail floorspace by 2021 to maintain 

the sub-region’s current market share. However, we consider that there is significant 

opportunity to ‘clawback’ expenditure that is currently being lost to facilities 

elsewhere. However, the historic nature of the town centres is not conducive for 

major retail expansion of the town centres, with only the Maidens Walk area of 

Hexham Town Centre being identified as potentially appropriate for additional retail 

development. Despite this, the development of significant out-of-centre development 

may have a detrimental impact upon the vitality of the main town centres and 

therefore any future proposals will need to be carefully considered by the local 

planning authority to ensure that it will be of an appropriate scale. 
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9 SUB REGION 4: DURHAM’S RETAIL AND LEISURE CHARACTERISTICS  
 

 Sub-Regional Characteristics 
 
9.01  The sub-region comprises two household survey zones of:  

 

 j) Durham City; and 

 k) Easington. 

 

9.02 The sub-region extends around the southern edge of Tyneside and the northern 

periphery of the Tees Valley, and includes within its boundary the local authority 

areas of Durham, Derwentside and Easington and some of Wear Valley and 

Sedgefield. The population within the sub-region is identified to be 461,157 (2004 

estimate) representing 17.6% of the Region’s population as identified by MapInfo. 

The population is anticipated to increase marginally to 469,960 by 2021, representing 

an increase of 8,803 (or 1.9%) between 2004 and 2021. 

 

9.03 Based on the population assumptions applied for Scenario 2, the population within 

the sub-region is estimated to fall by 2021, to 458,857, representing a fall of 2,300 (or 

0.5%) over the same period. 

 

9.04 The main retail centres within the sub-region for the purposes of this assessment 

comprise: Durham City; and Bishop Auckland. Together, these two centres are 

assessed to contain about 64,800 sq m of non-food retail floorspace (Experian 

Goad). Of this non-food retail floorspace, 53% falls within Bishop Auckland Town 

Centre (34,206 sq m).  Further retail provision is provided at: Chester-le-Street; 

Consett; Spennymoor; and Peterlee, comprising approximately 55,400 sq m of retail 

floorspace. In addition, major retail parks in the sub-region include Durham City Retail 

Park and Arnison/Mercia Retail Centre, and total some 41,000 sq m of additional 

retail floorspace. 

 

9.05 The sub-region also fulfils an important tourism role, with Durham City identified to 

attract 1.8 million visitors annually (mainly from the UK). In this respect, Durham City 

Centre is a national important tourist destination and Durham Castle and the 

Cathedral are World Heritage sites together with further tourism attractions such as 

the Durham Light Infantry Museum and Art Gallery, the Oriental Museum, Durham 

Heritage Centre and Durham Botanical Gardens. Commercial leisure provision is 

concentrated principally within the main urban areas although is very limited, although 

land at Walkergate in Durham City is identified as potentially being suitable for mixed 

use development, including a multiplex cinema, bars and restaurants. 

 75



 Major Retail and Leisure Development since the Completion of the 2002 Study 

 

9.06 Since the completion of the 2002 Study, a new B&Q store together with further non-

food retail floorspace has been developed at Renny’s Lane (17,651 sq m), which 

forms the Durham City Retail Park. Other retailers include Currys, Argos and Sports 

World. 

  

 Expenditure 
 

9.07  The resident population is identified to generate approximately £1.17bn of 

comparison goods expenditure, increasing to £2.26bn by 2021 or £2.20bn based on 

Scenario 2, representing an increase of £1.08bn (Scenario 1) or £1.03bn (Scenario 

2). 

 

9.08 In addition, given the characteristics of the sub-region it is likely that there will be 

significant expenditure generated by tourists. 

 

 Activity Patterns and the use of the Sub-Regions Town Centres 
 
 Non-Bulky Comparison Goods Shopping Patterns 

9.09 Based on the findings of the household survey, the Durham Sub Region is identified 

to retain 31% (or £190m) of spending on non-bulky comparison goods expenditure 

generated by residents. Accordingly, it is evident that there are significant shopping 

trips being made to facilities outside the sub-region, most notably to the MetroCentre 

(21%), which is the highest proportion of shopping trips from any sub-region to this 

destination and 13% to Newcastle and 12% to Darlington.  

 

9.10 Despite this significant ‘leakage’ from the sub-region to other facilities elsewhere, it is 

notable that 83% of respondents travelled less than 30 minutes to their main non-food 

shopping destination. Consequently, 71% of respondents travel to their preferred 

centre by car (either as driver or passenger), reflecting the close proximity of 

competing centres/facilities and their good accessibility by a variety of modes of 

transport.  

 

9.11 Within the sub-region, facilities in Durham City are the most popular, although 

attracting only 12% of shopping trips, followed by Bishop Auckland (9%) and Chester-

le-Street (3%). The low level of retention reflects the limited retail provision in the 

centres, which is also reflected by the low level of ‘inflow’ to the sub-region from 

elsewhere in the Region, representing less than 1% (or £21.27m) of the expenditure 

generated.    
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 Bulky Goods Shopping Patterns 

9.12 Over a third (36%) of all ‘bulky goods’ shopping trips are retained by existing facilities 

in the sub-region predominantly to Durham City (14%) and Bishop Auckland (11%). 

On this basis, it is evident that existing facilities within the sub-region retain a greater 

proportion of ‘bulky goods’ shopping trips than non-bulky goods.  

 

9.13 Notwithstanding this, it is evident that 64% of ‘bulky goods’ shopping trips are made 

to facilities outside the sub-region. Furthermore, the two main centres in the sub-

region are unsuccessful in attracting trade from elsewhere in the Region. Indeed, our 

analysis identifies that facilities in the sub-region attract only 1.4% (or £43.73m) of 

‘bulky goods’ expenditure generated in the study area. (Plans indicating shopping 

patterns within the sub-region are contained at the end of this section). 

 

 Patterns of Leisure Activity 

9.14 Over half (52%) of the Durham Sub-Region’s population regularly visit cinemas, 

theatres or nightclubs: this is the highest proportion for all of the North East’s Sub 

Regions. However, most residents visit facilities outside the sub-region, notably the 

MetroCentre (11%), Newcastle or Teesside Park (6% each), reflecting the limited 

provision within the sub-region. Furthermore, facilities in Hartlepool and Darlington 

(5% and 4% respectively) are also popular. Within the sub-region itself, Durham City 

is the most visited destination (9%) followed by Consett (3%). 

 

9.15 In terms of cultural pursuits, of the 39% residents that visit galleries and museums, 

most look towards Newcastle (18%), followed by Durham City (5%) and Sunderland 

(3%). 

 

9.16 Most food and drink trips are retained within the City of Durham (17%), with 6% of the 

sub-region’s population using the centres of Bishop Auckland, Consett and 

Spennymoor. Again, the main attractor of trips from outside the sub-region is 

Newcastle (9%), followed by Teesside Park (7%). 

 

9.17 Overall, almost half of residents who undertake the leisure activities identified in the 

household survey did so at facilities in the North East Region, which is the highest of 

all the sub-regions.  

 

 Future Development Requirements 
 
 Quantitative Need 

9.18 The statistical analysis undertaken identifies that within the Durham Sub Region, 

existing facilities have an overall non-food market share of 6.8% of the available 
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comparison goods expenditure generated in the study area (allowing for ‘inflow’ from 

elsewhere in the North East Region). 

 

9.19 On this basis, we find that facilities in the sub-region collectively retain £456m of 

comparison goods expenditure within the wider study area in 2004. Of this retention, 

86% (or £391m) is derived from the sub-region reflecting the limited catchment of the 

main centres within the sub-region. Furthermore, 49% is retained in non-bulky 

comparison goods, with the remainder (51%) retained by ‘bulky’ goods retail facilities. 

However, it is likely that expenditure will also be generated by tourism, although this 

has not been accounted for as part of the study. 

 

9.20 Overall, our analysis identifies that 88% of the sub-region’s available expenditure is 

being spent at centres/facilities within the North East Region. 

 

9.21 In terms of the specific sub-region, existing facilities retain only 33% of comparison 

goods expenditure generated in the sub-region, which is comparable to that achieved 

in the North Northumberland Sub Region. Consequently, two thirds of all expenditure 

(£783m) is being lost to competing centres elsewhere in the Region. In this respect, 

the highest level of outflow of expenditure is identified to facilities within the Tyne & 

Wear and South East Northumberland (31%) and Tees Valley and North York Moors 

(23%) sub-regions. 

 

9.22 By ‘rolling forward’ the current market share of 6.8%, it is possible to examine the 

likely capacity available to support additional retail floorspace in the sub-region (at 

current market shares). 

 
    Table 9.1: Estimated Available Comparison Expenditure in Durham 

 Turnover + Increased 
Productivity (£m) 

Expenditure Available  
(£m) 

Surplus  
(£m) 

Scenario 1 
2004 456.08 456.08 - 
2011 506.18 596.17 89.99 
2016 545.30 721.27 175.97 
2021 587.44 872.69 285.25 
Scenario 2 
2004 456.08 456.08 - 
2011 506.18 597.12 90.94 
2016 545.30 721.62 176.32 
2021 587.44 880.32 292.88 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
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 Table 9 .2: Estimated Floorspace Capacity in Durham 
 Surplus 

Expenditure  
(£m) 

Average Sales Density 
+ increased 
productivity  
(£ per sq m) 

Net Floorspace 
Requirement  

(sq m) 

Gross Floorspace 
Requirement  

(sq m) 

Scenario 1 
2004 - 4,000 - - 
2011 89.99 4,439 20,273 28,961 
2016 175.97 4,854 36,253 51,790 
2021 285.25 5,229 54,552 77,931 
Scenario 2 
2004 - 4,000 - - 
2011 90.94 4,439 20,487 29,267 
2016 176.32 4,854 36,325 51,893 
2021 292.88 5,229 56,011 80,016 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
  Assumes gross to net ratio of 70:30 
 

9.23 The analysis indicates that by 2011 there will be surplus capacity of approximately 

£90m by 2011 or to £91m based on Scenario 2 assumptions available for new retail 

floorspace, based on current market shares (assuming no change in market shares). 

This is anticipated to increase to £285m by 2021, or to £293m - Scenario 2. 

 

9.24 By applying this surplus capacity to an average sales density of approximately £4,000 

per sq m and allowing for increased productivity, it is estimated that by 2011 there will 

be a requirement for approximately 28,961 sq m gross or 29,267 sq m of non-food 

retail floorspace in the sub-region based on Scenario 2. This is estimated to increase 

to 77,931 sq m gross (Scenario 1) or to 80,016 sq m (Scenario 2) by 2021. 

 

9.25 In terms of future leisure provision, based on current leisure activity patterns there is 

capacity in the sub-region to support an additional two screens in the long term (i.e. 

2021). However, by retaining a significantly greater proportion of the potential leisure 

population, our assessment identifies that there is scope for the sub-region to support 

an additional six screens by 2021. Similarly, by ‘clawing back’ trips currently being to 

facilities outside the sub-region, there is capacity for up to three further large health 

and fitness centres. In this respect, it is likely that this capacity for a cinema will be 

met by the potential development at Walkergate in Durham City.  

 

    Qualitative Need  

9.26 It is clear that the extensive ‘leakage’ of non-food spending from the sub-region 

indicates that there are qualitative deficiencies in non-food retail provision within the 

sub-region when compared to that available in outlying centres such as the 

MetroCentre, Newcastle and Darlington. Indeed, the main centres within the sub-

region together with major retail parks equate to only 161,000 sq m, which equates to 

approximately 2.9 sq m per capita (the highest in the Region). Whilst it is 

acknowledged that there will be further non-food retail floorspace in the sub-region, it 

is evident that there appears a deficiency in retail provision. 
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9.27 However, it is notable that much of the sub-region’s population is located in close 

proximity to competing major centres. Indeed, the household survey identifies the 

average journey length to respondents main non-food shopping destination within the 

sub-region to be approximately 21 minutes, which is significantly less than that 

identified in the North Northumberland (35minutes) and Rural West (28 minutes) sub-

regions. 

 

9.28 Although the distances involved are considerably less than other sub-regions in the 

Region, we consider that there is significant scope to improve the diversity and quality 

of retail provision in the Durham Sub Region, in order to ‘clawback’ lost expenditure 

and meet sustainability objectives. Indeed, despite its city status and significant 

catchment population, Durham City Centre does not provide a broad range of retail 

and leisure facilities, when compared to other major centres in the Region. 

Accordingly, whilst the recent Prince Bishop Shopping Centre development has 

improved the retail offer, White Young Green consider that there is significant 

qualitative need for improved retail provision in Durham City. 

 

 Commercial Demand  
 
9.29 A total maximum requirement of 96,279 sq m (gross) from 114 retailers, including 

Pets at Home, Debenhams, Matalan and TK Maxx. The current level of requirements 

(114) is significantly above the average in the sub-region over the past five years (98) 

indicating growing commercial demand.  

 

9.30 Furthermore, the greatest level of requirement expressed by retailers is within 

Durham City, where there is a current commercial requirement for up to 61,627, 

which represents 64% of the total level of requirements identified in the sub-region. 

 

 The Physical Capacity to Accommodate Identified Growth   
 

9.31 The main centres within the sub-region are identified to have limited scope to 

accommodate some of the need identified. Similarly, the Arnison/Mercia Centre offers 

a very limited capacity for expansion. Nevertheless, development within and 

extensions to existing units may be appropriate.  

 

9.32 Given the limited retail development within and at the edge of Durham City Centre, 

the Council consider that future ‘bulky’ goods non-food floorspace should be focussed 

at the Sherburn Road/Dragon Lane District Centre (Dragonville District Centre) and 

Dragonville Industrial Estate. Indeed, Sherburn Road/Dragon Lane District Centre is 

considered a strategic location for retail investment, reflecting the limited 
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development opportunities in the city centre. Consequently, 8,257 sq m (gross) of 

retail floorspace was permitted at Dragonville District Centre in 2005. 

 

9.33 Elsewhere in the sub-region, within Bishop Auckland, planning permission has been 

granted for a DIY unit (2,322 sq m) together with further non-food retail floorspace 

(3,948 sq m) and a foodstore (1,286 sq m) to the rear of Watling Road. Planning 

permission has also been granted for a DIY store (1,304 sq m) at the North West 

Industrial Estate in Peterlee.  

 

9.34 In total existing commitments comprise approximately 12,000 sq m of additional non-

food retail floorspace.  

 

 Summary 
 
9.35 It is evident that despite Durham City Centre being located in the sub-region, high 

leakage in non-food retail expenditure is identified to the neighbouring Newcastle and 

Darlington centres. Indeed, given the extent of the sub-region population it is 

considered that there is an underprovision of retail floorspace compared to other sub-

regions in the Region.  

 

9.36 On this basis, White Young Green consider that significant investment is necessary in 

the Durham Sub Region in order to provide more sustainable development. It is 

considered that Durham City Centre is vulnerable to competition both from those 

large centres within easy travelling distance (notably Newcastle City Centre and the 

MetroCentre) and from out of town developments. Therefore, appropriate sites need 

to be developed in order to improve the vitality of Durham City and reduce the 

significant level of ‘leakage’ taking place. Indeed, our assessment identifies capacity 

for approximately 80,000 sq m (gross) of additional non-food retail floorspace over 

the RSS period, which is also reflected in current commercial demand (96,000 sq m). 

Accordingly, there appears to be significant scope to improve the market share 

achieved by facilities in the sub-region.  

 

9.37 In this respect, it is evident that existing commitments will comprise only 12,000 sq m, 

which represents less than half the current floorspace capacity identified in the sub-

region in the short term (i.e. by 2011). As the largest shopping centre in the sub-

region, as concluded in the 2002 Study it remains evident that there needs to be 

significant retail development in Durham City Centre, including improving the city’s 

secondary retail frontages and further expansions (where possible) of the existing 

shopping centres in the city centre. However, given the historical nature of Durham 

City Centre, other centres in the sub-region should also become the focus of 
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appropriate retail and leisure development. Indeed, the relative success of Bishop 

Auckland as a shopping destination should be enhanced and its role in meeting the 

needs of the western part of the Region (Barnard Castle area) should continue. The 

development of centres such as Peterlee, Consett and Chester-le-Street should also 

be encouraged, where appropriate sites are available to accommodate the identified 

capacity and reduce the significant ‘leakage’ of expenditure identified to take place 

from this sub-region. Indeed, the Submission Draft RSS identifies Peterlee as an 

example where retail-led regeneration could particularly be encouraged (paragraph 

3.50). 
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10 SUB REGION 5: THE TEES VALLEY AND NORTH YORK MOORS’ RETAIL AND 
LESIURE CHARACTERISTICS 

 

 Sub-Regional Characteristics   
 

10.01 The sub-region comprises five household survey zones of: 

 

 l) Hartlepool; 

 m) Middlesbrough and Redcar; 

 n) Stockton; 

 o) Darlington; and 

 p) Thirsk. 

 

10.02 The main concentrations of retail and leisure provision are along the Tees Valley, and 

includes the town centres of Middlesbrough, Darlington, Hartlepool, Stockton-on-Tees 

and Redcar. Collectively these centres comprise approximately 255,000 sq m gross 

of non-food retail floorspace (Experian Goad). Furthermore, the Tees Valley and 

North Yorks Moor Sub-Region has the greatest proportion of out-of-centre retail 

floorspace to town centre floorspace in the North East Region particularly in the 

Stockton area. Indeed, our assessment identifies floorspace within major 

supermarkets to comprise some 184,000 sq m, which equates to 72% of the 

floorspace identified in the main centres in the sub-region. 

 

10.03 The sub-region is identified to have a resident population of 735,784 (2004 estimate) 

representing 28% of the study area’s population. The population is anticipated to 

increase marginally to 737,217 by 2021, representing an increase of 8,803 (or 1.2%) 

between 2004 and 2021. In comparison, the population assumptions adopted in 

Scenario 2 identify that the population will increase to 762,726 by 2021, representing 

an increase of 26,942 (or 3.7%) between 2004 and 2021. In this respect, it is evident 

that the assumptions adopted in Scenario 2 identify a significantly higher population 

that the latest ONS-projections utilised in Scenario 1. 

 

10.04 A great variety of major commercial leisure uses are found throughout the Tees 

Valley and North York Moors Sub-Region, including: a UGC Cinema and associated 

facilities at Middlesbrough Leisure Park; a Vue Cinema in Hartlepool; and the Regent 

Cinema in Redcar. Further leisure provision includes Hollywood Bowl at Teesside 

Leisure Park in Stockton and UK Superbowl in Hartlepool. 
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10.05 The resident population is identified to generate approximately £1.93bn of 

comparison goods expenditure in 2004, increasing to £3.66bn by 2021 or £3.78bn 

based on Scenario 2 population assumptions. 

 

 Activity Patterns and the use of the Sub-Regions Town Centres 
 
 Non-Bulky Comparison Goods Shopping Patterns 

10.06 Based on the findings of the household survey, the Tees Valley and North York 

Moors Sub-Region is identified to retain approximately 92% of non-bulky comparison 

goods expenditure generated in the sub-region, which is second only to the Tyne and 

Wear and South East Northumberland Sub Region (94%). Furthermore, the sub-

region is successful in drawing trade from elsewhere in the Region, most notably the 

Durham Sub Region (23%). Although ‘inflow’ equates to only 4% (or £154m) of non-

bulky comparison goods expenditure generated in the survey area. 

 

10.07 Accordingly, the sub-region generates relatively short journeys to respondent’s main 

shopping destination, with 60% of shopping trips undertaken in the sub-region being 

less than 15 minutes. Consequently, only 65% of respondents travel to their main 

shopping destination by car (either as driver or passenger), which is the second 

lowest in the Region. Accordingly, 26% of respondents use public transport, which is 

also the second highest in the Region, reflecting the good accessibility by public 

transport. 

 

10.08 Within the sub-region, facilities in Middlesbrough are the most popular attracting more 

than 48% of shopping trips, followed by Stockton (14%) and Darlington (12%). Within 

the Middlesbrough and Redcar local area, 91% of residents use facilities in 

Middlesbrough or Redcar for non-bulky comparison goods shopping, with 3% using 

facilities in Stockton. In comparison, within the Hartlepool area, 78% of residents use 

facilities in Hartlepool, with 16% using Middlesbrough. Similarly, within the Darlington 

local area, 85% of local residents use facilities in Darlington, with 6% using facilities in 

Middlesbrough. With regard to Stockton local area, 48% of residents use facilities in 

Stockton, with 46% using facilities in Middlesbrough. Within the Thirsk survey area, 

40% use facilities in Middlesbrough, Northallerton (21%) and York (14%). 

 

10.09 Of the five zones forming the Tees Valley and North York Moors Sub-Region, it is 

evident that only Middlesbrough is successful in retaining a significant proportion 

(48%) of non-bulky comparison goods shopping undertaken in the sub-region. 
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 Bulky Goods Shopping Patterns 

10.10 More than 82% of all ‘bulky’ goods shopping trips are undertaken in the sub-region, 

predominantly to facilities in Stockton, which attracts 32% of residents in the sub-

region, with 22% using Middlesbrough and 12% to Darlington. On this basis, it is 

evident that existing facilities within the sub-region attract a greater proportion of non-

bulky comparison goods shopping trips than ‘bulky’ goods shopping trips primarily 

due to the strength of Middlesbrough as a retail destination. 

 

10.11 Within the separate survey zones: 82% of local residents within the Stockton area 

use facilities in Stockton, with 9% using Middlesbrough; 88% of residents in the 

Darlington area use local facilities; 88% of residents in Hartlepool; only 61% of 

residents within the Middlesbrough and Redcar area use local facilities, with 31% 

using facilities in Stockton reflecting the limited specialist retail warehousing in the 

area; and within the Thirsk survey zone, 25% of residents use facilities in Stockton; 

21% use facilities in Middlesbrough and 15% use facilities in Northallerton. 

 

10.12 Overall, it is evident that of the main areas in the Tees Valley, facilities in 

Middlesbrough and Redcar achieve the lowest market share for ‘bulky’ goods 

shopping in the sub-region. (Plans indicating shopping patterns within the sub-region 

are contained at the end of this section). 

 

 Patterns of Leisure Activity 

10.13 Half (50%) of the Tees Valley and North York Moors Sub-Region’s population 

regularly visit cinemas, theatres or nightclubs: most visit facilities in Middlesbrough 

(15%) or Teesside Park (13%). Teesside Park also draws trade from the Durham and 

Rural West sub-regions (6% and 3% respectively). 

 

10.14 In terms of cultural pursuits, of the 31% of residents that visit galleries and museums 

regularly (the lowest proportion in the North East), most look towards Middlesbrough 

(5%), Newcastle or Hartlepool (3% each), Darlington or Stockton-on-Tees (2% each). 

However, developments such as MIMA (Middlesbrough Institute of Modern Art), 

which is due to open in 2006, is likely to increase participation rates in the sub-region 

and the attraction of Middlesbrough generally. 

 

10.15 As with other sub-regions, most food and drink trips are retained within the main 

centres within the sub-region, with the most popular destinations being 

Middlesbrough (14%), Darlington (10%), Hartlepool (9%), Stockton-on-Tees (6%) and 

Redcar (4%). 
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 Future Development Requirements 
 
 Quantitative ‘Need’ 

10.16 The statistical analysis undertaken identifies that facilities in the Tees Valley and 

North York Moors Sub Region have an overall market share of 30% of the available 

comparison goods expenditure generated in the sub-region (allowing for ‘inflow’), 

which is the second highest in the Region. 

 

10.17 On this basis, we find that facilities in the sub-region collectively retain £1.99bn of all 

comparison goods expenditure within the wider study area (2004). However, 85% (or 

£1.69bn) is derived from the sub-region reflecting its limited catchment. Of this 

retention, 55% is retained in non-bulky comparison goods, with the remainder (45%) 

retained by ‘bulky’ goods facilities in the sub-region.  

 

10.18 Overall, our analysis identifies that 94% of the sub-region’s available expenditure is 

being spent at centres/facilities within the Region, which is the second highest in the 

study area and indicates the strength of existing provision within the sub-region. 

 

10.19 In terms of the specific sub-region, existing facilities retain 88% of comparison goods 

expenditure generated in the sub-region, which is the second highest in the Region. 

Consequently only 12% (£81m) of expenditure generated is being lost to facilities 

elsewhere. In this respect, the highest level of outflow is identified to be to the Tyne & 

Wear and South East Northumberland Sub Region, which attracts 2% of the 

expenditure available within the Tees Valley and North York Moors Sub-Region. 

 

10.20 By ‘rolling forward’ the current market share of 29.5%, it is possible to examine the 

likely comparison goods floorspace required in the sub-region through to 2021.         

 
 Table 10.1: Estimated Available Comparison Expenditure in Tees Valley and North York 

Moors 
 Turnover + Increased 

Productivity (£m) 
Expenditure Available  

(£m) 
Surplus  

(£m) 
Scenario 1 
2004 1,987.70 1,987.70 - 
2011 2,206.04 2,586.34 380.30 
2016 2,376.53 3,129.03 752.50 
2021 2,560.20 3,785.93 1,225.73 
Scenario 2 
2004 1,987.70 - - 
2011 2,206.04 2,590.46 384.42 
2016 2,376.53 3,130.55 754.02 
2021 2,560.20 3,819.05 1,258.85 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
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 Table 10.2: Estimated Floorspace Capacity in Tees Valley and North York Moors 
 Surplus 

Expenditure  
(£m) 

Average Sales Density 
+ increased 
productivity  
(£ per sq m) 

Net Floorspace 
Requirement  

(sq m) 

Gross Floorspace 
Requirement  

(sq m) 

Scenario 1 
2004 - 4,000 - - 
2011 380.30 4,439 85,672 122,389 
2016 752.50 4,854 155,027 221,467 
2021 1,225.73 5,229 234,410 334,871 
Scenario 2 
2004 - 4,000 - - 
2011 384.42 4,439 86,601 123,716 
2016 754.02 4,854 155,340 221,914 
2021 1,258.85 5,229 240,744 343,920 

 Notes: WYG Analysis (2005) 
   Increased productivity identified to be 1.5% per annum 
  Assumes gross to net ratio of 70:30 
 

10.21 The analysis indicates that there is surplus capacity of £380m by 2011, which is 

anticipated to increase to £1.23bn by 2021 (based on current market shares). Based 

on the population assumptions adopted for Scenario 2, surplus capacity is identified 

to increase to £384m in 2011 and to £1.26bn by 2021. 

 

10.22 By applying this surplus capacity to an average sales density of approximately £4,000 

per sq m, it is estimated that by 2011 there will be a requirement for 122,389 sq m 

gross or 123,716 sq m gross of non-food retail floorspace based on Scenario 2 

assumptions. This is estimated to increase to 334,871 sq m gross (Scenario 1) or 

343,920 sq m (Scenario 2) by 2021. 

 

10.23 In the leisure sector, potential capacity has been identified for up to nine cinema 

screens, based on increasing population (or eight screens based on Scenario 1 

assumptions) within the sub-region by 2021, which is likely to be predominantly 

provided by a single multiplex cinema, although commercial demand may be limited 

due to existing provision in the sub-region being good.  

 

 Qualitative Need 

10.24 It is evident that the sub-region is largely independent from the rest of the Region, 

with limited ‘inflow’ or ‘leakage’ to other centres within the Region. Accordingly, the 

average journey length of residents within the sub-region to their main shopping 

destination is 18 minutes, which is the second lowest in the study area. Therefore, it 

is evident that there appears not to be a pressing qualitative need for improved 

provision within the sub-region. Whilst ‘leakage’ does occur within the specific survey 

zones, such as Stockton (for non-food comparison goods) and Middlesbrough (for 

‘bulky’ goods) it is evident that competing facilities in the sub-region are easily 

accessible and does not warrant overriding concerns in terms of sustainability. 
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10.25 In total the main centres together with the major retail parks in the sub-region 

comprises approximately 439,000 sq m of retail floorspace. Based on a population of 

735,784 in the sub-region, current floorspace in the main centres equates to 1.7 sq m 

per capita. 

 

 Commercial Demand 
 
10.26 A total maximum floorspace requirement of 193,757 sq m (gross) has been recorded 

for the sub-region from 178 retailers. This demand is focused on the centres of 

Middlesbrough (75,787 sq m from 60 end-users), Darlington (51,035 sq m from 59 

end-users) and Stockton-on-Tees (23,992 sq m from 16 end-users). 

 

10.27 Significantly, there has been increased commercial demand since 2002, where a 

floorspace requirement of 103,048 sq m (gross) for the sub-region was identified. 

Significantly demand for representation in Middlesbrough has increased by 74% (or 

32,030 sq m). 

 

10.28 Demand for representation within the sub-region has also been expressed by 

commercial leisure operators, including Megabowl and JJB Soccerdome (both within 

Middlesbrough) together with various bars and restaurants. 

 

 Physical Capacity to Accommodate Identified Growth 
 
10.29 Within Darlington, planning permission exists at Commercial Street, to extend the 

Queen Street Shopping Centre, which will comprise some 22,350 sq m of non-food 

retail floorspace. Although the developer has changed since the initial application was 

approved and a new application is to be submitted, it is likely that the retail floorspace 

proposed will be a similar level to that already permitted. In addition, a mixed-use 

retail and leisure application has been approved for a total of 2,879 sq m at Crown 

Street within the town centre. Also within Darlington Town Centre, a bingo hall has 

been approved at Skinnergate/Salt Yard. An out-of-centre site at Hurworth for a hotel 

and associated leisure uses has been approved. 

 

10.30 With regard to Redcar, the Regents Walk development has provided an additional 

18,000 sq m of non-food retail floorspace, comprising 23 units and a new Focus store 

(opened in 2004) has been developed at Guisborough. A scheme for a supermarket 

and other retail units comprising a total of 3,145sq m of floorspace has been 

approved, although construction has not started on the site. Furthermore, the Council 

are currently considering an application for 5,472 sq m of non-food retail floorspace at 

Limerick Road in Dormanstown where a non-food retail unit has already been 
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approved, providing 4,180 sq m of floorspace, which will accommodate a DIY store. 

In addition, the Council also have proposals for the creation of two new district 

centres in the Borough, whilst it is likely that these centres will be anchored by a 

major foodstore, non-food retail floorspace is also proposed. Another major 

application is also expected within the Borough, including a mixed use development 

at Coatham Enclosure at Redcar, comprising a number of uses. It is expected that 

any development will comprise significant leisure development (circa. 13,500 sq m) 

together with non-food retail floorspace (560 sq m).  

 

10.31 Within Middlesbrough there is potential to refurbish or redevelop the Cleveland 

Shopping Centre within the town centre. Further retail development is permitted at 

Cargo Fleet, Middlehaven although restricted to non-food bulky goods (5,852 sq m). 

There is also potential to redevelop and enhance retail floorspace at Canon Park, 

which could potentially form an extension westwards of the town centre. 

 

10.32 Within Stockton-on-Tees it is evident that existing out-of-centre provision has had an 

impact on the town centre, indeed the allowance of all Class A1 retail uses of some of 

the existing out-of-centre retail floorspace has resulted in Next and WH Smith being 

located in out-of-centre locations. Outstanding non-food retail commitments include 

non-food retail floorspace as part of the redevelopment of Thornaby District Centre 

(3,021 sq m net) together with planning permission also exists for two bulky goods 

retail warehouses at Portrack Lane (1,897 sq m net and 632 sq m net respectively). 

The Council are seeking to protect and consolidate existing centres including the 

occupation of vacant properties in Stockton-on-Tees Town Centre. There are also 

two proposals for new retail warehouses at Queens Park North, Norton (between 

Durham Road and North Road) and at Portrack Lane, which could be in the region of 

11,542 sq m (net). In addition, the Council have identified a number of sites within the 

Stockton area to support additional retail floorspace, including the Zanzibar Nightclub 

and Swallow Hotel/Castlegate Centre car parks.  

 

10.33 In Hartlepool, although a recent Inspectors Inquiry to the Local Plan has resulted in 

the town centre boundary being refined resulting in a narrower town centre, it is 

evident that the Council have identified a number of sites that could potentially 

accommodate additional retail and leisure floorspace. The most notable site is the 

possible extension of the Middleton Shopping Centre southwards to incorporate a site 

that has lain vacant for a period of time. In addition, other potential sites include the 

Marina, which will continue to be developed for a mixture of uses which will enhance 

its value as a major attraction for both residents and visitors, including retail and 

leisure uses. Currently, there is an application for non-food retail unit comprising 

2,325 sq m of retail floorspace at Middleton Road/Marina Way.  
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10.34 In total existing commitments comprise approximately 46,000 sq m of non-food retail 

floorspace, which represents only 37% of the identified capacity by 2011. Clearly, 

there is a need for additional sites to come forward in the long term to meet the 

identified need and maintain the strong market share achieved by facilities in the sub-

region. However, it is important to note that significant further out-of-centre retail 

development may have a detrimental impact upon the vitality and viability of existing 

centres, particularly in the Stockton area. Indeed, the sub-region already contains 

significant levels of out-of-centre retail floorspace. 

  

 Summary 
 
10.35 The Tees Valley and North York Moors Sub Region is a successful trading location, 

which generally operates independently from the rest of the Region, with high levels 

of local expenditure being retained by each of the main centres in the sub-region. 

However, in order to enhance sustainability there remains a need for the key centres 

within the sub-region to continue to complement and compete with the retail offer of 

the Newcastle/MetroCentre area. In this respect, based on the findings of the 

household survey, it is evident that significant growth should be focused in 

Middlesbrough in order to continue its role as a sub-regional centre and restrict 

‘leakage’ to competing facilities. The development of the Stockton-Middlesbrough 

Initiative, which seeks to develop as a core area of the Tees Valley City-Region, will 

hopefully aid the future strengthening of key centres in the sub-region. In addition, 

other centres such as Darlington, Hartlepool and Redcar play an important role in 

meeting the needs of both the local population and the wider area and should 

continue to be the main focus of investment in the sub-region. 

 

10.36 Our analysis suggests that there is significant scope to improve the retail offer within 

the sub-region. Indeed, it is necessary for around 335,000 sq m (gross) of non-food 

retail floorspace through to 2021. In addition, a high level of commercial demand has 

also been identified within the sub-region, particularly within Middlesbrough. 

Therefore, it is necessary for major new development opportunities to come forward 

in the main centres in the longer term in order that centres in the sub-region maintain 

their strength in the Regional hierarchy. However, it is important to note that 

significant further out-of-centre retail development may have a detrimental impact 

upon the vitality and viability of existing centres. Indeed, the sub-region already 

contains significant levels of out-of-centre retail floorspace, particularly within the 

Stockton-on-Tees area of the sub-region.   
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11 OVERVIEW OF RETAIL CHARACTERISTICS IN THE REGION 
 

11.01 After examining each of the five sub-regions within the North East Region, we set out 

below our overview of retail characteristics, in order to identify any major 

discrepancies within the region in terms of lack of provision, significant ‘leakage’, etc. 

in order to provide a comparison by sub-region. 

 

11.02 Figure 11.1 indicates that facilities in the Tyne & Wear and South East 

Northumberland Sub-Region (51%) achieve the greatest market share within the 

study area, followed by the Tees Valley and North York Moors Sub-Region (30%). In 

comparison, the remaining three sub-regions achieve a very low market share 

reflecting the limited retail provision and the strength of competing centres.   

 
 Figure 11.1: Market Shares of Sub-Region 
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11.03 These market shares result in £6.74bn of comparison goods expenditure being 

retained by facilities in the North East Region. Accordingly, facilities in the Tyne & 

Wear and South East Northumberland Sub-Region retain £3.44bn of the expenditure 

generated in the study area, which is more than the remaining four sub-regions put 

together. Indeed, only the Tees Valley and North York Moors Sub Region is 

successful in retaining a significant proportion of non-food expenditure (£1.99bn). 

 

11.04 Furthermore, by comparing the market shares achieved to the population by sub-

region, it is evident that only the Tyne & Wear and South East Northumberland and 

the Tees Valley and North York Moors sub-regions attract higher market share than 

the proportion of population. In comparison, it is evident that the proportion of 

population within the other sub-regions is greater than the market share achieved. 

Indeed, within the Durham Sub-Region, although this sub-region comprises almost 
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18% of the Region’s population, existing facilities attract a market share of less than 

7%. 

 
 Figure 11.2: Proportion of Population and Market Shares 
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 Expenditure Retention 
 
11.05 Whilst the household survey suggests that existing facilities in the Region retain 

almost 90% of all comparison goods expenditure available, it is evident that the levels 

of retention differ by sub-region. Figure 10.3 indicates the retention level of facilities in 

the Region by sub-region. Overall, the results show that the greatest leakage to 

facilities outside the Region is within the Rural West and Durham sub-regions, 

although it is notable that facilities in the Region retain approximately 88% of the 

expenditure generated in both these sub-regions.  

 
 Figure 11.3: Retention of Available Expenditure in the North East by Sub-Region 
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11.06 Whilst it is evident that the vast majority of expenditure generated in each of the five 

sub-regions is being spent at facilities in the North East, it is notable that most of this 

is to facilities in the Tyne & Wear and South East Northumberland Sub Region. In this 

respect, Figure 11.4 illustrates the dominance of this sub-region in retaining 

expenditure. 

 
 Figure 11.4: Retention of Expenditure by Sub-Region 
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11.07 With regard to specific sub-regions, our assessment identifies that the greatest levels 

of retention are within the major sub-regions of Tyne & Wear and South East 

Northumberland and the Tees Valley and North York Moors (both at 88%). In 

comparison given the limited retail provision within the other sub-regions, the market 

shares achieved are significantly less. Indeed, within the Rural West Sub-Region, 

existing facilities retain only 22% of the expenditure generated in the sub-region. 

Accordingly, our analysis indicates that almost 78% of expenditure generated in this 

sub-region is being lost to facilities elsewhere in the region.  

 
 Figure 11.5: Market Share of Retention by Sub-Region 
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 Outflow of Expenditure  
 

11.08 Our analysis indicates that not one survey zone is 100% self sufficient and there is 

inevitably movement of expenditure between sub-regions. In this respect, our 

assessment indicates that of the £6.05bn of expenditure being retained by facilities in 

the Region, only £4.99bn (77%) is being retained within the sub-regions immediate 

catchment. Consequently, it is estimated that £1.06bn is spent between the sub-

regions and can be considered as outflow or ‘leakage’.  

 

11.09 In this respect, the highest level of outflow was identified to be from Durham Sub 

Region, which experienced approximately £783m of expenditure leaking from its 

immediate area. Other significant levels of expenditure outflow were found in Tyne & 

Wear and South East Northumberland (£371m), Rural West (£188m) and North 

Northumberland (£167m). 

 
 Figure 11.6: Outflow of Expenditure by Sub-Region 
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11.10 However, whilst significant expenditure outflow was identified from the Tyne & Wear 

and South East Northumberland Sub Region, as a proportion of the expenditure 

generated, it is notable that outflow from this area is the lowest (12%). In comparison, 

the greatest proportion of outflow is identified to be in the Rural West Sub Region 

(78%). 
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 Figure 11.7: Outflow of Expenditure by Sub-Region 
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11.11 Figure 11.7 indicates that a significant proportion of expenditure generated in the 

North Northumberland, Rural West and Durham sub-regions is being lost to facilities 

elsewhere in the region. On this basis, Figure 11.8 illustrates the proportion of the 

total expenditure outflow by each of the five sub-regions to indicate if there are any 

significant movements in shopping patterns.  

 
 Figure 11.8: Proportion of Outflow to Sub-Regions 
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 Notes: Excludes outflow to facilities outside the Region 

 

11.12 Figure 11.8 illustrates the impact of the Tyne & Wear and South East Northumberland 

Sub Region on shopping patterns within the Region. Indeed, facilities in this sub-

region draw the greatest proportion of expenditure from other sub-regions. Indeed, 

within the North Northumberland Sub-Region, 99% of the expenditure currently 

flowing out of the sub-region (excluding outflow outside the Region) is to facilities in 
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the Tyne & Wear and South East Northumberland Sub Region, which is 

understandable given the strength of facilities in the sub-region and it’s location in 

relation to North Northumberland.  

 

 Inflow of Expenditure 
 
11.13 As we have previously highlighted some £1.05bn of expenditure is being lost from 

various sub-regions but retained by facilities in the Region. Therefore, it can be 

considered that this expenditure is being spent between the sub-regions. In this 

respect, Figure 11.9 indicates that the Rural West Sub-Region (£20m) has the lowest 

level of inflow from the other four sub-regions, which is not surprising given the limited 

provision in the sub-region. 

 

11.14 The largest level of inflow expenditure was unsurprisingly into the Tyne & Wear and 

South East Northumberland Sub Region, where inflow was identified to be 

approximately £653m. Indeed, the sub-region is successfully attracting trade from all 

the other four sub-regions, most notably Durham (£365m) and North Northumberland 

(£139m). 

 
 Figure 11.9: Inflow of Expenditure By Sub-Region  
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11.15 With regard to the level of inflow as a percentage of the total turnover of existing 

facilities in the sub-region, it is evident that inflow has the greatest impact on the total 

turnover of facilities in the North Northumberland and Rural West sub-regions (25% 

and 27% respectively) despite achieving the lowest level of inflow in terms of actual 

expenditure, indicating the relatively low turnover and market share achieved. 
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 Figure 11.10: Inflow of Expenditure as Total Turnover of Sub-Region 
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11.16 On this basis, Figure 11.11 illustrates the proportion of inflow to each of the sub-

regions indicating where significant expenditure inflow is taking place. In this respect, 

it is evident that most inflow to other sub-regions are from the Tyne & Wear and 

South East Northumberland and Tees Valley and North York Moors sub-regions, due 

primarily to the significant expenditure generated in both these zones, compared to 

other zones in the region.  

 
 Figure 11.11: Proportion of Inflow to Sub-Regions 
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 Capacity 
 

11.17 Having examined shopping patterns within the study area and available expenditure, 

we set out below our analysis of the level of surplus expenditure available for new 

retail floorspace based on the current market shares being rolled forward through to 

2021. In this respect, our analysis indicates that by 2021 there will be £3.75bn or 
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£3.83bn based on Scenario 2 assumptions, available for new retail facilities in the 

North East Region. 

 
 Figure 11.12: Surplus Capacity for additional Retail Floorspace by Sub-Region (2021) 
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11.18 Figure 11.12 indicates that that most additional retail floorspace should be focused 

within the Tyne & Wear and South East Northumberland Sub Region, where 

approximately £2.12bn of surplus expenditure will be available by 2021or £2.18bn of 

surplus expenditure based on Scenario 2 assumptions. This represents 

approximately 57% of the Region’s overall capacity. In comparison, our analysis 

identifies capacity of £1.23bn (Scenario 1) or £1.26bn (Scenario 2) by 2021 within the 

Tees Valley and North York Moors Sub-Region, which represents approximately 33% 

of the capacity identified. 

 

11.19 In comparison our analysis indicates capacity of only £47m assuming Scenario 1 

population assumptions or £48m based on Scenario 2 assumptions within the Rural 

West Sub Region. However, it is notable that this analysis is based on current market 

shares and we consider there is significant scope to improve the market share 

achieved by facilities in North Northumberland, Rural West and Durham sub-regions. 

However, this must be considered within the context of wider regional spatial and 

sustainability objectives. Notwithstanding this, by applying an average sales density 

of £4,000 per sq m to the surplus expenditure identified (allowing for increased 

productivity), as highlighted in Section 5 of this report, it is considered that the Region 

could accommodate approximately 712,871 sq m net (or 1,018,387 sq m gross) by 

2021, or 732,532 sq m net (1,046,474 sq m gross) by assuming the population 

assumptions adopted in Scenario 2. 

 

11.20 Based on the five sub-regions, Figure 11.13 identifies that at current market share for 

each sub-region, the vast majority of new floorspace (at least 578,000 sq m gross) 
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should be located within the Tyne & Wear and South East Northumberland Sub 

Region by 2021. Furthermore, a requirement for an additional 334,000 sq m (gross) 

within the Tees Valley and North York Moors Sub Region has been identified. 

However, floorspace requirements within the other three sub-regions is significantly 

less, collectively representing only 10% of the floorspace capacity identified in the 

North East Region.   

 
 Figure 11.13: Floorspace Capacity by Sub-Region (2021) 
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12 REGIONAL LEISURE ASSESSMENT 
 

 Assessing Future Needs 
 

12.01 The commercial leisure sector has undergone a significant change in the last decade. 

During the late 1980s there was considerable development activity in the leisure 

sector particularly health clubs, golf courses/driving ranges, sports clubs and leisure 

complexes. Whilst the onset of the recession in the early 1990s prompted national 

leisure operators to take a more cautious approach to their activities, recent trends 

have indicated that there has been a renewed growth in leisure activities during the 

late 1990s and at the start of the new century. This renewed growth has primarily 

focused on evening economy uses such as (cafes, pubs and bars) and private health 

clubs rather than large scale leisure/cinema complexes.  

 

12.02 Forecasts for increased leisure spend indicate that pressures for new facilities will 

materialise throughout the emerging Regional Spatial Strategies (RSS) plan period, 

but again this is likely to be focused on small scale developments and the further 

expansion of the evening economy rather than new multiplex cinemas and family 

entertainment centres. 

 

12.03 Although, our analysis seeks to identify the level of capacity available to support 

additional commercial leisure development, the quantitative capacity of an area to 

support new commercial leisure development is difficult to assess with any certainty 

compared to retail development. Therefore, for the purposes of this report, we have 

also sought to provide a clearer understanding of the leisure use patterns within the 

region. However, the limitations of this analysis must recognise that innovation in the 

leisure industry can create new demand and therefore affect future trends 

considerably which cannot be modelled. In addition, the leisure industry is very much 

‘product-led’, insomuch as attendance is determined by the popularity of individual 

facilities rather than growth in anticipated expenditure by the local population. 

 

12.04 Often the most accurate indicators of future ‘need’ are potential gaps in the market or 

the identification of excessive leakages from one location to another. To this aim, 

specific questions were asked with the household survey which sought to identify any 

potential leakage from the Region that may need to be addressed as part of the 

Regional Spatial Strategy.  

 

 

 

 Patterns of Leisure Activity in North East 
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12.05 Based on specific questions in the household survey, our analysis identifies patterns 

in the following activities: 

 

• Cinemas and nightclubs; 

• Cultural activities (museum and galleries); and 

• Food and drink. 

 

 Cinemas and Nightclubs 
 

12.06 In terms of visits to cinemas and nightclubs, the household survey found that almost 

48% of the survey area’s residents visit these types of facilities. Of those that 

undertake these activities, 97% of residents use facilities in the North East Region. 

 

12.07 On a survey zone basis, the results indicate that most of the respondents visited 

facilities in Tyne and Wear and South East Northumberland and Tees Valley and 

North York Moors sub-regions. This is not surprising given the strength of facilities in 

the major centres within these two sub-regions. 

 
 Figure 12.1: Cinema/Nightclub Going in the North East 
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12.07 As Figure 12.1 indicates few visitors use facilities in the North Northumberland and 

Rural West sub-regions, which is understandable given the limited provision within 

both these sub-regions. 

 

12.08 In addition, we have sought to establish whether the residents within each of the sub-

regions identified are travelling outside their primary survey zones to meet their 

cinema/nightclub going needs. Figure 12.2 below illustrates the retention of visits 
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within each of the sub-regions. The results show that North Northumberland, Rural 

West and Durham sub-regions have low retention levels. In comparison both Tyne & 

Wear and Tees Valley sub-regions have high levels of retention. It is evident that 

significant levels of people travel to facilities in both Tyne & Wear and Tees Valley 

urban areas. 

 
 Figure 12.2: Retention of Cinema/nightclub Trips by Sub-Region   
 

27.7

93.7

28.9 27.9

90.4

0.0

10.0

20.0

30.0

40.0

50.0

60.0

70.0

80.0

90.0

100.0

North
Northumberland

Tyne & Wear Rural West Durham Tees Valley

Sub-Region

R
et

en
tio

n 
(%

)

 

 

 

 

 

 

 

 

 

 

 
 Notes: Excludes ‘others’ 

 

12.09 However, it is evident that despite facilities in North Northumberland achieving the 

lowest retention rates; it is notable that the sub-region is identified to have the highest 

participation rates, with 51% of the local population undertaking cinema and nightclub 

trips. In contrast, the Rural West Sub-Region is identified to have the lowest 

participation rates (44%), which may be reflective of the limited provision and the 

likely long trips associated with undertaking such activity. Surprisingly, despite strong 

local provision, participation rates in the Tyne & Wear and South East 

Northumberland Sub Region are identified to be the second lowest (47%). 

 

 Cultural Activities 
 

12.10 The household survey identifies that approximately 38% visit cultural attractions (such 

as museums and galleries). Of those undertaking such activity, 91% visited facilities 

in the North East Region. Most (71%) visit facilities in the Tyne & Wear and South 

East Northumberland Sub Region. 

 

 

 

 
 Figure 12.3: Cultural Trips undertaken by Sub-Region 
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12.11 Figure 12.3 indicates that the other four sub-regions in the Region are successful in 

attracting a low proportion of cultural trips. Indeed, even within the Tees Valley sub-

region, only 12% of cultural trips undertaken in the Region are done within this sub-

region, reflecting the limited provision in this sector. Accordingly, only the Tyne & 

Wear and South East Northumberland Sub Region are successful in retaining a 

significant proportion of cultural trips (92%), followed by the Tees Valley and North 

York Moors Sub-Region (44%).  

 
 Figure 12.4: Retention of Cultural Trips by Survey Zone 
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 Notes: Excludes ‘others’ 

 

12.12 In terms of participation rates, despite the second lowest proportion of cultural trips 

being undertaken in the Region, the Rural West Sub-Region is identified to have the 

highest participation rates in these types of activities (61%), compared to only 28% of 

Tees Valley residents participating in this activity. 

 Food and Drink 
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12.13 In order to examine the evening activity of the Region’s population, the household 

survey asked specific questions where people visited to undertake ‘evening economy’ 

activities, such as restaurants, bars and pubs. The household survey results indicate 

that over 72% of the study area population regularly visit restaurants and pubs. 

Furthermore, of those respondents undertaking such activity, 92% did so at facilities 

in the North East Region, most notably to facilities in the Tyne & Wear and South 

East Northumberland Sub Region (46%), which is understandable given the 

proportion of the region’s population.   
 
 Figure 12.5: Food and Drink Participation in the North East 
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12.14 In terms of the individual sub-regions, Figure 12.6 illustrates the levels of retention of 

those undertaking this activity within each of the sub-regions. The results indicate that 

all the sub-regions are relatively successful in retaining food and drink activity, most 

notably the Tyne & Wear and South East Northumberland and Tees Valley and North 

York Moors sub-regions (88% and 82% respectively).  

 
 Figure 12.6: Retention of Food and Drink Participation by Sub-Region  
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10 Summary 

 



 

12.15 From the household survey it is evident that the most popular leisure activity is eating 

and drinking (72%), which is significantly higher than for other identified leisure 

activities (Figure 12.7). Therefore, we consider there is some scope to improve 

leisure provision within the region, in order to increase participation rates. Indeed, 

less than half the Region’s population visit the cinema.  

 
 Figure 12.7: Participation Rates of Main Leisure Activities 
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12.16 However, analysis of the results would appear to suggest that there is no ‘cause for 

concern’ with regard to significant leisure trips leaking from the Region to facilities 

elsewhere, such as to facilities in Scotland or Yorkshire (Figure 12.8).  

 
 Figure 12.8: Retention within the Survey Area 
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12.17 However, similar to the situation with retail, the Region cannot afford to become 

complacent or stand still and must respond to future growth in commercial leisure to 

maintain its current market share. 
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13 CONCLUSIONS AND RECOMMENDATIONS ON STRATEGIC POLICY TO 2021 
 
 Existing Retail and Leisure Provision 
 
13.01 The North East Region contains just over 2.61 million residents (2004 estimate), 

which is forecast to increase by about 23,000 (or 0.86%) by 2021. Alternatively, 

based on the population assumption adopted in the Submission Draft Regional 

Spatial Strategy (June 2005), which takes into consideration migration and future 

housing development, the Region’s population is identified to increase to 2.66 million 

residents by 2021, representing an increase of more than 37,000 (or 1.81%). 

 

13.02 The Region’s population is estimated to spend about £6,742m on comparison goods 

in 2004. This is projected to grow by some £6,091m over the course of the RSS 

period, indicating significant growth in expenditure. 

 

13.03 At present the main town centres within the North East (as identified for the purposes 

of this study) contain approximately 1,313,000 sq m of non-food retail floorspace (of 

which 412,700 sq m is located at major out-of-centre retail parks, with a further 

201,000 sq m permitted at November 2005. The main concentrations of retail and 

leisure provision are within the urban areas of the Region, most notably in the Tyne & 

Wear and South East Northumberland Sub Region (which includes Newcastle-upon-

Tyne, Sunderland and the MetroCentre) and the Tees Valley and North York Moors 

Sub Region (which includes Middlesbrough, Darlington and Hartlepool). Together, 

these two sub-regions provide some 80% of the identified main centre’s total non-

food retail floorspace (and about 94% of all permitted floorspace). 

 

13.04 At present, the main 26 centres in the North East Region (including the MetroCentre 

and major retail parks) result in an average provision of 2 sq m of non-food retail 

floorspace per head of population. The moderate growth in population, coupled with 

the quantity of retail floorspace permitted in the Region, means that this ratio could 

reduce to 1.8 sq m of non-food retail floorspace per head of population by 2021 

based on Scenario 2 population projections. 

 

13.05 The distribution of retail floorspace in the Region generally reflects the distribution of 

population. However, Table 13.1 indicates that the proportion of population to 

floorspace within the Durham Sub Region suggests that there is an undersupply of 

retail floorspace when compared to population within this sub-region. 
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 Table 13.1: Distribution of Floorspace and Population in the North East  
Sub Region % Population % Floorspace 
North Northumberland 3.4 4.5 
Tyne & Wear and South East Northumberland 47.5 46.8 
Rural West 3.3 3.0 
Durham 17.6 12.3 
Tees Valley and North York Moors 28.1 33.4 
TOTAL 100 100 

  
The Role of Regional Plans for Retail and Leisure Development 

 
13.06 In assessing the needs for future retail and leisure development the Government’s 

aim is that regional planning bodies should plan positively for the growth of 

development in existing centres. In achieving this aim, it is important to establish a 

hierarchy or network of centres at the regional level. Within the network, the need for 

additional facilities should be broadly assessed to ensure that there is capacity within 

the network to accommodate such needs. 

 

13.07 The network that should be developed should seek to provide a more balanced and 

even distribution of facilities across the Region. It is the Government’s aim to ensure 

that any single network is not dominated by the largest centres and therefore the 

future growth is not overly concentrated within these centres. In order to establish the 

balance, the promotion of any changes to the upper level of the hierarchy should be 

addressed at the regional and sub-regional level. 

 

13.08 The Government has set out a number of key requirements that will have to be 

addressed by RSS when dealing with retail developments and town centres. They 

include: 

 

• Developing a vision and strategy for the region’s growth, particularly for higher 

level centres in the region; 

 

• Make strategic choices about those centres of regional and where appropriate 

sub-regional importance; 

 

• Consider whether there is a need to rebalance the network of centres to ensure 

that it is not overly dominated by the largest centres; 

 

• Assess the need to address deficiencies by promoting centres to function at a 

higher level; 

 

• Make clear strategic choices about where growth should be encouraged, 

including in new centres in areas of planned major growth; 

 

 107



• In broad terms, assess the overall need for additional floorspace over the RSS 

period; 

 

• Assess the capacity of existing centres to accommodate this need; and 

 

• Monitor and regularly review the implementation of the strategy. 

 

Developing a Balanced Network at the Regional Level 
 

13.09 Most often, hierarchical structures are devised based on retail and leisure statistics 

which provide quantifiable rather than qualitative comparison between centres. This is 

a simple approach which is driven by matters of fact. The approach will always rely 

on gathering of data relating to a specific point in time which has often passed. 

Therefore, hierarchies are often just a reflection of a particular stage in time and 

should not be used as the platform for planning and securing future change. The 

development of such a mechanistic approach would often overlook important spatial 

planning issues when considering the development of a better balance of provision 

across the region. 

 

13.10 Therefore, at the regional level, it is now recommended that any planning for future 

development of town and city centres should be assessed on a network rather than a 

hierarchy. The hierarchical approach is particularly rigid given that it seeks to 

maintain the ‘status quo’ rather than responding to needs identified beyond the 

information collated. 

 

13.11 In developing a network there are obvious judgements which have to be made which 

may not be justified by statistics or rankings but are less tangible and relate to 

addressing wider objectives of social inclusion, sustainability or regeneration. 

 

13.12 As part of this study, significant data has been gathered on the retail composition of 

major centres, together with out-of-centre facilities. This information has been further 

supported by survey research which has helped place a geographical dimension on 

retail and leisure shopping patterns throughout the North East Region. However, it is 

evident that there is no ‘true’ definition of what a regional or sub-regional centre 

should comprise or how it should perform. In fact national planning policy (i.e. PPG6) 

has never attempted to define what a ‘sub-regional’ centre is and this has led to 

significant confusion at the regional, sub-regional and local level. This is still the case 

with PPS6 whereby the only distinction made is between ‘City’, ‘Town’, ‘District’ and 

‘Local’ centres. Trying to accurately quantify whether Middlesbrough performs the 

same role as Sunderland is extremely difficult due to the unique characteristics that 

 108



have shaped them, including the proximity of competing facilities. In fact, it is 

therefore difficult to arrive at a common definition as to what constitutes a regional 

and sub-regional centre. 

 

13.13 However, in developing a network at the regional level, it may be necessary to assess 

whether or not such a rigid approach is necessary. The identification of a network 

should not seek to set out a prescriptive hierarchy which should be established 

through to 2021. Instead the network should identify those centres which have 

regional significance or contribute to the overall balancing of retail and leisure 

provision at a regional or sub-regional level. The network would therefore provide the 

necessary flexibility to allow centres to develop at different stages throughout the 

RSS period so long as this development is actively managed to ensure that there is 

no over-concentration of facilities within certain centres. However, White Young 

Green acknowledge that the guidance sets out in PPS6 is somewhat ambiguous 

when it refers to the use of hierarchies and networks. 

 

 Assessing the Spatial Pattern 
 
13.14 The significant evidence gathered as part of this study has demonstrated that there is 

considerable retail and leisure provision across the North East, although it is evident 

that the main concentrations are in the Tyne & Wear and Tees Valley areas reflecting 

the greater concentration of population. The Tyne & Wear area is anchored by the 

only regional centre in the North East, Newcastle-upon-Tyne, which is by far the 

strongest retail and leisure destination within the North East Region. Beyond the Tyne 

& Wear and Tees Valley areas, the provision of retail and leisure provision in the 

Region is proportionately less the further away from these two conurbations, 

reflecting the limited population. Despite the remoteness of areas such as North 

Northumberland and Rural West, there is still a good balance of provision in relation 

to population which provides for the needs of local communities within the sub-

regions. However, it is evident that a number of car journeys are made to the larger 

conurbations from these sub-regions, most notably to the Tyne & Wear area. 

Furthermore, as we have previously highlighted, our analysis identifies that there 

appears to be an undersupply in provision within the Durham Sub Region, resulting in 

significant trips (c. 67%) to facilities outside the sub-region. 

 

13.15  The strong provision throughout the North East is further supported by the household 

survey, which demonstrates that as a region the North East has a high retention rate 

of retail spend and leisure participation. Indeed, our assessment identifies that 

approximately 90% of the Region’s non-food retail expenditure is retained within it. It 

would appear that the strong provision of retail and leisure facilities throughout the 
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region ensures that people’s existing needs can be adequately met within the existing 

network of centres. In addition, it is likely that there will be significant ‘inflow’ from 

outside the Region for centres such as Newcastle-upon-Tyne and the MetroCentre 

and major centres close to the regional boundary such as Middlesbrough and 

Darlington. Furthermore, given the strength of some centres such as Durham City 

and Alnwick and even Newcastle (as a city break destination) as tourist destinations, 

it is likely that some expenditure will also be generated from tourism. 

 

13.16 However, within the North East, there are significant cross-flows of spending across 

the sub-regions. Most households in the Region visit facilities in the Tyne & Wear 

area for their non-food shopping requirements, most notably Newcastle (24%), the 

MetroCentre (8%) and Sunderland (8%). The Tyne & Wear and South East 

Northumberland Sub Region draws a significant proportion of trade from North 

Northumberland (58%), Rural West (46%) and Durham (31%). 

 

13.17 Only the Tees Valley and North York Moors Sub Region displays any significant 

independence from the draw of shopping facilities in Tyne & Wear, retaining 88% of 

non-food spending generated in the sub-region and also drawing significant trade 

from the Durham Sub Region (23%). 

 

13.18 As would be expected, the rural areas of the North East Region are identified to have 

the highest ‘leakage’ rates. Indeed, within the North Northumberland Sub Region the 

majority of respondents visit facilities in Tyne & Wear and South East 

Northumberland for their non-food shopping needs, although Berwick-upon-Tweed is 

also identified to be an important shopping destination, attracting 16% of local 

residents. 

 

13.19 Significant leakage is also identified to occur within the Rural West Sub Region, most 

notably to the Tyne & Wear and South East Northumberland Sub Region (46%). 

Although, it is evident that Hexham plays an important role in meeting the needs of 

the local population. Similarly, the Durham Sub Region also experiences significant 

leakage to the Tyne & Wear area (31%) and to the Tees Valley (23%). 

 

13.20 Accordingly, due to the high level of cross-flows of spending across the sub-regions, 

it is evident that unsustainable patterns of movement are created to fulfil consumer 

needs. This is particularly important when considering future strategic options which 

seek to ensure a balanced network of centres can be provided in the future which 

supports sustainable development patterns and urban renaissance. 
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13.21 Although Newcastle City Centre is clearly the strongest destination within the North 

East at present (supplemented by the purpose-built MetroCentre), Middlesbrough is 

also emerging as a key retail and leisure destination, which will be aided by the 

Stockton-Middlesbrough Initiative, and the objective to promote the Tees Valley city 

region. Whilst, it is evident that Middlesbrough can not currently be considered a 

regional centre, given the significant investments that have taken place within the 

town centre and its strength as a retail destination (particularly in non-bulky 

comparison goods shopping) within the Region, it is likely that the centre will continue 

to play an important role, serving the southern part of the North East Region. 

However, significant development opportunities will need to be identified as part of 

any future planned growth of the centre. 

 

13.22 Whilst it would appear that both Newcastle-upon-Tyne and Middlesbrough are major 

retail and leisure destinations within the Region, the household survey also 

demonstrates that other centres within the North East play an important role in the 

regional network. Indeed, Sunderland, Darlington and Stockton-on-Tees all perform 

strong retail and leisure roles despite the overall influence of Middlesbrough and 

Newcastle/MetroCentre. In comparison, despite a significantly high potential 

catchment, Durham City Centre is not identified to be performing a strong sub-

regional role, reflected by the low market share achieved. However, it is evident that 

much of the population within the Durham Sub Region are well located to other major 

centres in the Region, within both the Tees Valley and Tyne & Wear sub-regions such 

as the MetroCentre and Darlington. Therefore, despite significant shopping and 

leisure trips being made to facilities outside the Durham Sub Region, the actual 

average journey length (21 minutes) is significantly less than that identified in the 

North Northumberland and Rural West sub-regions are comparable to that identified 

in the Tees Valley and North York Moors Sub Region (18 minutes). This indicates 

that local residents are not too inconvenienced by the lack of provision within the 

Durham Sub Region.   

 

13.23 In addition, there will be a need for centres within the more remote sub-regions to 

identify sufficient retail and leisure facilities to meet future needs in order to promote 

social inclusion and to develop patterns of sustainable development in accordance 

with the strategy set out in the Submission Draft RSS (June 2005). 

 

13.24 Whilst we consider that there appears to be a good balance of provision within the 

two metropolitan areas (which is understandable given that more than 75% of the 

Region’s population falls within these two areas) it is evident within those sub-regions 

which are slightly removed from the influence of the regional centre or are located 

beyond the metropolitan area; the balance of provision is much poorer. For example, 
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the North Northumberland Sub Region currently benefits from three small market 

towns, which are limited in size. Consequently, the household survey identifies that 

significant journeys are made to facilities within Tyne & Wear.  

 

13.25 Similarly, the Rural West Sub Region benefits from two small centres (Hexham and 

Barnard Castle) which both have a limited offer. Accordingly, whilst these centres 

(most notably Hexham) serve an important role in meeting some requirements of 

local people, given the limited retail offer of both these centres it is not surprising that 

significant shopping trips are made to facilities outside the sub-region, again 

predominantly to the Tyne & Wear area.   

 

 Informing the Development of a Network 
 
13.26 This study has gathered significant information on existing centres (and out-of-centre 

provision) throughout the North East Region. In order to arrive at a robust network of 

centres which realistically informs regional and sub-regional shopping patterns, an 

extended list of centres has been examined as part of the overall study. In examining 

the centres (i.e. their current role and performance) and understanding the future 

strategies in place to develop these centres, we have been able to arrive at what we 

consider to be a sensible network of centres which will be the primary focus for future 

growth and development at the regional and sub-regional level. The centres are set 

out in Table 13.2: 

 
 Table 13.2: Network of Centres in the North East Region 

Status Centre Market Share Approx. Catchment 
Population 

Regional Shopping Centre Newcastle-upon-Tyne 24% 628,600 
    
Sub-Regional Shopping Centres Middlesbrough 11% 275,072 
 Sunderland 8% 215,902 
 MetroCentre* 8% 198,673 
 Stockton-on-Tees 7% 171,351 
 Darlington 6% 153,288 
    
Major Town Centres Hartlepool 4% 100,984 
 Gateshead 3% 72,536 
 Durham 3% 68,195 

 

13.27 Our assessment of the likely network of centres within the North East reflects that 

identified in the Submission Draft RSS (Policy 25), which identifies Newcastle as the 

Regional Centre, Sunderland, Middlesbrough and Darlington as sub-regional centres 

and Durham City, Hartlepool and Stockton as important centres. Although Gateshead 

Town Centre is identified within the network of centres within the North East, the 

strategic importance within the Region is less than other centres such as Durham and 

Hartlepool, given the close proximity of Newcastle City Centre (Regional Shopping 

Centre) and the MetroCentre.   
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13.28 As highlighted by this study, the majority of new retail and leisure floorspace should 

be located in Newcastle, Sunderland, Middlesbrough and Darlington. Indeed, it is 

acknowledged that other centres within the Region have an important role in servicing 

their hinterlands, including Bishop Auckland, Gateshead and even Hexham and 

Berwick-upon-Tweed. On this basis, White Young Green acknowledge that these 

centres support the regional network of centres. However, strategic choices will have 

to be made at the local level to shape the future strategy for these centres (outside 

the network) and to identify whether or not further growth should be accommodated 

or whether consolidation would be a better policy option. 

 

13.29 In terms of the MetroCentre, our analysis indicates that this centre has the 

characteristics of a sub-regional centre, playing an important role in meeting the retail 

and leisure needs of the population throughout the Region. However, whilst the 

MetroCentre could potentially provide an important focus for floorspace growth in the 

Region, with the completion of the Red Mall, there are limited development 

opportunities available. Notwithstanding this, it is important to highlight that the 

MetroCentre provides an out-of-centre retail destination. Therefore, any proposals for 

further retail or leisure development must be subject to the relevant test of need, 

sequential approach and impact. Therefore, we do not consider that significant 

expansion of the MetroCentre area should be actively encouraged during the RSS 

period providing significant development opportunities exist in the main town centres 

in the Region. Indeed, where possible future retail and leisure development should be 

focused primarily on the two conurbations and main towns as identified in the 

Submission Draft RSS. 

 

13.30 In this respect, discussions between the various local planning authorities and White 

Young Green indicate that proposals are in place within the main centres of the 

Region to accommodate the need identified in the short to medium term.  

 

13.31 The difficulty for the development of a strategy for retail and leisure development in 

the RSS is that the centres which influence the regional network are mostly vital and 

viable centres of which many already have plans for significant growth. Therefore, it 

would appear that a more flexible management of the growth of certain centres within 

the network may be appropriate, particularly given the significant needs identified for 

retail floorspace. However, it is evident that the balance of provision across the 

Region particularly away from the two conurbation areas is relatively weak, and 

particularly in the Durham area, despite the significant local population. On this basis, 

from the research undertaken as part of this study, further consideration should be 

given to the expansion of the retail offer in Durham City Centre. However, given the 

historic nature of the centre, suitable development opportunities may be limited. 
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Accordingly, rather than allowing significant out-of-centre retail development there 

may be some scope to improve the retail offer of smaller towns in the sub-region, 

such as Bishop Auckland, Consett and Peterlee, which could also assist their 

regeneration. 

 

13.32 Furthermore, we do not consider that a particular centre should be actually ‘held 

back’ to avoid over concentration within particular parts of the Region. Indeed, as we 

have demonstrated significant growth will continue to be targeted towards more 

successful centres within the network such as Newcastle, Middlesbrough and 

Sunderland. 

 

13.33 This study recognises that in developing a vision and strategy for the development of 

a balanced network of centres, RSS will have to ensure that the balance achieved by 

the existing network is not significantly undermined by the dramatic change in role 

and function of a particular centre that could impact upon the growth and 

development of other centres within the established network. White Young Green 

acknowledge that there may be aspirations at the local level to enhance the market 

shares of particular centres within their local catchments to provide more sustainable 

patterns of development. Indeed, we consider that there is significant scope for the 

market shares within the North Northumberland, Rural West and Durham sub-regions 

to increase. However, whilst it will be important for any proposed increase in market 

share to be defined at the local level, it is evident that aspirations to dramatically 

increase market shares could impact upon the wider network of centres. Therefore, 

any future proposed increase in market share linked to potential redevelopment 

options whether they are in-centre, edge-of-centre or out-of-centre would have to be 

supported by clear evidence which demonstrates that the balance of the network 

would not be detrimentally impacted upon and that such an increase would not lead 

to over concentration within that particular centre all proposals should also be subject 

to the relevant test of need, sequential approach and impact.  

 

13.34 Although significant need has been identified in terms of future retail floorspace, 

which is likely to be met by a combination of in centre, edge-of-centre and out-of-

centre development through to 2021, it is evident that this need is very much driven 

by growth in consumer expenditure over time. Therefore, it must be acknowledged 

that significant changes could occur in the way we undertake shopping in the future 

which could ultimately impact upon the overall requirements for additional retail 

floorspace. Indeed, recent research undertaken by Verdict identifies that the internet 

was the fastest growing retail sector last year with growth rates at 27.4%. Part of this 

success has been trebling of shoppers using broadband connections. Verdict 

 114



estimates that in 2004, £1 in every £7 spent in the British retail sector was on goods 

delivered to the doorstep. 

 

13.35 Whilst the research undertaken as part of this study has allowed for what is known as 

special forms of trading, it is evident that the actual scale of this could be 

underestimated/overestimated and the levels of growth recently recorded could have 

a significant impact upon the future needs for additional retail floorspace. Therefore, it 

must be recognised that any forecasting or modelling for future needs will have to be 

treated with an element of caution particularly when looking beyond the next 10 to 15 

years. 

 

13.36 Another important factor relates to retail commitments and how these are potentially 

monitored over time. From the information gathered from the relevant local planning 

authorities, it would appear that there may currently be insufficient commitments 

within the Region to absorb the estimated need for future retail development in the 

short term (i.e. by 2011). Whilst we acknowledge that the information on planning 

permissions may not be fully comprehensive and not in a consistent form, it is unlikely 

that there will be sufficient commitments to meet the shortfall in capacity by 2011. 

Furthermore, it is also important to note that commitments are not always 

implemented, it will be important to monitor the scale of retail development permitted 

and how this can contribute to meeting the needs of the regional and sub-regional 

areas. On this basis, we consider there is an urgent requirement for a co-ordinated 

and regular appraisal of retail data in the Region on either an annual or biannual 

basis. This should expand the information gathered to inform the RSS Annual 

Monitoring Reports. 

 

13.37 In terms of future capacity, calculated on a neutral (‘a constant market share’) basis 

(that is free of ’clawback’ assumptions), the development potential set out in Table 

13.3 has been assessed based on Scenario 2 population assumptions. This table 

also includes the amount of permitted floorspace within each sub-region and 

identifies the residual floorspace requirements in the short term (i.e. 2011) and the 

longer term (i.e. 2021). 
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 Table 13.3: Non-Food Retail Capacity by Sub-Region (sq m gross) 
Sub-Region Approx. Capacity  

 
Major Permitted 

Floorspace 
Residual Floorspace 

 2011 2021  2011 2021 
North Northumberland 4,900  15,400  0 4,900 15,400 
      
Tyne & Wear and South 
East Northumberland 

213,400 594,400 143,000 70,480 451,400 

      
Rural West 4,800 13,100 0 4,800 13,100 
      
Durham 29,300 80,000 12,000  17,300 68,000 
      
Tees Valley and  
North York Moors 

123,700  344,000 46,000 77,700 298,000 

      
REGION 376,100  1,046,900 201,000 175,180 845,900 

 

13.38 The analysis outlined above must be viewed with caution owing to the confidence 

levels associated with long-term expenditure projections, and the potential long-term 

effect of e-commerce on spending patterns. Similarly, the information provided by the 

various local planning authorities is not in a consistent form so we consider that the 

identified permitted floorspace is likely to represent an underestimate of outstanding 

commitments. Moreover, the figures assume that existing trading patterns, which 

within some sub-regions appear to reflect unsustainable shopping activity, will be 

maintained. Significant development within the main centres or the retail strategy 

adopted in the RSS may alter these patterns, if for example a significant 

enhancement of retail and leisure provision in Durham was considered a sustainable 

option that satisfied wider regional objectives.  

 

13.39 In terms of leisure development it is evident that whilst in-town leisure development is 

likely to continue, national research identifies that there is a feeling among some 

operators that this may result in a slowdown in expansion. In-town schemes may not 

offer much scope to some operators, particularly those that need a lot of space in 

which to operate, and overheads tend to be higher in town and city centres. Given 

space restrictions, future schemes may be smaller in scale and developers may be 

attracted to previously neglected areas, such as market towns and smaller cities.  

 

13.40 Notwithstanding this, it would appear that there may still currently be insufficient 

commitments within the Region to absorb the estimated the need for future retail 

development in the short term (i.e. by 2011). Furthermore, it is also important to note 

that these commitments are not always implemented and therefore it will be important 

to monitor the scale of retail development permitted and how this can contribute to 

meeting the needs of the regional and sub-regional areas. Current distribution of 

commitments for major retail development appears to reflect policies in the 

Submission Draft RSS, focused on the two city regions of Tyne & Wear and Tees 

Valley, particularly the core areas.  
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13.41 On this basis, we do not consider it necessary to include new centres within polices 

within the RSS, such as Gateshead. Indeed, whilst Gateshead is identified to achieve 

a market share equal to that identified for Durham City, it is significant to note that 

Gateshead is located in close proximity to the regional centre of Newcastle together 

with the sub-regional centre of Sunderland and the major out-of-centre shopping mall 

of the MetroCentre. These factors have and will continue to have an impact on future 

retail and leisure developments in Gateshead. Whilst we acknowledge that there is 

significant capacity to support additional retail development in Gateshead, we 

consider that Gateshead is not a strategic centre within the Region and therefore its 

future development is an issue that should be considered at a local level through the 

LDF process. 

 

13.42 In comparison, Durham City is identified in the Submission Draft RSS as having an 

important role in servicing its hinterland. On this basis, the findings of this study 

identify that there is significant emphasis on Durham (particularly Durham City) to 

improve its performance. However, as the report highlights significant ‘in-centre’ 

development is constrained by the historical nature of the city, and therefore, it may 

be appropriate to identify suitable edge-of-centre or even out-of-centre locations for 

additional retail floorspace. However, this must be considered within the context of 

wider regional spatial and sustainability objectives. Indeed, as we have previously 

highlighted in Section 9 of this study, improving the quality of retail offer within 

Durham should be encouraged. 

 

13.43 Furthermore, this study identifies that given the significant capacity for additional retail 

floorspace over the RSS period there will be more pressure and emphasis on smaller 

centres within the region to enhance and expand their retail offer, such as Berwick-

upon-Tweed. However, we do not consider it necessary for specific polices within the 

RSS to consider these centres, which do not have a strategic role in the North East 

Region. In this respect, we consider that these centres should be considered at a 

local level to meet local needs.   
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ANNEX A:  
PLAN INDICATING EXTENT OF CATCHMENT AND DEFINED SUB-

REGIONS 








