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1 INSTRUCTIONS AND OUTLINE OF REPORT 

Instructions 
1.1 In October 2005, Atkins – on behalf of East Riding of Yorkshire Council - commissioned 

Roger Tym & Partners to undertake the Bridlington Retail Study commission.  The 
purpose of the study is to provide part of the evidence base for the Area Action Plan 
(AAP) which RTP and Atkins are jointly helping the Council to prepare. 

1.2 The study brief set a number of key aims, the most significant of which are as follows: 

 help to establish the reasons why Bridlington town centre is less competitive than it 
needs to be in capturing the retail and related leisure spending of Bridlington's 
residents1; 

 quantify, drawing on findings of a representative survey of households resident in 
Bridlington’s catchment area, the capacity (quantitative need) for additional retail 
development in the town; 

 provide advice on the types of retail provision that are needed in order to absorb 
the identified floorspace capacity; and 

 help advise on the most appropriate locations for meeting the identified floorspace 
requirements. 

1.3 The AAP will be subject to independent examination and a binding report by an 
inspector and will become a statutory document in its own right, and so the evidence 
on which the AAP is based needs to be robust and defensible.  A mix of quantitative 
and qualitative research was therefore undertaken in the early stages of the study to 
enable a substantial body of original data on retail and town centre uses to be 
assembled.  This research included the survey of households referred to above, which 
provided a detailed picture of existing shopping (and leisure) patterns, as well as a 
range of local consultations and analysis of Bridlington town centre in relation to key 
performance indicators. 

Structure of Remainder of Report 
1.4 The remainder of our report is structured as follows: 

 Section 2 outlines the requirements of the national policy context insofar as it 
relates to town centres and the location of new retail development. 

 Section 3 provides a review of the regional and local planning policy contexts. 

 Section 4 sets out the findings of our assessment of Bridlington town centre in 
relation to a range of ‘performance indicators’, taking into account our appreciation 
of the key issues that are currently affecting – or which could have a bearing on – 
the centre’s performance as a focus of retail services. 

 Section 5 provides our assessment of the current patterns of retail spending in the 
comparison and convenience sectors and the pattern of leisure visits, based on the 
results of a comprehensive survey of 1,000 households resident within 
Bridlington’s catchment area. 

 Section 6 assesses the quantitative need for further comparison and convenience 
retail floorspace in the periods up to 2011 and 2016 under various scenarios, 
taking into account claims on expenditure growth. 

 Section 7 then outlines our overall conclusions and recommendations. 

 

                                                      
1 The regeneration strategy that RTP completed for ERYC in 2004, and our subsequent work, had already 
demonstrated that Bridlington is under-performing as a centre of retail and leisure services. 
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1.5 The report is accompanied by two separately bound volumes entitled: 

i) Annex 1: Appendices to the Main Report; and 

ii) Annex 2: Retail Capacity – Spreadsheets. 
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2 THE NATIONAL POLICY CONTEXT 

Introduction 
2.1 The relevant national policy context, in so far as it relates to town centres and the 

location of new retail, office and leisure developments, is set, in the main, by PPS6 
which is structured under four sections that deal with: 

 the Government’s objectives; 

 the plan-led approach to positive planning for town centres; 

 the assessment of proposed developments; and 

 measuring and monitoring the vitality and viability of town centres. 

The Government’s Objectives 

 

 

 

2.2 The very first paragraph of PPS6 makes it clear that ‘sustainable development is the 
core principle underpinning planning’ and that ‘the planning system has a key role in
facilitating and promoting sustainable and inclusive patterns of development, including 
the creation of vital and viable town centres’.  The Government’s key objective for town 
centres, therefore, is to promote their vitality and viability (paragraph 1.3). 

2.3 The Government’s second tier objectives are set out in paragraph 1.4; these can be 
summarised as: 

 enhancing consumer choice; 

 supporting efficient, competitive and innovative retail and leisure sectors and 
improving their productivity; and 

 improving accessibility to existing and new development by a choice of means of 
transport. 

2.4 Paragraph 1.5 then sets out the Government’s wider objectives, which include the 
promotion of social inclusion by ensuring access to a range of town centre uses and 
rectifying deficiencies, and the delivery of more sustainable patterns of development. 

2.5 Regional planning bodies (RPBs) and local planning authorities (LPAs) are required to 
implement these Government objectives by planning positively for the growth and 
development of town centres, whilst not restricting competition or innovation 
(paragraphs 1.6 and 1.7).  The main town centre uses to which PPS6 applies are retail, 
leisure, offices and arts, cultural and tourism facilities (paragraph 1.8), with housing 
said to be ‘…an important element in most mixed-use, multi-storey developments’ 
(paragraph 1.9). 

Positive Planning for Town Centres: A Plan-led Approach 

Promoting Growth and Managing Change 

2.6 Paragraphs 2.3 to 2.8 of PPS6 deal with the role of LPAs in promoting growth and 
managing change in town centres.  Paragraph 2.3 states that LPAs should – within the 
regional planning context – actively plan for growth and the management of change in 
town centres over the period of their development plan documents (DPDs) by: 

i) selecting appropriate existing centres to accommodate growth, making the best 
use of existing land and buildings, but extending the centres where appropriate; 

ii) managing the role of existing centres through the promotion of specialist activities, 
or specific types of uses; and 

Roger Tym & Partners   
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d) assess the impact of development on existing centres; and 

e) ensure that locations are accessible and well serviced by a choice of means of 
transport.’ 

iii) planning for new centres of an appropriate scale in areas of significant growth, or 
where there are deficiencies in the e isting network. 

2.7 Paragraph 2.4 urges that growth should be accommodated, wherever possible, 
through ‘…more efficient use of land and buildings within existing centres’. 

Where growth cannot be accommodated within existing centres, pa
advises LPAs to plan for the extension of the primary shopping area, and the extensi
of the town centre, to accommodate other main town centre uses. 

Where existing centres are in decline, PPS6 advises LPAs to ‘…assess the scope f
consolidating and strengthening these centres by seeking to focus a wider range of 
uses there, promote the diversification of uses and improve the environment’ 
(paragraph 2.8).  Where a reversal of decline is not possible, LPAs are advised to 
consider a reclassification of the centre, so as to reflect its revised status in 

ierarchy, and the adoption of policies whic
whilst seeking to retain vital services such as post offices and pharmacies. 

The Role of Plans at the Local Level 

Paragraph 2.15 requires LPAs to adopt a positive and
for the future of all types of centres within their areas.  Paragraph 2.16 urges LPAs to 

k with stakeholders and the community so as to: 

i) assess the need for new floorspace for retail, leisure and other town centre uses, 
taking account of both quantitative and qualitative considerations; 

identify deficiencies in e
accommodate new development and identify centres in decline where change 
needs to be managed; 

iii) identify the centres where development will be focused, as well as the need 
new centres of local importance; 

iv) define the extent of the primary shopping area and the town centre on their
Proposals Map, and distin

v) identify and allocate sites in accordan
paragraphs 2.28 to 2.51; 

review existing land use

vii) promote investment in deprived areas by identifying opportunities for growth an
improve

 set out criteria based policies for asse
DPDs. 

Site Selection and Land Assembly 

graph 2.28 sets out the five key consid
cti  sites for development; these are to: 

‘a) assess the need for development; 

b) identify the appropriate scale of development; 

c) apply the sequential approach to site selection; 
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Need for Development 

2.12 Paragraph 2.32 states that need assessments should be carried out as part of the plan 
preparation and review process, that they should be updated regularly.  Paragraphs 
2.33 and 2.34 make it clear that LPAs should place greater weight on quantitative need 
for specific types of retail and leisure developments taking into account population 
change, forecast change in expenditure for specific classes of goods and forecast 
improvements in productivity in the use of existing floorspace. 

2.13 Nevertheless, an important qualitative consideration will be the need to improve the 
range of services and facilities in deprived areas (paragraph 2.35).  Another 
consideration which may be taken into account in the assessment of qualitative need is 
the degree to which existing shops may be over-trading (paragraph 2.36).  
Regeneration and employment impacts – whilst capable of being material 
considerations – are not indicators of retail need (paragraph 2.37). 

Appropriate Scale 

2.14 Paragraph 2.41 requires that, in selecting suitable sites for development, LPAs should 
ensure that the scale of opportunities identified are directly related to the role and 
function of the centre and its catchment. 

2.15 As a consequence, paragraph 2.42 states that ‘…local centres will generally be 
inappropriate locations for large scale new development…’   If a need is identified for 
larger format developments, paragraph 2.43 indicates that sites should be identified 
within or on the edge of ‘city centres’ and ‘town centres’. 

Sequential Approach to Site Selection 

2.16 Paragraph 2.44 of PPS6 sets the order of preference in applying the sequential 
approach, as follows: 

 first, locations within existing centres, but subject to caveats relating to suitability, 
availability and scale in relation to the function of the centre; 

 second, edge-of-centre locations, with a preference given to sites that are, or will 
be, well connected to the centre; and then 

 out-of-centre sites, with preference given to sites which are, or will be, well served 
by a choice of means of transport and those with a high likelihood of forming links 
with the centre. 

2.17 The distance threshold for the purposes of the ‘edge-of-centre’ definition varies from up 
to 300 metres from the primary shopping area for retail use, to within 300 metres of a 
town centre boundary for all other main town centre uses. 

2.18 Both LPAs and developers/operators are required to be flexible and realistic when 
discussing the identification of sites for inclusion in DPDs.  Sites must be available, or 
likely to become available for development during the DPD period, and capable of 
accommodating a range of business models, all parties having been flexible in relation 
to scale, format, car parking provision and the scope for disaggregation (paragraph 
2.45). 

Assess Impact 

2.19 If LPAs are proposing to allocate sites in ‘edge-of-centre’ or ‘out-of-centre’ locations, 
they must assess the potential impact on centres within the catchment area of the 
potential development (paragraph 2.48).  LPAs must also assess the potential impact 
on other centres of those allocations within a centre which would substantially increase 
its attraction vis-à-vis other centres (paragraph 2.48). 

Ensure Locations are Accessible 

2.20 Paragraph 2.49 of PPS6 confirms PPG13’s aspiration to reduce the need to travel, to 
reduce reliance on the private car and to ensure that everyone has good access to a 
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range of facilities.  As a consequence, in selecting sites for allocation, LPAs are 
required to have regard to the accessibility of the site by a choice of means of transport 
and the potential impact of its development on car use, traffic and congestion.   

Other Relevant Matters 

2.21 After assessing the sites against the five considerations set out in paragraph 2.28 of 
PPS6, LPAs are able to consider other matters such as physical regeneration, the 
likely net employment impact, the potential impact on economic growth and the 
potential impact on social inclusion (paragraph 2.51). 

Assembling Sites  

2.22 Paragraph 2.52 states that LPAs ‘…should allocate sufficient sites to meet the identified 
need for at least the first five years from the adoption of their development plan 
documents..’.  LPAs are also required to consider the scope for site assembly using 
their CPO powers in order to ensure that suitable sites are brought forward for 
development. 

Providing for Local Shopping and Other Services 

2.23 Paragraphs 2.55 to 2.59 are concerned with the provision for local shopping and other 
services.  In order to meet people’s day-to-day needs and provide a focus for local 
services, LPAs are encouraged to rectify any deficiencies in local provision, through 
liaison with the local community, retail operators and other stakeholders. 

Rural Centres 

2.24 Paragraphs 2.60 to 2.64 of PPS6 deal with rural centres.  Market towns and villages, 
as expected, are to be the main service centres in rural areas and the focus for 
economic development.  Paragraph 2.61 states that the Government is committed to 
helping market towns manage the process of change and to strengthen their role as 
service centres, but there is little guidance as to how this aspiration is to be achieved. 

Development Control 
2.25 Section 3 of PPS6 sets out the considerations to be taken into account by LPAs in 

determining planning applications for all proposals relating to main town centre uses – 
whether new development, redevelopment, extensions, changes of use, renewals of 
extant planning permissions or applications to vary or remove existing conditions. 

 

i  

  
r

2.26 Paragraph 3.3 states: ‘The key considerations for identifying sites for allocat on in
development plan documents, as set out in Chapter 2, apply equally to the assessment 
of planning applications.’  Thus, paragraph 3.4 sets out the same five tests for 
applicants as apply to LPAs in allocating sites in the development plan preparation 
process (as set out earlier in paragraph 2.28 of PPS6).  We discuss each test in turn, 
but before doing so we emphasise the provisions of paragraph 3.5, which states that 
‘…as a general rule the development should satisfy all these considerations’ (our 
emphasis). 

Assessing the Need for Development 

2.27 Applicants are not required to demonstrate the need for retail proposals located within 
the primary shopping area, or for other main town centre uses located within the town 
centre (paragraph 3.8).  However, paragraph 3.9 states that ‘…need must be 
demonstrated for any application for a main town centre use which would be in an
edge-of-centre o  out-of-centre location and which is not in accordance with an up to 
date development plan document strategy’ (our emphasis).  There is no minimum 
floorspace size threshold below which the test of need does not apply. 

2.28 Additional guidance on the assessment of quantitative need in relation to retail and 
leisure proposals is set out in paragraph 3.10, which states that the need assessment 
should be: 

Roger Tym & Partners   
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i) based on the assessment carried out for the DPD, updated as required; 

ii) related to the class of goods to be sold; 

iii) assessed, normally, no more than five years ahead; and 

iv) based on a catchment area that is well related to the size and function of the 
proposed development and which takes account of competing centres. 

Scale 

2.29 There is no further advice in relation to the issue of scale and paragraph 3.12 merely 
refers to advice already set out previously in Section 2. 

The Sequential Test 

 

 

 

r  

  

 

2.30 Paragraph 3.13 states that the sequential test applies to ‘…all development proposals 
for sites that are not in an existing centre nor allocated in an up-to-date development 
plan document’, suggesting that there is no minimum floorspace size threshold below 
which the sequential test does not apply in relation to new proposals; however, 
paragraph 3.29 of PPS6 subsequently introduces a threshold, for extensions, of 200 
sq.m gross, below which the sequential test does not apply. 

2.31 Paragraph 3.13 goes on to state that the relevant centres in which to search for sites 
will depend on: 

 the overall strategy set out in the development plan; 

 the nature and scale of the development; and  

 the catchment that the development seeks to serve. 

2.32 In applying the sequential approach developers and operators are required to 
demonstrate flexibility in relation to scale, format, car parking provision and the scope 
for disaggregation.  The key purpose of the exercise ‘…is to explore the possibility of 
enabling the development to fit onto more central sites by reducing the footprint of the 
proposal’ (paragraph 3.16); this may involve a reduction in floorspace, more innovative 
site layouts, multi-storey development and reduced car parking. 

2.33 Nevertheless, PPS6 requires LPAs to be ‘…realistic in considering whether sites are 
suitable, viable and available’ (paragraph 3.16).  LPAs are also required to ‘…take into 
account any genuine difficulties, which the applicant can demonstrate are likely to 
occur in operating the applicant’s business model from the sequentially preferable site, 
in terms of scale, format, car parking p ovision and the scope for disaggregation, such 
as where a retailer would be required to provide a significantly reduced range of 
products’. 

2.34 Paragraph 3.17 requires the application of the disaggregation test so as to assess 
whether the constituent parts of a development proposal that comprises several 
components can be accommodated on sites in sequentially preferable locations. 

2.35 Paragraph 3.19 requires ‘availability within a reasonable period of time’, ‘suitability’ and
‘viability’ to be considered in applying the sequential test.  The phrase ‘within a 
reasonable period of time’ is to be determined on the merits of each particular case. 

Assessing Impact 

2.36 Paragraph 3.20 requires impact assessments to be undertaken for any application for 
a main town centre use which would be in an edge-of-centre or out-of-centre location 
and which is not in accordance with an up-to-date development plan strategy. 
Paragraph 3.21 requires impact to be assessed on a cumulative basis, taking into 
account recent permissions, developments under construction and completed 
developments.  Paragraph 3.21 also asserts that ‘…the identification of need does not 
necessarily indicate that there will be no negative impact’. 

Roger Tym & Partners   
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2.37 In assessing potential impacts LPAs are required to consider the likelihood of: 

 risk to the spatial planning strategy for the area; 

 effects on future public or private investment; 

 negative and positive (through clawback) impacts on the turnover of existing 
centres; 

 changes to the range of services provided by centres; 

 impact on the number of vacant properties in the primary shopping area; 

 changes to the physical condition of the centre and to its role in the economic and 
social life of the community; and  

 implications for the evening and night-time economy. 

 

 

i  

r

)

. 

2.38 The level of detail and type of evidence required is to be proportionate to the scale of 
the proposal, but impact assessments will be required for all retail and leisure 
proposals of over 2,500 sq.m (26,910 sq.ft) gross and occasionally for smaller 
developments (paragraph 3.23). 

Accessibility

2.39 In determining whether proposed developments are genuinely accessible, LPAs 
should assess distance from existing/proposed public transport facilities, frequency 
and capacity of public transport services and whether access for pedestrians, cyclists 
and disabled people is easy, safe and convenient.  LPAs must also assess whether the 
proposal is likely to have impacts on the overall distance travelled by car, local traffic 
levels and congestion, having taken account of any public transport and traffic 
management measures that the development would secure. 

Local Issues and Mater al Considerations

2.40 Paragraph 3.28 confirms that material considerations may include physical 
regeneration, employment considerations, economic growth and social inclusion. 

Extensions to Existing Development 

2.41 Paragraph 3.29 confirms that all of the development control tests apply equally to 
proposals for extensions to facilities which are located in edge-of-centre and out-of-
centre locations but, as noted above, there is a floorspace threshold for extensions of 
200 sq.m below which the sequential approach does not apply. 

Monitoring and Review 
2.42 Paragraph 4.1 of PPS6 suggests that comprehensive monitoring is essential to the 

effective planning and management of town centres.  Reference is made to the 
provisions of the Planning and Compulsory Purchase Act 2004, which requires RPBs 
and LPAs to submit Annual Monitoring Reports that include analysis of performance 
against defined core output indicators, those of most relevance being: 

 the amount of completed retail, office and leisure development (Indicator 4a); and  

 the percentage of completed retail, office and leisure development in town centres 
(Indicator 4b).  

2.43 Paragraph 4.3 identifies three further matters to be kept under review, as follows: 

 ‘the network and hierarchy of centres (at both the egional and local levels); 

 the need for further development (as set out in Chapter 2 ; and 

 the vitality and viability of centres (at the local level)’

Roger Tym & Partners   
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Measuring Vitality and Viability 

2.44 The final paragraph of PPS6 lists some 12 key indicators to be used in measuring the 
vitality and viability of town centres and in monitoring their health.  The performance 
analysis later in Section 4 of report covers these indicators in detail. 

Conclusions and Changes in Emphasis 
2.45 In our assessment, the key changes in national policy emphasis arising as a result of 

PPS6 are: 

i) a requirement for a much more proactive plan-led approach to planning for town 
centres through regional and local planning; 

ii) much more emphasis on the need to develop a network and hierarchy of centres at 
both the regional and local levels; and 

iii) a much greater involvement on the part of the public sector in the management and 
implementation of changes in town centres and in the monitoring of their vitality 
and viability. 

2.46 Strong emphasis continues to be given to the sequential approach, the aim being to 
protect the vitality and viability of existing centres.  The key considerations to apply in 
selecting sites for development remain similar to those identified in PPG6 and 
subsequent ministerial statements.  However, there is more emphasis given to the 
issue of scale. 

2.47 We consider, however, that PPS6 is not particularly informative for LPAs that have 
town centres which face significant physical and environmental constraints to their 
expansion. 
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3 REGIONAL AND LOCAL PLANNING POLICY 

Regional Planning Policy 

Regional Spatial S rategy for Yorkshi e and the Humber (RSS)

3.1 Previous Regional Planning Guidance for Yorkshire and the Humber (RPG12) was 
adopted in 2001.  Since the Planning and Compulsory Purchase Act came into effect in 
September 2004, RPGs have been prescribed as Regional Spatial Strategies (RSS), 
which now form part of the statutory development plan.  The RSS for Yorkshire and the 
Humber was published in December 2004 following a selective review of previous 
regional guidance to address issues including rural regeneration, coastal communities, 
culture and tourism, climate change, renewable energy, flood risk, waste management 
and transport. 

3.2 The RSS provides a broad strategy for the development and use of land in Yorkshire 
and the Humber up to 2016.  The shared vision for the region, which is endorsed by 
RSS and originally established by ‘Advancing Together into the Millennium’ in 1998, is 
for ‘a world c ass region, where the economic, environmental and social well-being of 
all our people is advancing more rapidly and more sustainably than ou  competitors’.  
More specifically, the vision for the physical fabric of the region consists of the 
following ideals: 

 cities and towns which are economically robust, able to provide jobs for all their 
people, offer well-designed, attractive and safe environments for all social groups 
as places to live and work and no longer suffering large-scale, selective out-
migration; 

 rural areas that provide an attractive, high quality and safe environment and 
lifestyle, different from and complementary to that of urban areas, also able to 
provide jobs for all their people and contributing in a distinctive way to the 
development of the region; 

 a wide range of choices of places to live, that offer opportunities for work, for using 
services and enjoying leisure without having to travel great distances; 

 the choice of good quality public transport and walking and cycling routes for most 
travel needs, allowing an uncongested road system to support other requirements 
without costly additions or damage to local and global environments; and  

 a restored and protected natural and manmade heritage that the present 
generation will be proud to pass on to its successors. 

3.3 The RSS is divided into four strategic themes, which provide the framework for the 
policies set out in the Strategy.  The four guiding themes for Yorkshire and the Humber 
are: 

 Economic Regeneration and Growth – supporting the adaptation of the regional 
economy to changing world markets and extending the benefits of successful 
sectors to currently excluded social groups and areas in need of regeneration; 

 Promoting Social Inclusion – maximising the contribution to regional development 
of each part of the region and each social group; 

 Urban and Rural Renaissance – countering dispersion of homes and businesses 
and fostering urban and rural renaissance; and 

 Conserving and Enhancing Natural Resources – limiting the claim on non-
renewable resources of land and energy and reducing the need to travel. 

3.4 The RSS acknowledges that whilst certain parts of the region are socially dynamic and 
economically successful, other parts are in serious need of regeneration.  The RSS 
therefore suggests that different approaches should be taken to fit the different local 
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circumstances.  Indeed, the RSS states that to meet the regional priorities for 
regeneration, investment, infrastructure provision and environmental improvements 
should be targeted towards certain parts of the region.   Policy S2 defines the 
‘Regeneration Priority Areas’, which are in the first instance South Yorkshire and the 
Coalfields, and in the second instance ‘more deprived parts of the older industrial 
areas and the remote ru al and coastal areas’ (particularly the areas subject to 
European Objective 2 funding).  

3.5 One of the core principles of the RSS is that development should be located so as to 
secure both urban and rural renaissance.  Accordingly, development is to be directed 
towards the region’s existing main cities and towns, as well as towards market, coastal 
and coalfield towns in rural areas.  Policy P1 recognises that although the majority of 
development will be focused on main urban areas, there is also a need for 
development in smaller towns and rural areas to maintain their vitality and viability.  
Policy P1 urges local authorities, in implementing the RSS through their development 
plans, to ‘support proposals for development of the local economy of coastal towns in a 
sustainable manner, with particular regard to the changing natu e of tourism, and the 
need to secure a diverse economic base to support coastal communities’. 

3.6 Policy E1 focuses on town and city centres and takes a two-pronged approach to their 
renewal and development.  Policy E1 requires development plans to ensure that 
existing town and city centres remain the focal point for shopping, cultural, social, 
leisure and business services and that adequate provision is made for these activities.  
Policy E1 also contains provisions for qualitative improvements to town and city 
centres, stating that existing centres ‘will be the focus of efforts to upgrade 
environment, attractiveness and accessibility’.  Policy SOC3 reinforces Policy E1, 
prohibiting the expansion of and/or development of, new out-of-centre shopping 
centres, and reiterating that further retail and leisure provision should be located in 
existing town centres.  With regard to retail and leisure facilities, Policy SOC3 
advocates that local authorities should: 

 maintain a good quality, level and range of provision for retail and service needs 
appropriate to serve the catchment area; 

 minimise the need for travel, especially by car; 

 seek to encourage joint planning and collaborative action by public and private 
service providers to promote innovative ways of maintaining or re-introducing local 
services in town and village centres which are identified as having a weak or 
limited range, while having regard to the size and character of the catchment area; 
and 

 promote and support the local service centre role that certain towns and villages 
play for surrounding areas to retain essential services and facilities for rural 
communities. 

3.7 The RSS explains that a major issue which has emerged over recent years concerns 
out-of-centre development for leisure uses.  It indicates that such development can 
reduce the range of activities offered by town centres, further undermining their 
attractiveness; reduce the access enjoyed by those without a car; increase traffic 
levels; and use land which would otherwise be particularly well-suited to industrial 
purposes.  Local planning authorities are encouraged by the RSS to ‘plan positively for 
leisure p ovision in or on the edge of existing centres’. 

3.8 As well as outlining topic-based regional priorities, the RSS contains more detailed 
guidance with respect to the region’s four sub-areas.  Bridlington falls within the ‘The 
Humber Sub-Region’, which includes the ‘main urban areas’ of Hull, Grimsby, 
Scarborough and Scunthorpe.  In the consideration of strategic patterns of 
development within the sub-region, the RSS categorises Bridlington alongside towns 
such as Beverley, Cleethorpes, Goole and Immingham, as market and coastal towns 
which should be the focus for small-scale economic and housing development to 
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enhance their role as service/employment centres.  The RSS acknowledges that within 
the sub-regional context, the tourist resorts of Cleethorpes and Bridlington play an 
important role in the coastal economy. 

Draft Regional Spatial S rategy: The Yorkshi e and Humber Plan 
(December 2005) 

3.9 Before the current RSS was issued, work had already started on developing a new 
RSS for the region (‘The Yorkshire and Humber Plan’).  Preparation of a fully revised 
RSS commenced in July 2003, with a draft submitted to the Government in December 
2005.  Public consultation on the draft RSS took place between January and March 
2006, prior to an Examination in Public, which is scheduled to take place in Autumn 
2006.  The Yorkshire and Humber Assembly (Y&HA) anticipates that the new version 
of the RSS will be formally approved and fully operational by late 2007. 

3.10 The emerging RSS provides a comprehensive revision of the current RSS for 
Yorkshire and the Humber and guides development in the region to 2021 and beyond.  
The draft RSS identifies five key spatial priorities for the region, which are set out in 
Policy YH3, namely: 

 to transform economic, environmental and social conditions in the older 
industrialised parts of South Yorkshire, West Yorkshire and the Humber; 

 to manage and spread the benefits of continued growth of the Leeds economy as a 
European centre of financial and business services; 

 to optimise the opportunities provided by the Humber Ports as an international 
trade gateway for the region and the country; 

 to support towns as hubs for the rural economy and as service centres; and 

 to enhance the environmental character and qualities of the region’s coast and 
countryside including for economic and social development. 

3.11 The emerging RSS intends to direct a ‘more concentrated pattern of development in 
the region compared to recent times’, with development focused on the larger centres, 
which benefit from better transport infrastructure.  As such, the draft RSS notes that 
the majority of new development will be concentrated in the Regional and Sub-
Regional Centres (for example; Leeds, Sheffield, Scarborough and Hull).  Bridlington is 
defined by the draft RSS as a Principal Service Centre.  Policy YH6 states that 
Principal Service Centres should be the main local focus for housing, jobs and services 
across rural areas, and, as such, planning and investment measures should seek to 
enhance the vitality and viability of these town centres.  Policy YH8 explains that 
‘sufficient development’’ should take place in Principal Service Centres to enable them 
to fulfill their service centre roles. 

3.12 Policy E2 sets out the draft RSS’s approach to town centres and major facilities.  Policy 
E2 reiterates the stance taken in adopted RSS, stating that city and town centres 
should be the ‘main focus for office, comparison shopping, hea th, education, casino, 
leisure, recreation, entertainment, cultural, public services, business services and other
uses which generate a high level of people movements’.  Furthermore, Policy E2 
stresses the importance of strengthening the role and performance of existing town 
centres, noting that ‘development, environmental enhancements, accessibility 
improvements, and town centre management and promotional activities should take 
place to crea e a distinctive, attractive and vibrant sense of place and identity for each
centre’. 

3.13 The draft RSS sets out a ‘sub-area’ approach to development within the region, which 
intends to provide a more meaningful and functional basis for spatial planning that can 
respond to the issues and characteristics of different parts of the region.  Although the 
adopted RSS considers the region’s four ‘administrative’ sub-regions (North Yorkshire, 
West Yorkshire, South Yorkshire and the Humber), it does not include any sub-area 
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policies.  The emerging RSS provides a shift towards identifying more functional sub-
areas, with associated spatial strategies and policies.  The draft RSS thus identifies 
seven sub-areas; Leeds City Region, South Yorkshire, Humber Estuary, York, Coast, 
Vales and Tees Links, and Remoter Rural. 

3.14 Through identification of ‘the Coast’ as a specific sub-area, the emerging RSS 
examines in greater detail the problems faced and opportunities presented by coastal 
resorts in the region.  The draft RSS notes that the Coast sub-area shares a number of 
unifying features, including: 

 a pattern of local economies and settlements with most centres facing challenges 
to historic roles as service centres; 

 unique and important assets; and 

 weak connectivity arising from relative remoteness and peripherality. 

3.15 In addition, the draft RSS highlights issues regarding some of the sub-area’s housing 
stock, including areas of low housing demand and outmoded stock in Bridlington and 
Scarborough. 

3.16 The draft RSS identifies the Coast sub-area as ‘an important asset for the whole region 
and for the UK’.  As such, the draft RSS is optimistic that ‘effective regeneration and 
investment, changing lifestyles and workstyles, improved connections to nearby cities 
and city regions and safeguarding and enhancing the built and natural assets of the 
Coast sub area can provide the impetus for developing reinvigorated local economies 
and the renaissance of the region’s coastal communities’.  The policy approach for the 
sub-area, therefore, focuses on strengthening and diversifying the local economies, 
utilising and strengthening its unique natural and man-made assets, and minimising its 
remoteness. 

3.17 The draft RSS identifies Scarborough as the dominant settlement, the ‘Coastal 
Capital’’, of the sub-area.  Policy C1 states that the role of Scarborough as the Sub-
Regional Centre should be strengthened.  Indeed, new development should be 
focused on the Scarborough urban area, with supporting, but ‘significant’, development 
at Bridlington and smaller scales of development at Whitby.  In addition, Policy C1 
encourages:  

 the diversification of the sub-area’s economic base, opening up new employment 
land opportunities, with new tourism and other employment generating 
development, including major new infrastructure at Scarborough and Bridlington;  

 a review of the housing stock in Scarborough and Bridlington to ensure it meets 
changing housing market needs; 

 protection of the historic seaside character of coastal settlements through upgrade 
of their town centres and seaside settings; and 

 improvement of the public realm and quality of the built environment of coastal 
resorts and the coast’s natural environment as a basis for economic diversification 
and regeneration. 

Local Planning Policy 

Hull City Council and East Riding of Yorkshire Council – Joint Structure Plan 
for Kingston upon Hull and the East Riding of Yorkshire (June 2005) 

3.18 The Joint Structure Plan (JSP) sets out a planning strategy for the future development 
and use of land in the combined area of Kingston upon Hull and the East Riding of 
Yorkshire. The JSP provides a long-term and shared direction for managing land-use 
change in the area, with a Plan period that extends to 2016.  

 
Roger Tym & Partners   
M976, June 2006  14 



Bridlington Area Action Plan – Retail and Leisure Study 
Final Report 

3.19 The JSP sets out a comprehensive vision ‘to achieve more sustainable patterns of 
development and movement to support: 

 revitalised and interdependent urban, rural and coastal areas; 

 more inclusive communities; and 
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 a better quali y of life for everyone in Kingston upon Hull and the East Riding of 
Yorkshire’. 

3.20 The JSP is structured around four sub-areas.  Bridlington is the main town within the 
Eastern sub-area, which encompasses the whole of the sub-region’s coastline and 
hinterland, from Flamborough Head to Spurn Point.  The JSP notes that common 
issues facing communities within the Eastern sub-area include ‘peripherality, 
deprivation, decline of traditional industries, coastal erosion and coastal management’, 
whilst ‘multiple deprivation is evident in Bridlington, Withernsea and parts of Hornsea’. 

3.21 The JSP outlines six priorities for action in the eastern sub-area: 

 regenerate and diversify the coastal economy; 

 improve accessibility, including public transport and ICT links; 

 sustain housing markets and support regeneration, rather than plan to 
accommodate additional growth; 

 regenerate, strengthen and connect together coastal towns as service, economic 
and transport hubs; 

 focus housing market renewal activity on Bridlington and Withernsea; and 

 protect and enhance the natural beauty of the coast and its natural and built 
assets. 

3.22 The development strategy promoted by the JSP focuses development on the main 
urban areas of the sub-region.  The combined area of Hull and the East Riding 
settlements of Anlaby, Willerby, Kirkella, Cottingham and Hessle forms the largest 
urban area within the sub-region. This continuous urban area is defined in the JSP as 
the ‘sub-regional urban a ea’ and will function as the focal point for housing, public 
transport, employment activities, shopping, cultural and community facilities in the JSP 
area.   

3.23 Outside the sub-regional urban area, Beverley, Bridlington and Goole form the three 
largest settlements (‘the three principal towns’).  The JSP emphasises that the 
principal towns should continue to function as significant service and employment 
centres for large parts of the JSP area.  The JSP notes that ‘this will require greater 
levels of development than in other towns’.  The JSP intends that the principal towns 
will support and complement the sub-regional urban area and in some cases, support 
and complement larger urban areas outside the JSP area, such as York and 
Doncaster. 

East Riding of Yorkshire Council – East Yorkshi e Borough Wide Local Plan 
(June 1997) 

3.24 The East Yorkshire Borough Wide Local Plan was adopted in 1997 to establish a 
planning strategy up to 2004 for the Borough.  The policies contained in the Local Plan 
are very out-of-date since they are based on research conducted in the early 1990s 
and on the superseded (Humberside Structure Plan (987).  Nonetheless, the Local 
Plan remains the development plan for the Borough until it is replaced by the Local 
Development Framework.  

3.25 Bridlington is the largest town within the Borough of East Yorkshire, with a population 
of 32,163 in 1991.  The Local Plan explains that the town originated as two separate 
settlements – the market town of Bridlington, which developed around the Augustinian 
Priory, and the small fishing port of Bridlington Quay.  The arrival of the railway in 1845 
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led to the growth of Bridlington as a tourist resort and the amalgamation of the two 
settlements.  Further growth of the Bridlington urban area is now limited, by the 
physical constraint of the coast to the east of the town and by the Local Plan’s policies 
to protect the open countryside around the town.   

 

r

 

 

r

3.26 With regard to retailing, the Local Plan notes that there is ‘a discernible hie archy of 
shopping facilities’ in Bridlington, since the town centre contains the major shopping 
outlets, with more local shops spreading out along the radial routes.  Interestingly, 
there is a number of local shopping centres along Hilderthorpe Road and St John’s 
Street/Quay Road, which serve both as local centres and town centre secondary 
shopping areas due to their proximity to the town centre. 

3.27 Within the defined town centre shopping area, the Local Plan estimates that there are 
300 units, with an estimated total gross floorspace of 31,600 sq.m.  The Plan states 
that the ‘vast majority’ of units have floorspace of less that 232.25 sq.m.  The shop 
uses are predominantly convenience outlets rather than comparison goods and there 
is a high representation of outlets aimed specifically at the tourist market. 

3.28 The Local Plan explains that since the retail sector is likely to continue to be a vital and 
dynamic element in the national economy the Plan policies ‘must provide the 
framework for new opportunities to be realised’.  Within the Borough’s town centres 
significant opportunities exist for the reuse of vacant premises.  Policy S1 of the Local 
Plan states that ‘proposals for new retail development within the defined shopping
areas of Bridlington, Pocklington, Driffield and Market Weighton will be permitted 
where they a e of a scale and nature appropriate to the character and role of the 
centre’. 

3.29 Another significant sector of the economy in the Borough is tourism.  Much of this is 
situated within the resort of Bridlington where tourism spending helps to support the 
town centre and provides additional vitality to the town.  The Local Plan recognises that 
there are strong links between tourism activities and shopping provision within the 
town.  In addition to having a retail function, the town centre contains many service 
uses including a library, an indoor leisure centre, and a wide variety of restaurants, 
amusements and local offices. 
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4 PERFORMANCE ANALYSIS 

Introduction 
4.1 Our analysis of the retail performance of Bridlington town centre has involved: 

i) on foot surveys of the town centre; 

ii) photographic analysis; 

iii) desk research in relation to Bridlington town centre and a range of comparator 
centres2; and 

iv) face-to-face consultations with a wide cross-section of businesses in Bridlington 
town centre3. 

4.2 More specifically our analysis is based upon examination of a range of ‘performance 
indicators’, a number of which are specified in Section 4 of PPS6 as ‘important 
indicators’.  The exercise involves measurement and analysis of the diversity of uses; 
representation from national multiple retailers; the retail property offer; retailer demand; 
commercial yield on non-domestic property; change in shopping rents; vacancy rates; 
pedestrian flows; and retail rankings.   

 

t  
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4.3 The detailed performance analysis data are contained in Annex 1 (Appendices to the 
Main Report). 

Performance Indicators 

Indicator 1: Diversi y of Uses

4.4 Tables 1a to 1d of Annex 1 contain data on the diversity of uses for Bridlington town 
centre as well as the key comparator centres Beverley, Hull and Scarborough.  Table 
1a shows that convenience outlets in Bridlington town centre account for 41 units 
according to Experian’s GOAD land use survey of May 2005.  This equates to 11.1 per 
cent of total units, which is above the UK average of 9.4 per cent4.  The town centre 
contains three supermarkets (Iceland, Somerfield and a Tesco Superstore), and has 
representation in all convenience sub-sectors (one frozen food store, two specialist 
health food shops, thirteen bakers, three butchers, four greengrocers, three 
fishmongers and one other general grocer).  In this context we consider that the town 
centre has a healthy convenience sector offer. 

4.5 Table 1a of Annex 1 also shows that the 171 comparison units in Bridlington town 
centre equates to 46.5 per cent of total units, which is slightly below the UK average 
(48.2 per cent).  This is disappointing given Bridlington’s status as a Principal Service 
Centre in the draft RSS.  In reflection of Bridlington’s historic role as a tourist attractor, 
the town centre contains above average representation in the ‘gifts, china, glass and 
leather goods’ sub-sector, which account for, 4.6 per cent of total town centre units, 
compared to the UK average of 1.9 per cent.  Bridlington also contains above average 
representation in the ‘cha ity shops, pets and other comparison goods’ sub-sector, 
which account for 5.2 per cent of total units, the UK average being 3.8 per cent.  A high 

 
2 The 13 centres for which we provide benchmark data are Aberystwyth, Folkestone, Llandudno, Morecombe, 

Torquay, Weston-Super-Mare, Whitby and Whitley Bay - which are seaside towns comparable in size to 
Bridlington - as well as competitor centres in Yorkshire and Humberside, namely Driffield, Beverley, 
Scarborough, Hull and York. 

3  We undertook a total of 35 consultations in December 2005.  The consultations took the form of structured 
interviews, incorporating a mixture of closed and open questions so as to collect both quantitative and 
qualitative information.  

4  Some caution should be exercised in comparing Bridlington's performance in relation to Experian’s ‘GB 
Average’ figures, which are derived by taking the average from all of the centres that are surveyed by 
Experian, including city centres.  Thus, the ‘GB Average’ is not simply the average for town centres. 
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proportion of lower-order shops, combined with a large number of shops tailored to 
meet the needs of the tourist market, serves to limit the retail attractiveness of 
Bridlington to the local resident population. 

4.6 Moreover, the proportion of outlets in the ‘women’s, girls and children's clothing’ sub-
sector (4.4 per cent) – a key barometer of a centre’s retail strength – is significantly 
below the UK average (5.5 per cent).  In addition, the four ‘men’s and boy’s wear’ 
shops and ten ‘mixed and general clothing’ stores in Bridlington town centre equate to 
just 75 per cent and 83 per cent, respectively, of the GB average in those fashion sub-
sectors. 

4.7 In contrast, the proportion of ‘women’s, girls and children's clothing’ outlets in each of 
Scarborough town centre (which accounts for the greatest outflow of expenditure from 
Bridlington’s catchment) and in Beverley town centre (which has less retail floorspace 
than Bridlington5) is above the UK average, as shown in Table 4.1. 

Table 4.1 Representation in the ‘Women’s, Girls and Children's Clothing’ Sub-Sector, 
Bridlington and Key Comparator Centres 

Centre Proportion of Total Outlets 
(UK Average = 5.48%) 

Index (GB = 100) 

Bridlington TC 4.35% 79 

Scarborough TC 6.59% 120 

Beverley TC 8.70% 159 

4.8 The overall proportion of service outlets in Bridlington town centre (33 per cent) is 
above the UK average (30.3 per cent).  Of particular note is the high number of 
‘restaurants, cafes, coffee bars, fast food and take-aways’ in the town centre (70 units), 
which equates to 19 per cent of all town centre units, the UK average being 12.5 per 
cent (although from research undertaken for the Regeneration Strategy commission 
we are aware of a widespread feeling that there is a lack of choice of good-quality 
restaurants and cafés).  Conversely, Bridlington is under-represented by service 
providers such as banks and financial services (63 per cent of the UK average), 
building societies (77 per cent of the GB average) and travel agents (57 per cent of the 
UK average). 

4.9 Stakeholder consultees were asked to consider whether there are any particular 
omissions from Bridlington town centre’s retail and commercial leisure offer and to 
name them.  Only five interviewees perceived there to be no omissions from 
Bridlington’s current retail and commercial leisure offer.  Of the remaining 
stakeholders, the most commonly cited omission was the lack of national multiples and 
quality retail outlets in the town centre (21 responses, 60 per cent of the total).  In 
addition, 20 per cent of stakeholders specified the lack of clothing shops as a particular 
omission from the town centre’s retail offer (Table 4.2). 

                                                      

 

5 Bridlington town centre contains a total of 42,920 sq.m (gross) retail floorspace (including 24,830 sq.m in use 
as comparison retail), whereas Beverley town centre has 39,440 sq.m (gross) retail floorspace (19,790 sq.m 
comparison retail). 
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Table 4.2 Omissions from Bridlington Town Centre’s Retail and Commercial Leisure 
Offer 

Omissions from Bridlington Town Centre No. of Stakeholders 

National Multiples/Quality Retail Outlets 21 

Good Clothing Stores 7 

Retail Variety 5 

No Omissions 5 

Car Parking 4 

Places to Eat (cafés, restaurants) 2 

Not Enough Shops 2 

Not Enough Tourist Attractions 1 

4.10 Consultees were asked to judge how Bridlington town centre’s retail offer compares 
with the comparator centres of Driffield, Beverley and Scarborough (Table 4.3).  All 
stakeholders, with the exception of one, judged the retail offer of Bridlington town 
centre to be worse than Scarborough.  Two-thirds of stakeholders also considered 
Bridlington’s retail offer to be worse than the offer in Beverley.  Opinion amongst 
stakeholders was split over how Bridlington town centre’s retail offer compares with 
Driffield, which is also disappointing given that Driffield is a much lower-ranking centre 
than Bridlington. 

Table 4.3 Bridlington Town Centre’s Retail Offer Vis-à-vis Local Comparator Centres 

No. of Stakeholders  

Better Same Worse 

Driffield TC 15 8 8 

Beverley TC 2 7 23 

Scarborough TC 0 1 34 

4.11 In summary, the under-supply in the key fashion sub-sectors, coupled with the 
oversupply of bakers, gift shops, cafés and fast food outlets, suggests a town centre 
that tries hard in the tourism sector, but serves its local catchment less well – an 
indication that is substantiated by the evidence on the town centre’s retention of 
spending from its resident catchment (as detailed in subsequent sections of this 
report).  This explains why Bridlington is widely perceived to have an inferior retail offer 
in relation to competing centres. 

Indicator 2: Presence of National Multiples and High Profile Re ailers t

4.12 Table 2 of Annex 1 lists the national multiple retailers and service providers that are 
represented in Bridlington.  The table shows that, whilst the town centre contains 31 
national multiple comparison retailers, the representation is concentrated in certain 
comparison shopping sub-sectors, such as ‘footwear & repair’, ‘booksellers, arts/crafts, 
stationers/copy bureaux’, and ‘chemists, toiletries and opticians’. 
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4.13 In contrast, Bridlington town centre only possesses eight national multiple clothing 
retailers and, with the exception of Marks & Spencer, all fall within the ‘lower’ and 
‘lower-middle’ parts of the retail spectrum (as defined by Management Horizons 
Europe’s (MHE’s) 2003/04 ‘Shopping Index’.  Furthermore, whilst Bridlington does 
possess a number of young/teen fashion outlets, the town centre lacks high profile, 
prominent retailers such as Next and River Island. 

4.14 MHE’s 2003/04 Shopping Index confirms that Bridlington's current retail offer is 
predominantly at the lower end of the retail spectrum. Some 58 per cent of the town 
centre’s fashion outlets fall within MHE’s ‘lower’ category; 42 per cent are categorised 
in MHE’s ‘lower-middle’ category; and the town centre does not contain any of MHE’s 
high profile fashion outlets, or indeed any fashion outlets in the ‘middle’ category. 

Indicator 3: The Retail Property Offer in Bridlington 

4.15 Analysis of the most recent FOCUS listing of June 2006 shows that comparison 
retailers’ mean sales area requirement for Bridlington is around 5,900 sq.ft (550 sq.m), 
or 4,700 sq.ft (400 sq.m) if the largest requirement (Dunelm, 20,000 sq.ft to 40,000 
sq.ft net) and the smallest requirement (T-Mobile, 400 sq.ft to 750 sq.ft net) are 
stripped out.  This corroborates reports from national property market agents that high 
street multiple retailers, which traditionally sought units with sales floorspace in the 
region of 1,500 sq.ft to 2,000 sq.ft (140 sq.m to 185 sq.m), now want units with a clear 
sales floorspace that is significantly in excess of this range. 

4.16 Our analysis of Experian’s GOAD data indicates that the 171 existing units within 
Bridlington town centre (GOAD definition) that are occupied by comparison retailers 
have an ‘average’ gross floorspace of around 1,550 sq.ft (145 sq.m)6, which translates 
to an ‘average’ net sales area of approximately 1,100 sq.ft (102 sq.m)7.  Furthermore, 
the vast majority of the town centre’s comparison retail units (86 from the total of 171) 
are within the 0-1,000 sq.ft (gross) size band, with a further 54 units in the 1,000-2,000 
sq.ft (gross) bracket.  In contrast, only 28 units are between 2,000 sq.ft and 10,000 
sq.ft (gross), and just two of the town centre’s comparison retail ‘units’ have a gross 
floor area that is greater than 10,000 sq.ft8. 

4.17 The 32 available (vacant) units within Bridlington town centre are even smaller, offering 
an average gross floorspace of only 730 sq.ft (68 sq.m).  Again, the majority of the 
vacant units (23) fall within the 0-1,000 sq.ft (gross) size band, with the remaining nine 
units having a gross floorspace of between 1,000 sq.ft and 2,000 sq.ft.  Thus, there are 
no currently available units in Bridlington town centre with a gross floor area of 2,000 
sq.ft or greater. 

4.18 It is evident, therefore, that the typically small units in Bridlington town centre are 
unsuited to the requirements of modern retailers.  This was verified by the stakeholder 
consultation exercise, which found that more than one fifth (22 per cent) of interviewed 
businesses considered that their premises are not the right size.  A continuation of this 
situation will clearly jeopardise the prospects of attracting additional national multiple 
operators to Bridlington. 

4.19 More positively, a partial redevelopment of the Promenades Shopping Centre (Chapel 
Street frontage) was recently completed.  The scheme has provided two new good-
sized units, of 600 sq.m (6,460 sq.ft) and 660 sq.m (7,100 sq.ft) gross, one of which 
has already been occupied by the clothes retailer, Peacocks. 

 

                                                      
6 These figures are derived from the gross floorspace of the 171 comparison units within the GOAD-defined 

Bridlington town centre. 
7 The average sales area floorspace is derived by applying a gross to net ratio of 70 per cent. 
8 The two units are Yorkshire Trading Company at Prospect Street, with a gross floorspace of 13,200 sq.ft 

(1,230 sq.m), and Marks & Spencer at Prince Street (11,100 sq.ft gross, or 1,040 sq.m).  Experian also 
records that ‘InShops’ at The Precinct has a gross floorspace of 11,100 sq.ft (1,040 sq.m), although in fact 
this is a group of small units. 
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Indicator 4: Retailer Demand 

4.20 The commercial organisation, FOCUS, collects data on documented retail operator 
requirements, which the company publishes twice yearly (April and October).  At the 
outset it is worth emphasising that the level of demand for any centre is always 
influenced by whether any new development is proposed.  Thus, whilst the FOCUS 
database is a useful starting point, it is likely that the number of requirements for 
Bridlington would increase significantly if a major new development scheme emerged, 
and so the current level of published requirements should be interpreted with some 
care. 

4.21 FOCUS’s most recent Town Report for Bridlington (June 2006) shows that the number 
of published retailer requirements for the town has remained fairly constant at around 
10 in recent years.  There was, however, an increase in the number of published 
requirements during 2005, with the latest available number of published requirements 
(18, at October 2005) being the highest since February 1991, when there were 25 
requirements for Bridlington9. 

The women’s clothing retailer, Peacocks - classified as a ‘lower’ tier operator by MHE - 
is one of the 15 comparison retailer requirements on the FOCUS list.  The FOCUS list 
also contains a requirement from a supermarket operator (Aldi), a fast food chain 
(KFC) and a pub/hotel operator (Whitbread).  Apart from Peacocks, there are no other 
clothes retailers on the list10 and middle-order retailers that appeal to a broad range of 
shoppers, such as River Island and Next, and young persons’ fashion retailers such as 
H&M Hennes, are absent from the list of published requirements. 

4.22 We contacted the agents acting for six of the most prominent operators named on the 
FOCUS list, as well as a further 34 not listed with FOCUS, with a view to establishing 
their level of interest in Bridlington as an investment location11.  Peacocks confirmed 
that it continues to have a requirement for a store in Bridlington town centre and is 
actively seeking to secure a unit, of around 5,500 sq.ft gross with an additional 3,000 
sq.ft of storage space.  In addition, Halfords, Aldi and Music Zone, which all have 
requirements listed with FOCUS, confirmed that they are still interested in establishing 
stores in Bridlington. 

4.23 Furthermore, a number of operators currently not listed with FOCUS highlighted that 
they have requirements for stores within Bridlington, including a prominent ‘middle’ tier 
fashion outlet; a retailer of sports goods; a variety store; a bulky homewares/DIY 
retailer; and three further national supermarket chains (over and above the published 
Aldi requirement).  All operators emphasise that fulfilment of their requirements will be 
dependent upon suitable sites or units becoming available within or on the edge of 
Bridlington town centre. 

Indicator 5: Retail Yields 

4.24 Figure 1 in Annex 1 illustrates a ten-year trend for prime yield12 in Bridlington and the 
benchmark centres.  In terms of the Yorkshire and Humberside comparators, York and 
Hull city centres have the best (lowest) current prime yields, at 5.5 per cent and 6.5 per 

 

                                                      
9 Inspection of FOCUS’s more detailed requirements database, which is updated on an ongoing basis, actually 

lists a total of 20 current retailer requirements for Bridlington at June 2006. 
10 Whilst Laura Ashley Holdings Ltd has a current requirement for Bridlington, its requirement is for ‘household 

linens’ rather than ‘clothing’. 
11 The FOCUS requirements that we followed up were: Aldi, Game, Gamestation, Halfords, Music Zone and 

Peacock Stores.  The additional retailers that we contacted were Top Shop, Contessa, River Island, Bay 
Trading, Next, Warehouse, H&M Hennes, Debenhams, Dorothy Perkins, Sports Soccer, JJB Sports, TK 
Maxx, Primark Stores, WHSmith, BHS, Wilkinsons, TJ Hughes, Evans, Gap, Wickes, B&Q, Homebase, 
Focus Do-It-All, Habitat, MFI, Comet, Currys, JD Wetherspoon, Yates Group, Asda, Sainsbury’s, Wm 
Morrison, Lidl and Netto. 

12 Yield is a measure of the confidence of investors in the long term profitability of the town centre for retail and 
other commercial developments; the lower the yield the greater the level of investment confidence. 
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cent, respectively, which is to be expected given their higher-order status.  
Scarborough’s current prime yield (7.5 per cent) is also lower than Bridlington’s, whose 
prime yield has remained static over the ten year period at 9.0 per cent, albeit 
improving slightly to 8.75 per cent in July 2005.  Yields in Beverley also remained static 
over the same period, although at 7.0 per cent, yields in Beverley are significantly 
keener than those in Bridlington.  The only Yorkshire and Humberside comparator 
centre where higher (worse) yields than Bridlington have consistently been recorded is 
Driffield, where yields remained static at around 9.5 per cent over the ten year period, 
although high yields are not unexpected in Driffield, which is a much lower-ranking 
centre than Bridlington. 

4.25 Figure 1 in Annex 1 also shows that, like Bridlington, most of the seaside comparator 
towns experienced static yields over the duration of the ten year period, the exception 
being Whitby, where prime yields have fallen from 10.0 per cent in April 2003 to 8.0 per 
cent in July 2005.  However, Aberystwyth, Folkestone, Llandudno, Torquay, Weston-
super-Mare, Whitby and Whitley Bay all have a lower yield than Bridlington, which is 
disappointing because with the exception of Torquay and Weston-super-Mare, each of 
these centres operates at a similar, or in some cases lower, part of the national retail 
hierarchy. 

Indicator 6: Changes in Prime Zone A Shopping Rents 

4.26 Figures 2 and 3 in Annex 1 chart the movement in Zone A retail rents for Bridlington 
and the 13 comparator centres from 1997 to 2005.  Figure 2 shows that, as expected, 
absolute Zone A rents in the year 2005 were highest in York, at £195 per sq.ft, followed 
by Hull, at £165 per sq.ft.  However, whilst each of the benchmark centres in Yorkshire 
and Humberside (with the exception of Goole) experienced rising Zone A rental levels 
over the eight year period, Bridlington’s Zone A retail rents have remained static at £45 
per sq.ft since 2001 (the first year for which rental data are available for Bridlington).  In 
contrast, current rental levels in the similar-sized Beverley town centre (£85 per sq.ft 
Zone A) are now almost twice the level achieved in Bridlington, and have increased 
significantly from the £70 per sq.ft Zone A that was achieved in 2001. 

4.27 The two seaside comparator centres that most closely match Bridlington's ranking in 
the MHE Index are Folkestone and Llandudno.  Whilst in 2001 Zone A rents in 
Folkestone (£50 per sq.ft) were only slightly higher than those achieved in Bridlington, 
rents in Folkestone have since risen and the published Zone A rental figure for 
Folkestone in 2005 (£60 per sq.ft) is significantly higher than the corresponding figure 
in Bridlington of £45 per sq.ft.  Similarly, rents have risen steadily in Llandudno where 
current Zone A rents, at £80 per sq.ft, are almost twice those achieved in Bridlington. 

 

i  

4.28 The only two comparator centres that failed to achieve rental growth in recent years 
are Goole and Morecambe (Annex 13 Figure 3).  Worryingly, each of these centres is 
smaller than Bridlington and has a lower ranking in the MHE Index.  In contrast, Zone 
A rents increased by 31 per cent in Beverley between 1997 and 2005 (including a rise 
of 21 per cent between 2001 and 2005), and by 21 per cent in Scarborough over the 
same eight-year period. 

Indicator 7: Proport on of Vacant Street Level Property

4.29 Bridlington town centre (GOAD definition) contained 32 vacant units in May 2005, 
equating to 8.7 per cent of all town centre units, which is lower than the GB average 
(10.6 per cent).  However, anecdotal evidence from local businesses suggests that 
vacancy levels have increased significantly in recent months.  All stakeholders 
interviewed regarded the number of vacant units in Bridlington town centre as too high 
and several expressed concern about the number of long-term vacant units, and the 
presence of vacant units in prime locations. 

4.30 There are no major concentrations of street level vacant units in Bridlington, with 
vacant units largely dispersed throughout the town centre, as shown in the second plan 
contained in Appendix 2).  Notwithstanding this, the presence of two vacant units on 
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the pedestrianised King Street, one vacant unit on Prince Street and some six vacant 
units in the Promenades Shopping Centre is a cause of concern, given the primary 
location of these shopping streets. 

Indicator 8 – Pedestrian Flow 

4.31 We are not aware of any formal pedestrian flow counts that have been undertaken 
recently in Bridlington town centre as a whole.  However, we asked each of the town 
centre business consultees to estimate whether footfall outside their business 
premises had increased, remained static or decreased over the last three years, 
across different months of the year.  Only two consultees declined to answer the 
question.  The remaining stakeholders were evenly split between judging that footfall 
had either decreased or had remained static outside their business premises over the 
last three years.  The trend of decreasing or static footfall was reported across different 
tourist seasons.  The responses are summarised in Table 4.4. 

Table 4.4 Reported Trends in Town Centre Footfall, 2002-05 

 Out-of-Season 

(October to April) 

Low Summer 

(May, June and September) 

Peak Season 

(July and August) 

Increased 1 1 4 

Remained Static 15 16 13 

Decreased 17 16 16 

4.32 The reported reduction in footfall is a consequence of a complex inter-mix of factors 
including, notably, the paucity of representation in key retail sectors in Bridlington and 
the parallel, ongoing improvement to the retail offer in competitor centres, which makes 
them more attractive to shoppers.  However, the potential to increase footfall densities 
in Bridlington is severely compromised by the absence of a clear retail circuit (distinct 
from the tourist promenade) – that is, a prime shopping route where pedestrian footfall 
is highest as pedestrians move between shops on any one shopping trip. 

4.33 Typically, a circuit will have ‘anchors’ (big footfall attractors) along its route which 
define the circuit – enabling the shops between the anchor uses to benefit from access 
to the high levels of footfall.  The principal generators of footfall tend to be the larger 
multiple traders: the fashion and variety stores which are the principal pulls for any 
shopping centre.  The secondary streets in a shopping centre also tend to lead off from 
the prime circuit, and depend on the footfall generated by the primary pedestrian flow.  
In Bridlington, there is no clear area of ‘prime’ nor are the anchor stores located so as 
to create this circuit; the few anchors that are present in the town centre (Marks & 
Spencer, Woolworths, Burtons, Boyes department store and Boots) are randomly 
dispersed around the centre, and of the named retailers only Burtons is located at the 
end of a street. 

4.34 Footfall levels are compromised further by the sheer extent of the area that is given to 
shop fronts, and the effect of this on dissipating demand and diminishing any scope for 
critical mass, given in particular the long, linear and largely struggling streets of 
secondary shopping that lead out of the centre. 

Indicator 9: Retail Rankings 

4.35 Bridlington town centre is not listed in Experian’s Retail Centre Ranking 200413.  The 
report shows that York’s ranking slipped by 10 places between 2001 and 2004, but that 

                                                      

 

13 In previous years Experian’s Retail Centre Ranking reports ranked the top 500+ centres, but this was 
reduced to the top 250 in its 2002 report, and to the top 50 in its 2003 report. 
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Hull’s ranking improved by six places over the same period, as shown in Annex 1, 
Table 3 of Appendix 3.  None of the remaining comparator centres are listed in 
Experian’s 2004 report. 

4.36 MHE surveys the top 1,672 retail centres in the United Kingdom in its Shopping Index 
2003/04, based on a weighted count of non-food retailers comprising fashion 
operators, non-fashion multiples and anchor stores14.  The Index is well respected and 
we consider it to be a robust source from which to assess centres’ positions in the 
retail hierarchy.  The MHE Index establishes eight grades of retail centre in the United 
Kingdom, ranging from ‘Major City’ to ‘Local Centre’.  Bridlington is classified in the fifth 
tier (‘Major District’), as are the comparator centres of Beverley, Folkestone and 
Llandudno15. 

4.37 The MHE Index reveals an improvement in Bridlington’s position in the retail hierarchy 
(Annex 1, Table 3 of Appendix 3).  Bridlington’s position in the MHE Index improved by 
39 places between 1995/06 and 2003/04, from 319th to 281st position.  All other 
comparator resorts experienced slippage in the MHE Index over the same period.  The 
improvement in Bridlington’s retail ranking may be partially explained by the opening of 
The Promenades Shopping Centre in 1995, which contains over 20 new retail units, 
although it is more difficult to explain Bridlington’s recent rise in the MHE Index since 
2000/01 given the lack of any material levels of retail development in the town centre in 
recent years16. 

4.38 Whilst Bridlington’s recent positive movement in the retail rankings is encouraging, it is 
noteworthy that Beverley enhanced its ranking to an even greater extent over the same 
period.  Whereas Beverley had a lower ranking than Bridlington in 1995/96, its 
subsequent, substantial improvement in the Index, of 90 places, means that it now 
ranks considerably higher than Bridlington (249th position versus 281st).  Beverley’s 
superior ranking – which has been achieved despite the centre having less retail 
floorspace than Bridlington – is largely attributable to Beverley’s much stronger 
representation in the key fashion sub-sector.  For instance, whilst Bridlington's fashion 
offer is confined to the ‘lower’ and ‘lower-middle’ categories (as defined by MHE), 
Beverley is well-represented in the ‘middle’ category (Kaliko, Hawkshead, and so on), 
and also has strong representation in the ‘upper-middle’ (for instance, Laura Ashley 
and Monsoon) and ‘upper’ categories (Viyella and Jaeger). 

Summary of Bridlington’s Retail Performance 
4.39 Bridlington town centre performs poorly in relation to most of the nine key indicators of 

vitality and viability that we have assessed.  Bridlington performs moderately well in 
relation to two indicators – vacancy rates and retail rankings.  Even so, whilst the town 
centre’s generic vacancy rate is below the ‘GB average’, there are some long-term 
vacant units as well as a number of void premises in primary locations.  Bridlington’s 
ranking in the MHE Index has improved to a greater extent than in any of the seaside 
comparator centres, although it is noteworthy that Beverley – which has less retail 
comparison floorspace than Bridlington, and a lower overall quantum of retail 
floorspace – has improved its ranking by an even greater degree. 

4.40 Whilst the town centre has a healthy convenience sector offer, its comparison retail 
offer is deficient in a number of respects.  Most importantly, the town centre is 
substantially under-represented in the key fashion sub-sectors, both in terms of 

 

                                                      
14 For instance, ‘Premier Department Stores’ (Selfridges, Harrods) score 15 points; ‘Premier Variety Stores’ 

(M&S) score 8; ‘Other Multiple Operators’ (Monsoon, Dorothy Perkins) score 1 point.  The Index is based on 
a comprehensive database of 571 stores. 

15 York and Hull are classified in the second tier (‘Major Regional’); Torquay in the third tier (‘Regional’); 
Scarborough and Weston-Super-Mare in the fourth tier (‘Sub-regional’); Aberystwyth and Morecambe  in the 
sixth tier (‘District’); and Driffield, Whitby and Whitley Bay in the seventh tier (‘Minor District’). 

16 According to the FOCUS database the only national multiple retailers that have opened a store in Bridlington 
since 2000 are Mackays and Shoe Zone. 
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breadth and depth.  In stark contrast, Beverley has much stronger representation by 
fashion outlets; as well as containing a range of higher-order fashion outlets, Beverley 
town centre also boasts seven ‘middle’ order fashion outlets, whereas Bridlington does 
not have any.  As well as having a dearth of fashion outlet representation, Bridlington 
town centre is also over-represented in sub-sectors including gifts & fancy goods and 
charity shops, which do not have mass shopper appeal. 

4.41 Attracting the key anchor multiple retailers that are currently missing from Bridlington’s 
retail offer – most particularly in the fashion sector - is constrained by the lack of 
available premises of the right size, configuration and trading environment, and by the 
absence of a clearly defined, fully functioning retail circuit to concentrate and direct 
footfall, which is necessary to support a larger area of prime and a healthier network of 
secondary and tertiary streets.  These deficiencies result in a low level of published 
retail operator demand, although research undertaken for this study has identified a 
range of prominent operators in a number of key retail sectors that have a firm interest 
in Bridlington.  If a major new development scheme emerged, it is likely that the 
number of retailer requirements for Bridlington would increase further. 

4.42 The factors described above, independently and in relationship to each other, explain 
why retail yields (a measure of investment risk) in Bridlington have remained at a 
higher (worse) level than in similar-sized seaside resorts and, more importantly, in 
Beverley and Scarborough, and why retail rents have been very low and static in 
recent years, whilst rents in Beverley and Scarborough – and the similar-sized seaside 
resorts - have been rising. 
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5 CURRENT PATTERNS OF RETAIL AND 
LEISURE VISITS 

Introduction 
5.1 This section of our report falls into two main parts.  First, we provide a brief overview of 

the methodology that we employ to establish current patterns of convenience and 
comparison shopping, using the results of the survey of households.  Secondly, we 
describe the existing patterns and destinations for various forms of retail and leisure 
activity. 

Methodology 
5.2 Our assessment of current patterns of convenience (food) and comparison (non-food) 

spending is based on a comprehensive telephone survey of 1,000 households resident 
in six zones encompassing Bridlington’s catchment area.  The survey was undertaken 
in December 2005 by the market research firm, NEMS.  The findings are based on a 
fully representative sample, with a minimum of 95 responding households from each of 
the six survey zones shown in Figure 5.1, and with all results weighted to reflect the 
actual distribution of households across the catchment area in the year 2003. 

Figure 5.1 Expenditure Zones, Bridlington Catchment Area 

 

5.3 NEMS states that the 95 per cent confidence interval is plus or minus 3.2 percentage 
points; thus, for example, when the sample survey suggests that 22.9 per cent of 
responding households spend most money on clothes and shoes in Scarborough town 
centre, we can be 95 per cent confident that the actual proportion of the total 
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population who spend most on clothes and shoes in Scarborough town centre is 
between 19.7 per cent and 26.1 per cent (22.9 ± 3.2). 

5.4 Many of the monetary figures given in this section of our report are to two decimal 
places and many of the percentages quoted are to one decimal place.  However, this 
convention is merely to help the reader to trace the origin of figures which have been 
drawn from the spreadsheet tables which are presented in the separately bound 
Annex 2 entitled ‘Capacity Spreadsheets’; we do not wish to imply a spurious level of 
accuracy and hence our reference to the statistical confidence level in paragraph 5.3 
above. 

5.5 The telephone survey of households sought to establish current patterns of shopping 
for the following types of goods: 

i) main food and groceries; 

ii) top-up shopping for food and groceries; 

iii) clothes and shoes; 

iv) furniture, carpets, soft household furnishings; 

v) DIY and decorating goods; 

vi) domestic appliances such as fridges, cookers and other electrical goods; and  

vii) specialist non-food items such as china, glass, books, jewellery, photographic 
goods, musical instruments and sports equipment.  

5.6 The results of the two types of food and groceries expenditure (main and top-up) are 
then merged – through the application of a weight which reflects the estimated 
proportion of expenditure accounted for by each type – so as to form a composite 
pattern of convenience spending, expressed as market shares for each destination 
centre or foodstore, for each survey zone.  The weights – which reflect the national 
market share of the large supermarket operators vis-à-vis the smaller operators and 
independents and our qualitative assessment of the convenience offer in Bridlington’s 
catchment area - are as follows: 

 Main food and groceries     =   71% of expenditure 

 Top-up food and groceries    =   29% of expenditure 

 All convenience expenditure    = 100% 

5.7 Similarly, we have derived composite market shares in the comparison sector, in this 
case through the application of two weightings.  The first weighting reflects the 
estimated proportion of expenditure accounted for by the top two spending locations – 
these being based on our professional judgment – and is as follows: 

 Top spend location     =  79% of expenditure 

 Second highest spend location    =  21% of expenditure  

 All comparison expenditure   =  100% 

5.8 The first procedure allows for market shares to be calculated for each of the five types 
of comparison purchases (as defined under paragraph 5.5).  We then calculate overall 
composite comparison market shares through the application of a second weight to 
reflect the proportion of expenditure on each type of goods, as shown in Table 5.1. 
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Table 5.1 Second Weighting Used in the Comparison Sector – Proportion of 
Expenditure on Each Type of Goods 

Comparison Sub-sector Weighting 
(%) 

Clothes and shoes 23 

Furniture, carpets, soft household furnishings 16 

DIY and decorating goods 5 

Domestic appliances such as fridges, cookers and other electrical goods 22 

Specialist non-food items such as china, glass, books, jewellery, 
photographic goods, musical instruments and sports equipment 34 

Total 100 

5.9 The market shares for each zone are then applied to the pot of expenditure available to 
the residents of each zone – which is calculated using data on population and per 
capita spending from MapInfo – in order to express the patterns of shopping in absolute 
money terms, and so allow the turnover of each centre or store to be calculated.  All 
monetary figures are expressed in year 2003 prices because MapInfo’s expenditure 
data use this price base. 

Convenience (Food and Groceries) Shopping Patterns 
5.10 The top part of Spreadsheet 1 of Annex 2 sets out the 2006 population in each of the 

six survey zones, the per capita expenditure in 2006 – which varies across the six 
survey zones – and the pot of convenience expenditure available to residents in each of 
the survey zones in the 2006 base year.  The total convenience expenditure for the 
79,168 residents of the catchment area amounts to £109.80m.  The remainder of 
Spreadsheet 1 sets out the market shares – derived from the survey of households – 
achieved by each of the various centres and stores located within and beyond the 
catchment area, expressed as percentages. 

5.11 Spreadsheet 2 of Annex 2, then converts the spending patterns to absolute money 
flows through the application of the percentage market share for each centre to the pot 
of money available to residents in each zone.  Thus, residents of zone 1 have £48.09m 
available to spend on convenience goods; of this total, 47.1 per cent is spent in the 
Tesco Superstore at Station Approach, Bridlington, which equates to a money flow to 
the Tesco Superstore of £22.67m.  When the money flows to the Tesco Superstore at 
Station Approach, Bridlington, from each zone are added together, Spreadsheet 2 
shows that £28.30m of the convenience expenditure of the residents of Bridlington’s 
overall catchment flows to the Tesco Superstore in Bridlington.  We then estimate the 
inflow17 of expenditure spent in the Tesco Superstore at Station Approach, Bridlington, 
from those resident outside the catchment area – of £4.24m, as shown in the ‘from 
beyond’ column of Spreadsheet 2 – in order to arrive at an estimate of the total 
convenience turnover of the Tesco Superstore in Bridlington of £32.54m. 

5.12 The ‘Sub-total for Catchment’ rows in Spreadsheets 1 and 2 show, respectively, the 
proportion and absolute amount of the convenience expenditure of the catchment 
area’s residents which is retained by centres and stores located within the catchment.  
These are known as the ‘retention rate’ and the absolute ‘retention’ of expenditure.  
The convenience sector retention rate varies from 45.5 per cent for residents of zone 6 
(the Filey and Hunmanby area) to 96.6 per cent for residents of zone 1 (Bridlington 
town centre and outlying area).  The total amount of convenience expenditure which is 
retained by centres and stores within the Bridlington catchment area is £90.82m. 

                                                      

 

17  From tourists and others who reside outside the catchment area; this is based on a professional judgment 
taking into account a range of factors including location and overall role as a tourist destination. 
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5.13 The overall convenience sector retention rate, therefore, is about 82.7 per cent 
(£90.82m divided by £109.80m x 100), which is a reasonably healthy level of retention.  
The remainder of the convenience expenditure of the catchment area’s residents flows 
to centres and stores located beyond the catchment; these flows are known as 
‘leakage’ and they amount to approximately 17.3 per cent of the overall convenience 
expenditure of the catchment area’s residents, or £18.98m (£109.80m total, minus 
retention of £90.82m). 

Main Convenience S ores in the Bridlington Catchment Area 

5.14 The survey findings show that 26 per cent (£28.3m) of the total convenience goods 
expenditure of the residents of Bridlington’s catchment (£109.8m) is spent in just one 
store within the catchment, this being the Tesco Superstore at Station Approach, 
Bridlington.  Two other individual foodstores located within the catchment achieve 
market shares of 15 per cent or greater, these being the Tesco store at George Street, 
Driffield, which accounts for 19 per cent (£20.5m) of the available convenience goods 
expenditure of the catchment, and the Morrison's store at Bessingby Industrial Estate, 
Bridlington, which accounts for a further 16 per cent (£17.7m). 

5.15 The three stores named above, together with a further three stores within the 
catchment area, together account for over two thirds (68.1 per cent) of the 
convenience expenditure of the catchment’s residents.  The findings are set out in 
Table 5.2. 

Table 5.2 Main Convenience Stores in the Bridlington Catchment 

Estimate* of Total 
Convenience 

Turnover 

Estimate* of 
Convenience 

Turnover Drawn 
From Catchment 
Area Residents 

 

(£m, 2003 Prices) (£m 2003 Prices) 

Tesco Superstore, Station Approach, Bridlington 32.54 28.30 

Tesco, George Street, Driffield 21.54 20.52 

Morrisons, Bessingby Ind Est, Bridlington 17.74 17.74 

Somerfield, Murray Street, Filey 3.96 3.96 

Somerfield, Martongate, Bridlington 2.99 2.72 

Aldi, Bessingby Way, Bridlington 1.48 1.48 

Total 79.98 74.72 
* These are estimates because the survey findings are subject to the confidence interval referred to in paragraph 5.3 and 
because of the weighting estimates referred to in paragraph 5.6. 

Convenience Stores Outside the Br dlington Catchment Area i

5.16 The survey results indicate that approximately 17.3 per cent of the convenience 
expenditure of the catchment area’s residents flows to stores and centres outside the 
catchment.  The main named destinations for households who shop in convenience 
stores outside the catchment are the Morrisons store at Dunslow Road, Scarborough, 
which accounts for £7.1m of the expenditure that leaks from the catchment (6 per cent 
of the total convenience goods expenditure of the catchment area’s residents); and the 
Morrisons store at Wingfield Way, Beverley, which accounts for £3.4m of the total 
leakage (3 per cent of the total convenience goods expenditure within the catchment).  
No other individual foodstore outside of the catchment accounts for more than 3 per 
cent of the convenience goods expenditure of catchment area residents. 
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Figure 5.2 Composite Convenience Market Shares 

 

Analysis of Convenience Market Shares by Individual Zone 

5.17 Analysis of individual zones shows that in two zones (1 and 2), more than 90 per cent 
of available convenience expenditure is retained within the catchment area, reflecting 
the availability of the Tesco and Morrison's stores in Bridlington.  Similarly, a high 
proportion of the total convenience goods expenditure of zone 4 residents is retained 
within the catchment (85 per cent), largely reflecting the availability of the Tesco store 
in Driffield, and 80 per cent of total convenience goods expenditure from zone 3 is 
retained within the catchment, attributable to that zone’s situation between Bridlington 
and Driffield. 

5.18 A lower proportion of the available expenditure in zone 5 is retained within the 
catchment area (63 per cent); however this more modest level of retention is not 
unexpected given the relatively close proximity of zone 5 to the Tesco and Morrison's 
stores at Beverley.  Only in zone 6 does the proportion of available expenditure that is 
retained within the catchment drop below 50 per cent, with the Morrison's store at 
Scarborough accounting for much of the leakage from zone 6.  However, 
implementation of the foodstore commitment at Filey would be likely to increase the 
retention rate of zone 6 to a more acceptable level and so even in zone 6 there does 
not appear to be a pressing qualitative need for additional foodstore provision (over 
and above the Filey commitment). 
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Table 5.3 Convenience Sector – Market Shares of Individual Foodstores by Zone 
 Town/City Centres’ Overall Clothes & Shoes Market Shares by Zone 
Market 
Share 

Zone 1 Zone 2 Zone3 Zone 4 Zone 5 Zone 6 All Zones 
Combined 

Highest Tesco 
Bridlington 

47% 

Morrison’s 
Bridlington 

29% 

Tesco 
Bridlington 

28% 

Tesco 
Driffield 

67% 

Tesco 
Driffield 

45% 

Morrison's 
S’borough 

37% 

Tesco 
Bridlington 

26% 
2nd Highest Morrison’s 

Bridlington 
28% 

Tesco 
Bridlington 

27% 

Tesco 
Driffield 

24% 

Morrison's 
Beverley 

8% 

Morrison's 
Beverley 

12% 

Somerfield 
Filey 
25% 

Tesco 
Driffield 

19% 
3rd Highest Somerfield 

Bridlington 
4% 

Co-op 
Fl’borough 

7% 

Morrison’s 
Bridlington 

12% 

Kwik Save 
Driffield 

3% 

Tesco 
Beverley 

7% 

Tesco 
S'borough 

9% 

Morrison's 
Bridlington 

16% 

Comparison Shopping Patterns 

Bridlington Town Centre 

                                                     

5.19 The top part of Spreadsheet 11 sets out the 2006 population in each of the six survey 
zones, the ‘goods-based’ per capita comparison expenditure in 2006 – which varies 
across the six survey zones – and the pot of comparison expenditure available to 
residents in each of the survey zones in the 2006 base year.  The total comparison 
expenditure for the 79,168 residents of the Bridlington’s catchment area amounts to 
£189.95m.  The remainder of Spreadsheet 11 sets out the market shares – derived 
from the survey of households – achieved by each of the various centres and retail 
parks located within and beyond Bridlington’s catchment area, expressed as 
percentages. 

5.20 Spreadsheet 11 then converts the spending patterns to absolute money flows through 
the application of the percentage market share for each centre to the pot of money 
available to residents in each zone.  Thus, residents of zone 1 (Bridlington town centre 
and outlying area) have £83.32m available to spend on comparison goods; of this total, 
46.9 per cent is spent in Bridlington town centre (Spreadsheet 11), which equates to a 
money flow to Bridlington town centre of £39.11m (Spreadsheet 12).  When the money 
flows to Bridlington town centre from each zone are added together, Spreadsheet 12 
shows that £51.19m of the comparison expenditure of the catchment area’s residents 
flows to Bridlington town centre (26.9 per cent of the total pot of expenditure available).  
We then estimate the inflow18 of expenditure spent in Bridlington town centre from 
residents outside the catchment area – of £7.68m, as shown in the ‘inflow from beyond’ 
column of Spreadsheet 12 – in order to arrive at a total comparison turnover for 
Bridlington town centre of £58.86m. 

Bridlington Catchment Area 

5.21 The ‘Sub-total for Catchment’ rows in Spreadsheets 11 and 12 of Annex 2, show, 
respectively, the proportion and absolute amount of the comparison expenditure of the 
catchment area’s residents which is retained by centres and stores located within the 
catchment.  These are known as the ‘retention rate’ and the absolute ‘retention’ of 
expenditure.  The comparison sector retention rate varies from 13.9 per cent for 
residents of zone 6 (the Filey and Hunmanby area) to 54.4 per cent for residents of 
zone 1 (Bridlington town centre and outlying area).  This means that 46 per cent of the 
available expenditure in ‘core’ zone 1 leaks out from the catchment. 

5.22 The total amount of catchment area residents’ comparison expenditure which is 
retained by centres and stores within the catchment area is £80.18m.  The overall 
retention rate for all centres and stores within the catchment is therefore 42.2 per cent 
(£80.18m divided by £189.95m x 100).  This is a relatively modest level of retention – 

 

 

18 From tourists and others who reside outside the catchment area; this is based on a professional judgment 
taking into account a range of factors including location and overall role as a tourist destination. 
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even considering the close proximity of higher-order centres close to, but outside of, 
the catchment area boundary – and one that is clearly capable of improvement (Figure 
5.3). 

Figure 5.3 Composite Comparison Market Shares 

 

5.23 The remainder of the comparison expenditure of the catchment's residents flows to 
centres and stores located beyond the catchment; these flows are known as ‘leakage’ 
and they amount to approximately 57.8 per cent of the overall comparison expenditure 
of catchment residents, or £109.76m (£189.95m total, minus retention of £80.18m). 

Main Comparison Centres in the Bridlington Catchment 

5.24 The survey confirms Bridlington town centre’s significance as by far the most important 
comparison retail centre within the catchment area, with an estimated turnover of 
£51.19m (drawn from residents of the catchment) and an overall market share or 
retention rate of 26.9 per cent.  Bridlington town centre attracts the highest share of 
comparison expenditure from residents of three of the six survey zones, varying 
between 23.7 per cent for zone 3 (south-west of Bridlington) to 46.9 per cent in zone 1 
(Bridlington town centre and the outlying area).  The exceptions are Zones 4 and 5, 
where the highest market shares are achieved by Driffield town centre (32.0 per cent 
and 19.2 per cent, respectively) and zone 6, where Filey town centre claims the 
highest share out of centres within the catchment area (10.2 per cent). 

5.25 The second most important comparison spend location within the catchment area is 
Driffield Town Centre, with an estimated comparison turnover of £17.96m (9.5 per cent 
of the available comparison goods expenditure of catchment area residents), followed 
by the out-of-centre Bessingby Road Retail Park (which includes the B&Q 
Supercentre) at Bridlington (£7.43m, equating to 3.9 per cent of catchment area 
residents’ available comparison expenditure).  All other centres within the catchment 
area each have a composite comparison market share of less than 2 per cent. 
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Table 5.4 Main Comparison Goods Centres Within the Bridlington Catchment 

 Total Comparison 
Turnover 

(£m, 2003 prices) 

Comparison Turnover 
Drawn from Residents of 

the Catchment Area 
(£m, 2003 prices) 

Bridlington Town Centre 58.86 51.19 

Driffield Town Centre 19.76 17.96 

Bessingby Road Retail Park 
(inc B&Q Superstore), 
Bridlington 

7.43 7.43 

Filey Town Centre 3.18 3.18 

Comparison Centres Outside of the Bridlington Catchment 

5.26 The survey results indicate that some 57.8 per cent of the comparison expenditure of 
the catchment area’s residents (equivalent to £109.76m of comparison goods 
spending) is flowing to centres outside the catchment area.  Scarborough town centre 
accounts for about a third of the leakage (£37.20m), which equates to 19.6 per cent of 
the available comparison expenditure of catchment area residents.  Hull city centre 
accounts for a further 15.6 per cent (£29.56m) of the catchment area’s available 
comparison expenditure, followed by York city centre (£18.62m, equating to a market 
share of 9.8 per cent) and Beverley town centre (£7.29m, equating to a market share of 
3.8 per cent). 

Analysis of Shopping Patterns – Clothes and Shoes Sub-sector 

5.27 The analysis set out above relates to composite market shares.  Given its critically 
important role to the success or otherwise of a town centre, we considerate useful to 
also provide analysis of shopping patterns in relation to the clothes and shoes sub-
sector19. 

5.28 Table 5.5 shows that Bridlington town centre achieves the highest clothes and shoes 
market share in zone 1 only; even in this ‘core’ zone, however, Bridlington town centre 
accounts for only 31 per cent of residents’ available clothes and shoes expenditure.  
This is only slightly higher than the proportion of available clothes and shoes 
expenditure in zone 1 that is accounted for by Scarborough town centre (24 per cent). 

Table 5.5 Clothes and Shoes Sub-sector - Market Shares of Town/City Centres by 
Zone 
 Town/City Centres’ Overall Clothes & Shoes Market Shares by Zone 
Market 
Share 

Zone 1 Zone 2 Zone3 Zone 4 Zone 5 Zone 6 All Zones 
Combined 

Highest Bridlington 
TC 31% 

S’boro TC 
27% 

Hull CC 
23% 

Hull CC 
29% 

York CC 
26% 

S’boro TC 
61% 

S’boro TC 
26% 

2nd Highest S’boro’ TC  
24% 

Bridlington 
TC 26% 

Bridlington 
TC 16% 

York CC 
21% 

Hull CC 
22% 

York CC 
19% 

Bridlington 
TC 18% & 

Hull CC 
18% 

3rd Highest Hull CC 
19% 

Hull CC 
14% 

York CC 
12% 

Driffield TC 
14% 

Driffield TC 
9% 

Bridlington 
TC 6% & 

Driffield TC 
6% 

York CC 
13% 

5.29 Scarborough town centre achieves the highest clothes and shoes market share in 
zones 2 and 6; Hull city centre is the dominant centre for clothes and shoes in zones 3 
and 4; and York city centre achieves the highest market share in zone 5. 

                                                      

 

19 We do not provide parallel analysis in relation to the other four comparison goods sub-sectors, which are 
less pivotal to the attractiveness of town centres. 
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5.30 In overall terms, Scarborough town centre achieves a clothes and shoes market share 
across all zones of 26 per cent, compared to Bridlington town centre which achieves a 
corresponding market share of just 18 per cent, which is the same market share 
achieved by Hull city centre.  Bridlington’s low market share is explained by the town 
centre’s very substantial under-supply in the key fashion sectors (as we explained in 
Section 4 of this report). 

Leisure Patterns 
5.31 The survey of households included seven questions that asked residents within the 

Bridlington catchment where they spent the most money on certain types of leisure 
activity including visits to cinemas, pubs, restaurants, health and fitness facilities, 
theatres or concert halls, museums and other family entertainment leisure uses such 
as bowling and bingo.  Key findings are set out below. 

Cinemas 

5.32 Overall, 46 per cent of households claimed that they did not visit cinemas.  The most 
popular location for visiting the cinema was Bridlington town centre (19 per cent), 
followed by Hull city centre (16 per cent) and Bridlington Old Town (6 per cent).  No 
other location was cited by more than four per cent of respondents who visited the 
cinema. 

Pubs 

 

 

5.33 Overall, 42 per cent of all households questioned do not visit pubs.  Bridlington town 
centre achieves the best market share among all residents, and it is the main 
destination for pub use for residents of zone 1 (40 per cent) and zone 2 (23 per cent).  
As expected, the nearest main town to residents in each survey zone achieves the 
highest market share for pub uses.  Therefore, the main location for residents in zones 
3, 4 and 5 is Driffield town centre and the prime location for residents in zone 6 is Filey 
town centre. 

Restaurants

5.34 Only 22 per cent all households do not visit restaurants.  The most popular destination 
for visiting a restaurant was Bridlington town centre (26 per cent), followed by 
Bridlington Old Town (13 per cent), Driffield town centre (12 per cent), Filey town 
centre (8 per cent) and Scarborough town centre (4 per cent).  No other location was 
cited by four per cent or more of respondents who visit restaurants.  As with pub visits, 
the nearest town to residents in each survey zone achieves the highest market share 
for restaurant visits. 

Health and Fitness 

5.35 A high proportion of all households do not use health and fitness facilities (70 per cent).  
For those households that do use such facilities, Bridlington town centre is the 
dominant location, with a market share of 11 per cent, followed by Driffield town centre 
and Bridlington Old Town, with market shares of 7 per cent and 4 per cent, 
respectively. 

Family Entertainment (Bingo/Bowling) 

5.36 Only 30 per cent of residents engage in family entertainment recreation activities, such 
as bingo and bowling.  The dominant destination for family entertainment activities is 
Bridlington town centre, which achieves a 12 per cent overall market share, and serves 
as the prime location for residents in zones 1 and 2.  Other destinations that are 
important for family entertainment recreation are Hull city centre, attracting 6 per cent 
of households, with large shares from zones 4 and 5; Bridlington Old Town (5 per 
cent), which is the key location for zone 3 residents; and Scarborough town centre 
(3 per cent), which is an important destination for zone 6 residents. 
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 Theatres/Concerts

5.37 Over half of all households do not visit theatres or concert halls.  The three main 
destinations for theatre/concert users are Hull city centre (14 per cent), Bridlington 
town centre (9 per cent) and Scarborough town centre (7 per cent).  Hull city centre is 
the prime destination for residents in zones 3, 4 and 5, Bridlington town centre is the 
main location for residents in zones 1 and 2, and Scarborough town centre is the most 
important destination for residents in zone 6. 

Museums 

5.38 Over two-thirds of all respondent households do not visit museums.  The most popular 
location for residents that do visit museums is Hull city centre (9 per cent), followed by 
York city centre (7 per cent).  No other location was cited by more than two per cent of 
respondents. 

Table 5.6 Town/City Centre Where Most Money is Spent on Leisure Activities 

Main Destination by Category of Leisure Pursuit Survey  
Zone 

Cinemas Pubs Restaurants Health & 
Fitness 

Family 
Entertain-
ment 

Theatres/ 
Concerts 

Museums 

1 Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Hull CC 

2 Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Hull CC 

3 Hull CC Driffield TC Driffield TC Driffield TC Bridlington 
Old Town 

Hull CC Hull CC 

4 Hull CC Driffield TC Driffield TC Driffield TC Hull CC Hull CC Hull CC 

5 Hull CC Driffield TC Driffield TC Driffield TC Hull CC Hull CC Hull CC 

6 Scarborough 
TC 

Filey TC Filey TC Scarborough 
TC 

Scarborough 
TC 

Scarborough 
TC 

Filey TC/ 
Scarborough 

TC (=) 

Main Spend 
Destination 
(across all 
zones) 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC 

Bridlington 
TC Hull CC Hull CC 

Conclusions on Retail and Leisure Spending Patterns 
5.39 The survey of households showed that: 

i) town centres and individual foodstores located within Bridlington’s catchment area 
retain, collectively, some 83 per cent of the convenience expenditure of residents 
of the catchment, which is a reasonably healthy overall level of retention (albeit one 
that e consider is still capable of improvement – see Section 6); 

ii) 68 per cent of the convenience goods expenditure of residents of the catchment 
area is spent in just six stores within the catchment, operated by four of the leading 
national supermarket chains, with the Tesco Superstore at Station Approach, 
Bridlington, achieving a market share of 26 per cent; 

iii) the main outflows (or leakage) of convenience expenditure to named stores are to 
the Morrisons stores at Dunslow Road, Scarborough and at Wingfield Way, 
Beverley, which respectively account for about £7.1m and £3.4m of the 
expenditure that leaks from the catchment area; 
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iv) Bridlington town centre retains about 27 per cent of the overall comparison 
expenditure of residents of the catchment area, which is a relatively low level of 
retention for a centre of its status; 

v) the aggregate comparison retention level for all centres and stores within the 
catchment is about 42 per cent, which is also a low overall level of retention and 
one that is clearly capable of improvement; 

vi) the main outflows (or leakage) of comparison expenditure are to Scarborough town 
centre (£37.20m) and Hull city centre (£29.56m), equating to high composite 
market shares of about 20 per cent and 16 per cent, respectively, followed by York 
city centre (£18.62m) and Beverley town centre (£7.29m), which also translate into 
market shares that are higher than they should be, of 10 per cent and 4 per cent, 
respectively; and 

vii) Bridlington town centre is the prime destination for respondents who participated in 
five of the seven leisure activities featured in the questionnaire, particularly for 
restaurant and pub visits; for theatre/concert hall visits and museum trips Hull 
attracted the largest share of the respondents, which is to be expected given its 
status as the sub-regional centre. 

5.40 Thus, based on our health checks, our assessment of qualitative need and the results 
of the survey of households, we consider that there is some scope for Bridlington town 
centre to increase its market share (or retention) of comparison goods expenditure 
from the current base position of 27 per cent and we test for a range of scenarios in our 
subsequent assessment of quantitative need.  In the convenience goods sector, 
however, we consider that there is little scope to substantially increase the aggregate 
retention level – which already starts at 83 per cent – although we consider that there is 
scope for a modest increase to the retention rate given the low localised retention rates 
in zones 5 and (in particular) 6. 
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6 QUANTITATIVE RETAIL CAPACITY ANALYSIS 

Summary of Methodology and Data Inputs 
6.1 The main steps in the assessment of the quantitative capacity for further retail 

floorspace are conceptually the same for both the convenience and comparison goods 
sectors.  The methodology is summarised below, together with information on the 
various data inputs that we have used for our assessment of quantitative retail 
capacity. 

i) use the household survey data to establish the convenience and comparison 
goods spending patterns of residents of Bridlington’s catchment area and assess 
the overall retention of expenditure by centres and stores located within the 
catchment, as described in Section 5; 

ii) forecast the growth in the convenience and comparison goods expenditure of the 
catchment area’s residents from 2006 to 2011, and again from 2011 to 2016 (to 
coincide with the time horizon of the emerging Bridlington Area Action Plan), taking 
account of population change and the real growth, over and above inflation, in per 
capita spending levels; 

iii) make a forecast of the future retention rate – the proportion of the expenditure of 
the catchment area’s residents that is spent in centres and stores located within 
the catchment; 

iv) make allowances for ‘claims’ on retail expenditure growth, which are: 

o the growth in ‘turnover efficiency’ (turnover per sq.m sales area) for existing 
retailers, of 0.2 per cent, per annum for convenience retailers (this being the 
lower figure from Experian's suggested range of 0.2 to 1.2 per cent, per 
annum20), and of 2.0 per cent, per annum, for comparison retailers (this being 
the lower figure from Experian’s 2.0 to 2.5 per cent, per annum range21); 

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

o existing commitments for retail development; and then 

v) convert the resulting residual expenditure (that is, growth in retained expenditure, 
less the three ‘claims’ on it) to a potential sales floorspace ‘capacity’. 

 

i

                                                     

6.2 Each of the data inputs is important, but the three particularly critical inputs are the rate 
of population change; the rate of per capita expenditure growth; and the retention rate 
assumption. 

Populat on Growth 

6.3 MapInfo provided initial population data for each of the six zones for the year 2003.  
The population in zones 1 to 5 in each of the forecasting years 2006, 2011 and 2016 
was then estimated by rolling forward the 2003 MapInfo data by applying growth rates 
derived from East Riding of Yorkshire Council’s own district-wide population 
projections for each of these years.  We derived the year 2006 population estimates for 
zone 6 – which lies within Scarborough borough - from population projections provided 
by North Yorkshire Council. 

 
20 Footnote 8 on page 8 of Experian’s Retail Planner Briefing Note 2.2 (April 2005), which is reproduced as 

footnote 11 of Retail Planner Briefing Note 3.0 (March 2006). 
21 Experian, Retail Planner Briefing Note 3.0, page 21.  We have used the lower figure from Experian's 

suggested range because of the typically small size of retail property in Bridlington, as reported in Section 4. 

Roger Tym & Partners   
M976, June 2006  39 



Bridlington Area Action Plan – Retail and Leisure Study 
Final Report 

 

t  

 
 

                                                     

6.4 Using this method, the resident population across the entire Bridlington catchment 
area is forecast to increase from 79,168 in the 2006 base year to 84,421 in 2016.  This 
equates to a total population increase of 6.6 per cent over the study period. 

Per Capi a Expenditure Growth Rates

6.5 As an alternative to projections of expenditure growth based on past trends, MapInfo 
(formerly the Data Consultancy) has teamed up with Oxford Economics Forecasting 
(OEF) to produce forecasts for goods based expenditure growth in the period up to 
2016, as set out in Table 2 of Information Brief 05/02.  MapInfo sits on the fence and 
makes no recommendation as to whether the past trends projections or the OEF 
forecasts are to be preferred.  However, we prefer the MapInfo/OEF forecasts, as 
opposed to their past trends projections, which MapInfo acknowledges have inherent 
weaknesses:‘…The projections are derived solely from past trends and take no account
of current economics or future expectations.  Convenience goods retail expenditure
has been erratic over the last 40 years.’  In contrast, MapInfo states that the forecasts 
are: ‘…consistent with past trends, but are also based upon expected changes in other 
economic variables of interest...’ 

6.6 Accordingly, we have used goods based22 per capita expenditure growth rates of 0.9 
per cent, per annum (convenience sector) and 4.3 per cent, per annum (comparison 
sector), these being the forecasts for the 2004-2016 period specified in Table 2 of 
Information Brief 05/02. 

Variation of the Retention Rate 

6.7 The other critical variable is the overall future retention rate assumption.  
Consequently, we present the findings for two scenarios, as follows: 

i) Scenario 1 – this assumes constant market shares, so that the retention rate 
established for the 2006 base position (from the survey of households) stays the 
same in 2011 and 2016.  Thus, in the convenience sector, the retention rate 
remains constant at 83 per cent, and the comparison sector retention rate is fixed 
at 42 per cent. 

ii) Scenario 2 – this scenario envisages an uplift in the retention rate in the period up 
to 2011, with a further rise in the retention rate from 2011 to 2016.  The uplift in 
retention will require new development in appropriate locations within the 
catchment area of a quality which will boost the overall attractiveness of the 
catchment’s retail offer vis-à-vis the competing retail locations elsewhere in the 
sub-region. 

Quantitative Assessment of Need for Further Convenience 
Sector Floorspace 

6.8 We have not sought to establish the individual capacities for each of the various 
centres within the catchment area, because the assessment of the capacity of 
individual centres based on constant market shares means little.  Rather, we have 
taken a macro approach which assesses the overall amount of residual expenditure 
likely to be generated by residents of the whole of the catchment area, prior to making 
recommendations as to where, geographically, any residual should be met, taking into 
account the hierarchy of existing centres and the sequential approach. 

6.9 As is made clear above, we consider that there is scope to increase the overall 
convenience sector retention rate.  Whilst the catchment as a whole retains 83 per cent 
of available convenience expenditure – which is a reasonably healthy overall level of 
expenditure retention – some zones (in particular, zones 5 and 6) retain a relatively low 

 
22 PPS6 states (paragraph 3.10) that assessments of retail ‘need’ should be made using goods based data, 
and that ‘business based cases will not be appropriate’ 
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proportion of expenditure.  We do acknowledge, however, that some parts of the 
catchment area are relatively close to substantial foodstores close to but outside the 
catchment area boundary, such as the Morrison's store at Scarborough, and the Tesco 
and Morrison's stores at Beverley, which means that some degree of expenditure 
leakage will be inevitable. 

6.10 Given the localised nature of convenience shopping, it would be undesirable from a 
policy perspective if there were to be any reduction in the convenience goods retention 
level.  Therefore, our assessment proceeds on the basis of two ‘scenarios’, which 
assume that, as a minimum policy objective, the catchment area’s retention rate as a 
whole should be maintained at least in line with the estimated base of 83 per cent; and 
a second scenario which assumes that the catchment area’s retention rate could rise 
to 87 per cent by 2011 and to 88 per cent by 2016, giving a total increase of 5 
percentage points over the whole study period. 

Forecast Growth in Convenience Expenditure of Catchment Area Residents 

6.11 The forecast growth in convenience goods expenditure of the residents of the 
catchment area arises from population growth of 6.6 per cent in the period from 2006 
to 2016 (as described at the beginning of this section), and an increase over time in 
per capita spending levels.  MapInfo supplied base per capita spending levels for the 
year 2003 for each of the six expenditure areas shown in Figure 5.1.  We rolled these 
data forward to 2006 - and to the later forecast years of 2011 and 2016 – by applying 
the MapInfo/OEF annual forecast growth rate for convenience goods of 0.9 per cent, 
per capita, per annum, as set out in Table 2 of MapInfo’s Information Brief 05/02. 

6.12 Spreadsheets  1 to 6 of Annex 2 provide the resultant projections for population, per 
capita spending and the overall convenience goods spend for residents of each of the 
six catchment area zones, in each of the forecasting years.  Table 6.1, below, 
summarises the projected growth in convenience spending for residents in the whole 
of the catchment area.  Under the goods-based approach, the growth up to 2016 is 
£18.3m.  The same spreadsheets also summarise the geographical source of the 
expenditure growth.  The amount of growth in each zone is simply a reflection of the 
number of residents in each zone and the variation in convenience spending levels 
across the catchment area; the highest absolute growth up to 2016 is for residents of 
Zone 1 (the Bridlington area), at £8.37m, followed by residents of Zone 4 (Driffield), at 
£3.47m (Spreadsheets 1 and 5 of Annex 2). 

Table 6.1 – Projected Growth in the Convenience Expenditure of Residents of the 
Bridlington Catchment Area, £m (2003 Prices) 

2006 2011 2016 Change 
2006-11 

Change 
2011-16

Change
2006-16

 £m £m £m £m £m £m 
Total Convenience Expenditure 
(Goods Based) 109.8 118.9 84.3 9.1 9.2 18.3 

6.13 Spreadsheets 1, 3 and 5 of Annex 2 distribute the available expenditure using the 
results of the household survey for the 2006 base year and assuming constant market 
shares for each centre/store up to 2011 and 2016.  The spreadsheets also show the 
resultant turnover that each centre/store would draw from the catchment area under 
the constant market share scenario.  Thus, for example, the goods-based convenience 
turnover of food stores in Zone 6 drawn from the catchment area would rise from 
£90.82m in 2006 to £106.24m in 2016, an increase of 17 per cent. 

6.14 Table 6.2, below, sets out the amount of convenience expenditure that is retained by 
centres/stores located within the catchment area, under the constant market share 
scenario, and the growth in retained expenditure which results.  Thus, the overall 
growth in retained expenditure up to 2016 would amount to £15.1m under a ‘goods-
based’ approach. 
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Table 6.2 – Convenience Expenditure Retained by Centres/Stores Located in the 
Catchment Area, Under Scenario 1 (Constant Retention) 

2006 2011 2016 Change 
2006-11 

Change 
2011-16

Change
2006-16

 £m £m £m £m £m £m 
Total Retained Convenience 
Expenditure (Goods Based) 

90.8 98.3 105.9 7.5 7.6 15.1 

Allowances for Claims on Convenience Expenditure Growth 

6.15 Before the increases in retained convenience expenditure can be converted into 
theoretical floorspace requirements, it is necessary to take account of an allowance for 
food retail planning commitments.  In the case of the Bridlington catchment, we 
understand that there is only one significant foodstore commitment – at Filey, where 
there is an extant permission for a foodstore of 1,675 sq.m gross.  We estimate that the 
approved store will account for some £6.1m of the initial surplus of convenience 
expenditure at 2011. 

6.16 A further deduction is necessary in order to allow for the likely growth in productivity 
amongst existing retailers within the catchment area.  This growth represents a ‘claim’ 
on the forecast increase in retained expenditure, and thus not all of the increase will be 
available to support new floorspace.  We then make an allowance for a growth in the 
productivity of existing floorspace equivalent to 0.2 per cent, per annum, as detailed in 
paragraph 6.1. 

Residual Expenditure – Convenience Sector 

6.17 Table 6.3 summarises the main deductions for the claims on the initial surplus of 
convenience expenditure, under each of the expenditure retention scenarios.  The 
table shows that there is an overall positive residual at 2016 under both retention 
scenarios. 

6.18 Under the constant retention (Scenario 1) assumption, a slight positive residual arises 
by 2011, of £0.5m.  A greater positive residual arises in the 2011-16 period, of £6.6m, 
so that by 2016 there is an overall residual of £7.1m.  Scenario 2 (rising retention) 
generates greater positive residuals, of £5.6m by 2011 and a further £8.3m in the 
2011-16 period, resulting in an overall surplus of £13.9m in the 2006-16 study period. 

Table 6.3 Initial Convenience Retail Expenditure Residual 

Change Change Change 
Scenario 1 – Constant Retention 2006-11 2011-16 2006-16 

Goods Base £m £m £m 

Initial Surplus 7.5 7.6 15.1 

Claims on Capacity 7.0 1.0 8.0 

Residual 0.5 6.6 7.1 

Change Change Change 
Scenario 2 – Retention Uplift 2006-11 2011-16 2006-16 

Goods Base £m £m £m 

Initial Surplus 12.6 9.3 21.9 

Claims on Capacity 7.0 1.0 8.0 

Residual 5.6 8.3 13.9 
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Converting Residual Expenditure to Net Convenience Retail Floorspace 
Requirements23

6.19 In order to translate residual expenditure into floorspace requirements, we have used 
two assumed base sales densities, of £11,000 per sq.m net in the 2006 base year - 
which is typical of levels that could be expected to be achieved by modern superstore 
operators – and of £6,000 per sq.m net, which is more typical of turnover efficiencies 
achieved by smaller supermarkets and discount operators.  The lower levels of 
expenditure growth in the convenience sector (in relation to the comparison sector) 
indicate a reduced need to take account of increases in floorspace efficiency.  
However, it is still necessary to make some allowance for increased turnover of new 
floorspace in the future and we do so by increasing the ‘base’ floorspace efficiency to 
some £11,222 per sq.m by the end of the study period (‘superstore’ option), and to 
£6,121 per sq.m (‘smaller supermarket/discount’ option). 

6.20 Table 6.4 draws together the findings and converts the outputs from each of the 
convenience expenditure scenarios – the residual expenditure totals – into theoretical 
net sales24 floorspace requirements.  The positive convenience goods residual of 
£7.1m under Scenario 1 (constant retention) would support a convenience goods sales 
area in the period up to 2016 of around 650 sq.m (6,900 sq.ft), at typical company 
averages for large supermarket operators.  When a lower floorspace efficiency rate is 
assumed, typical of that achieved by smaller or discount foodstore operators, the 
potential scale of floorspace rises to around 1,150 sq.m (12,500 sq.ft) net sales area 
by the end of the study period. 

6.21 The higher positive convenience goods residual of £13.9m under Scenario 2 (rising 
retention) would support a convenience goods sales area in the period up to 2016 of 
around 1,250 sq.m (13,500 sq.ft), at typical company averages for large supermarket 
operators.  When a lower floorspace efficiency rate is assumed, the potential scale of 
floorspace rises to around 2,300 sq.m (24,500 sq.ft) net sales area by the end of the 
study period. 

Table 6.4 Conversion of Expenditure Surplus to Convenience Floorspace 
Requirements 

SCENARIO 1 – CONSTANT RETENTION   

CONVENIENCE 2006-11 2011-16 2006-16

Goods base residual (£m) 0.5 6.6 7.1 

Assumed Floorspace Efficiency, £ per sq.m sales area (‘High’) 11,110 11,222  

Floorspace Requirement, sq.m sales area (‘High’) 45 590 635 

Assumed Floorspace Efficiency, £ per sq.m sales area (‘Low’) 6,060 6,121  

Floorspace Requirement, sq.m sales area (‘Low’) 83 1,082 1,165 

SCENARIO 2 – RETENTION UPLIFT    

CONVENIENCE 2006-11 2011-16 2006-16

Goods base residual (£m) 5.6 8.3 13.9 

Assumed Floorspace Efficiency, £ per sq.m sales area (‘High’) 11,110 11,222  

Floorspace Requirement, sq.m sales area (‘High’) 504 740 1,244 

Assumed Floorspace Efficiency, £ per sq.m sales area (‘Low’) 6,060 6,121  

Floorspace Requirement, sq.m sales area (‘Low’) 924 1,356 2,280 

                                                      
23 Our floorspace capacity projections should be treated as indicative only.  Long-term forecasts to 2016, whilst 

valuable for strategic planning purposes, should be regarded as subject to increasing uncertainty in the later 
parts of the study period and should be kept under regular review. 

 

24 The typical gross to net ratio for convenience retail stores is 60 per cent. 
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 Summary of Quantitative Need in the Convenience Sector

6.22 As a result of forecast expenditure and population growth, there is a modest positive 
quantitative requirement for further convenience goods floorspace in the period up to 
2016.  Under Scenario 2 (rising retention) – which we consider should form the policy 
aspiration target - there is scope for around 1,250 sq.m (13,500 sq.ft) of additional 
convenience floorspace (net sales area) in the period to 2016 if developed in 
superstore format, which equates to around 2,100 sq.m (23,000 sq.ft) gross.  If 
developed in smaller supermarket format, the floorspace capacity rises to around 
2,300 sq.m (24,500 sq.ft) net, or around 3,800 sq.m (40,900 sq.ft) gross. 

6.23 These floorspace requirements relate to the growth in retained expenditure for the 
whole of the catchment area and development to meet most, or all of it, should be 
channelled to the existing town, district and local centres within the catchment if at all 
possible.  Development that could help to improve the localised retention rate in zones 
5 and 6 (in particular) should be viewed favourably, subject to the sequential approach 
and having ensured that the proposed quantum of floorspace is of an appropriate 
scale. 

6.24 In the course of research undertaken for this study we have identified four prominent 
foodstore operators with a potential interest for new foodstore development within the 
catchment area; in all cases the operators are interested in Bridlington itself.  If this 
operator demand is realised and additional convenience floorspace materialises 
(within the floorspace capacity limits that we have identified) then this would help to 
increase the catchment area’s overall convenience sector retention rate. 

Quantitative Assessment of Need for Further Comparison Sector 
Floorspace 

6.25 In the comparison sector we similarly assess quantitative need for the whole of the 
catchment area.  When applying the sensitivity test to the retention rate, our ‘uplift’ 
Scenario 1 assumes that the catchment area retention rate as a whole can rise from 
the estimated 2006 base of 42 per cent, to 46 per cent by 2011 and, again, to 50 per 
cent by 2016, giving a total increase of eight percentage points over the whole study 
period. 

6.26 As we explain below, for comparison expenditure the forecast based on a retention 
uplift may give a more realistic guide to future potential than that based on constant 
market shares; we consider that 50 per cent represents a reasonable level for 
illustrating the effects of an ‘increased uplift’ scenario.  Nevertheless, retention levels 
rise or fall slowly over time, in response to the changing positions of centres in the 
regional retail hierarchy, and forecasting increases significantly above the 50 per cent 
level may be unrealistically ambitious given the strong competing centres that lie in 
relatively close proximity to the catchment area’s boundary, such as Hull, York, 
Scarborough and Beverley. 

6.27 We are concerned that the absence of any material level of high quality comparison 
retail development within the Bridlington catchment area in recent years is likely to 
have contributed to a steady decline in retention over time, and that the 42 per cent 
now achieved represents a decline from previous years.  In order to achieve the 
Scenario 2 uplift it will be necessary to secure new comparison retail development 
within the catchment that is of a quality which will boost the overall attractiveness of 
Bridlington’s offer vis-à-vis the competing retail locations elsewhere in the sub-region. 

6.28 Nevertheless, given the presence of higher-order centres relatively close to the 
catchment area boundary, a significant element of comparison expenditure outflow will 
be inevitable and is a normal part of the functioning of the retail hierarchy.  The so 
called ‘polarisation’ trend means that many of the UK’s top quality retailers are now 
unwilling to consider locating in any centre which ranks below 50 in the national 
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rankings.  There are no such centres within Bridlington’s catchment area, although Hull 
and York city centre are located relatively close to the catchment. 

 

 

6.29 With this background in mind, we turn to our assessment of quantitative need in the 
comparison sector. 

Forecast Growth in Comparison Expenditure of Catchment Area Residents

6.30 Spreadsheets 9 to 14 of Annex 2 provide the projections for population, per capita 
spending and the overall comparison goods spend for residents of each of the six 
zones.  Table 6.5 below summarises the projected growth in comparison spending for 
residents in the whole of the Bridlington catchment, derived by applying the 
MapInfo/OEF forecast comparison expenditure growth rate 4.3 per cent, per capita, per 
annum, as detailed in paragraph 6.1.  Under the goods-based approach the growth up 
to 2016 is £118.7m.  The same spreadsheets also summarise the amount of 
expenditure growth attributable to residents of each zone.  The highest absolute 
growth up to 2016 is for residents of Zone 1 (the Bridlington area), at £52.9m, followed 
by residents of Zone 4 (Driffield), at £23.3m (Spreadsheets 9 and 13 of Annex 2). 

Table 6.5 Projected Growth in the Comparison Expenditure of Residents of the 
Bridlington Catchment Area, £m (2003 Prices) 

2006 2011 2016 Change 
2006-11 

Change 
2006-11

Change
2006-16

 £m £m £m £m £m £m 
Total Comparison Expenditure 
(Goods Based) 189.9 242.7 308.7 52.8 65.9 118.7 

6.31 Spreadsheets 9, 11 and 13 of Annex 2 distribute the available comparison expenditure 
using the results of the household survey for the 2006 base year and assuming 
constant market shares for each centre/store up to 2011 and 2016.  The spreadsheets 
set out the resultant turnover that each centre/store would draw from the Bridlington 
catchment in 2011 and in 2016 under the constant market share scenario.  Thus, for 
example, the goods based comparison turnover of Bridlington town centre drawn from 
the catchment area would rise from £51.19m in 2006, to £83.66m in 2016, an increase 
in total of some 63 per cent. 

6.32 Table 6.6 below sets out the amount of comparison expenditure which is retained by all 
centres and stores located within the catchment area under the constant market share 
Scenario 1 and the growth in retained expenditure that results.  Thus, the overall 
growth in retained expenditure up to 2016 would amount to £14.2m for the whole of the 
catchment area. 

Table 6.6 Comparison Expenditure Retained by Centres/Stores Located in the 
Bridlington Catchment Area, Under Constant Retention Scenario 1 

2006 2011 2016 Change 
2006-11 

Change 
2006-11

Change
2006-16

 £m £m £m £m £m £m 
Total Retained Expenditure: All 
Centres & Stores in Catchment 80.2 101.9 129.6 21.8 27.7 49.5 

Variation of the Retention Rate 

6.33 Table 8.7 summarises the outcome of the application of sensitivity testing to the 
retention rates for all centres and stores within the catchment area.  Thus, for all 
centres and stores within the catchment, the growth in retained expenditure up to 2016 
varies from £49.5m under Scenario 2 to £74.2m under Scenario 2. 
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Table 6.7 Comparison Expenditure Retained by Centres/Stores Located in the 
Bridlington Catchment Area, Under Scenario 2 (Rising Retention) 

2006 2011 2016 Change 
2006-11 

Change 
2006-11

Change
2006-16

 £m £m £m £m £m £m 
Total Retained Expenditure: All 
Centres & Stores in Catchment 

80.2 111.7 154.3 31.5 42.7 74.2 

Allowances for Claims on Comparison Expenditure Growth 

6.34 Table 6.8 summarises the main deductions for the claims on the initial surplus of 
comparison expenditure – i.e. the allowance for increased floorspace efficiency, and an 
increase in sales assumed to be directed to non-store based retailers - under each of 
the two retention rate scenarios.  In relation to commitments, there are no outstanding 
planning permissions for significant comparison retail development within the 
Bridlington catchment area to take account of.  We therefore do not make any 
deduction for commitments (row 23 of Spreadsheets 15 and 16 of Annex 2). 

6.35 As Table 6.8 shows, after allowing for the necessary deductions for ‘claims’ on the 
initial surplus of expenditure, a positive residual arises at 2011 under both the constant 
and rising retention scenarios.  Further positive residuals arise in the 2011-16 period 
under both retention scenarios, so that under the constant retention Scenario 1 a 
positive residual of £34.0m, arises in the overall study period 2006-16.  As expected, 
the rising retention Scenario 2 generates a higher expenditure residual, of £58.0m. 

6.36 Thus, there is a substantial expenditure residual available to support new comparison 
retail floorspace within the study area, particularly under the rising retention scenario. 

Table 6.8 Initial Comparison Retail Expenditure Residual 

Change Change Change 
Scenario 1 – Constant Retention 2006-11 2011-16 2006-16 

Goods Base £m £m £m 

Initial Surplus 24.4 31.0 55.5 

Claims on Capacity 9.9 11.6 21.4 

Residual 14.6 19.5 34.0 

Change Change Change 
Scenario 2 – Retention Uplift 2006-11 2011-16 2006-16 

Goods Base £m £m £m 

Initial Surplus 34.1 46.0 80.2 

Claims on Capacity 10.0 12.2 22.2 

Residual 24.1 33.8 58.0 

Converting Residual Comparison Expenditure to Net Sales 
Floorspace Requirements25

6.37 As in the convenience sector, we have taken a macro approach which, first, assesses 
the overall or aggregate amount of residual expenditure likely to be generated by 
residents of the whole of the catchment area, and second, makes recommendations as 
to where, geographically, any resulting floorspace requirements should be met, taking 
into account the hierarchy of existing centres and the sequential approach. 

                                                      

 

25 As with the convenience sector forecasts, our comparison sector floorspace forecasts should be treated as 
indicative only.  Long-term forecasts to 2016, whilst valuable for strategic planning purposes, should be 
regarded as subject to increasing uncertainty in the later parts of the study period and should be kept under 
regular review. 
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6.38 In order to translate residual expenditure into floorspace, we use a floorspace 
efficiency rate at 2011 of £3,698 per sq.m net.  This is derived by combining an 
assumed floorspace efficiency rate that is typical of ‘high street’ comparison-type retail 
developments of £3,950 per sq.m net in the year 2006, and a lower efficiency rate of 
£2,300 per sq.m net which is closer to what could be expected to be achieved by a 
range of ‘bulky goods’ or retail warehouse-type stores, in the ratio of 68 per cent (‘high 
street’) to 32 per cent (‘bulky goods’).  This accords with the breakdown of retail 
spending estimates in Table 1.1 of Experian’s Retail Planner Briefing Note 3.0.  We 
also incorporate a 2.0 per cent, per annum forecast growth rate to give a floorspace 
efficiency rate of £3,900 per sq.m net in 2016. 

6.39 Table 6.9 draws together the findings and converts the outputs from each of the 
retention rate scenarios – the residual expenditure totals – into theoretical net sales26 
floorspace requirements. 

6.40 As Table 6.9 shows, for the catchment area as a whole, the quantitative need up to 
2016 ranges from around 8,900 sq.m (95,700 sq.ft) net under constant retention 
Scenario 1, to around 15,100 sq.m (162,200 sq.ft) net under rising retention Scenario 
2.  It is evident, therefore, that there is capacity for a substantial quantum of new 
comparison retail floorspace within the Bridlington catchment area in the 2006-16 
study period. 

Table 6.9 Conversion of Expenditure Surplus to Comparison Floorspace Requirements 

Scenario 1 – CONSTANT RETENTION 

COMPARISON 2006-11 2011-16 2006-16 

Goods Base Residual (£m) 14.6 19.5 34.0 

Assumed Floorspace Efficiency, £ per sq.m sales area 3,732 3,900  

Floorspace Requirement, sq.m sales area 3,902 4,988 8,891 

Scenario 2 – RETENTION UPLIFT 

COMPARISON 2006-11 2011-16 2006-16 

Goods Base Residual (£m) 24.1 33.8 58.0 

Assumed Floorspace Efficiency, £ per sq.m sales area 3,732 3,900  

Floorspace Requirement, sq.m sales area 6,524 8,637 15,162 

6.41 The comparison expenditure capacity forecasts should be interpreted with some care.  
First, it should be noted that the scale of the requirement set out at the higher end of 
the forecast range arises as a result of a steady increase in the aggregate catchment 
area retention rate over the study period, and – as noted previously – this increase is 
dependant on new retailer and investor interest in the catchment being translated into 
new comparison retail floorspace, which in overall terms will allow retailing within the 
catchment to compete more effectively with centres outside its boundaries than it does 
at present.  Such development, when implemented, would increase the ‘base’ retention 
rate above 42 per cent. 

6.42 Second, more than half of the identified expenditure residual available to support new 
floorspace under rising retention Scenario 2 does not arise until the 2011-16 period.  
Notwithstanding this, the Scenario 2 floorspace requirement arising by 2011 of around 
6,500 sq.m (70,000 sq.ft) net sales area is still significant in the Bridlington context. 

6.43 Third, the positive capacity residual in the comparison sector does not necessarily 
imply that there is scope for further out-of-centre development; it will be necessary to 
evaluate any individual proposals as they come forward in the light of the specific 

                                                      

 

26 Typical net to gross ratios are 70 per cent for ‘high street’ comparison retail and 80 to 90 per cent for 
comparison retail warehouses. 
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format of retailing proposed, and the scale of identified requirements.  Indeed, any 
proposals which come forward in out-of-centre locations will need to be subject to the 
stringent application of the five key national policy tests and there must be no risk of 
any harm to the vitality and viability of the catchment’s town centres. 

 

 

6.44 Nevertheless, it is evident that under a policy aspiration scenario of seeking to 
increase the retention rate from its current level of 42 per cent – which we consider is 
capable of improvement, even given the relatively close proximity of Hull city centre 
and other higher-order centres close to but outside of the catchment area boundary – 
there is scope for a significant amount of additional comparison retail development 
within the Bridlington catchment area during the period up to 2016.  Such development 
presents the opportunity to address local deficiencies in relation to specific categories 
of expenditure and will also contribute to raising the overall or aggregate retention rate 
for the catchment area, thus enhancing overall retail provision in the Bridlington area 
and improving its ability to meet the shopping needs of local residents. 

Summary of Quantitative Need in the Comparison Sector

6.45 There is a clear quantitative need for additional comparison retail floorspace in the 
Bridlington catchment area, from around 8,900 sq.m (95,700 sq.ft) net when assessed 
on the basis of constant market shares (Scenario 1), to around 15,100 sq.m (162,200 
sq.ft) net based on a forecast increase to the retention rate (Scenario 2).  We believe 
that it is both a realistic and desirable planning policy objective to seek an increase in 
the existing comparison retention rate, which even for a location surrounded by higher-
order centres is relatively modest, at 42 per cent. 
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7 OVERALL CONCLUSIONS AND KEY 
RECOMMENDATIONS 

Introduction 
7.1 The purpose of this study is to provide a robust evidence base on the capacity for 

additional retail development in the period to 2016, which East Riding of Yorkshire 
Council (ERYC) can use to inform the preparation of the Bridlington Area Action Plan 
(AAP).  In order to assist ERYC with this, we pull together, below, the principal findings 
from the various lines of research that informed the study, and the retail capacity 
exercise, in order to identify key quantitative and qualitative needs. 

Summary of Performance Analysis and Key Qualitative Needs 
7.2 Bridlington town centre performs poorly in relation to most of the nine key indicators of 

vitality and viability that we have assessed, performing moderately well in relation to 
only two indicators – vacancy rates and retail rankings.  Even so, whilst the town 
centre’s generic vacancy rate is below the ‘UK average’, there are some long-term 
vacant units as well as a number of void premises in primary locations.  Bridlington’s 
ranking in the MHE Index has improved over recent years to a greater extent than in 
any of the seaside comparator centres against which we benchmarked Bridlington’s 
performance.  However, it is noteworthy that the more local competitor centre of 
Beverley – which has less retail comparison floorspace than Bridlington, and a lower 
overall quantum of retail floorspace – has improved its ranking in the MHE Index by an 
even greater degree than Bridlington. 

7.3 Whilst Bridlington town centre generally has a healthy convenience sector offer, its 
comparison retail offer is deficient in a number of respects.  Most importantly, 
Bridlington town centre is substantially under-represented in the key fashion sub-
sectors, both in terms of breadth and depth.  In stark contrast, Beverley town centre – 
despite its smaller size – has much stronger representation by fashion outlets.  As well 
as boasting a range of higher-order fashion names, Beverley town centre also contains 
seven ‘middle’ order fashion outlets, whereas Bridlington does not have any.  In 
addition to its dearth of fashion outlet representation, Bridlington town centre is also 
over-represented in sub-sectors including gifts & fancy goods and charity shops, which 
do not have mass shopper appeal. 

7.4 The food and drink offer in Bridlington town centre is similarly of a narrow market 
orientation; choice is limited and quality is not as high as the town centre needs in 
order to improve its competitiveness and appeal to the whole of the catchment area’s 
residents. 

7.5 Attracting the key anchor multiple retailers that are currently missing from Bridlington’s 
retail offer – most particularly in the fashion sector - is constrained by the substantial 
under-supply of premises of the right size, configuration and trading environment, and 
by the absence of a clearly defined, fully functioning retail circuit to concentrate and 
direct footfall, which is necessary to support a larger area of prime and a healthier 
network of secondary and tertiary streets. 

7.6 The factors summarised above, independently and in relationship to each other, 
explain why retail yields (a measure of investment risk) in Bridlington have remained at 
a higher (worse) level than in similar-sized seaside resorts and, more saliently, in 
Beverley and Scarborough, and why retail rents have been very low and static in 
recent years, whilst rents in Beverley and Scarborough – and the similar-sized seaside 
resorts - have been rising.  The qualitative deficiencies also explain Bridlington town 
centre’s low comparison sector market share in the catchment area of 27 per cent, 
which is only slightly higher than the proportion of comparison expenditure available in 
the catchment that is accounted for by Scarborough town centre (20 per cent). 
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7.7 Overall, we conclude that Bridlington is failing to fulfil its maximum potential as the 
catchment area’s highest-order centre, and that the current retail offer does not befit 
Bridlington’s status as a Principal Service Centre in the draft RSS.  There is a clear 
qualitative need for an enhancement of the town centre’s comparison retail offer if 
Bridlington's position in the sub-regional retail hierarchy is to be improved. 

Summary of Quantitative Need 

Convenience Retail Sector 

7.8 As a result of forecast expenditure and population growth, there is a modest positive 
quantitative requirement for further convenience goods floorspace in the period up to 
2016.  Under the rising retention Scenario 2 – which we consider should form the policy 
aspiration target - there is scope for around 2,300 sq.m (24,500 sq.ft) net of additional 
convenience sector floorspace, or 3,800 sq.m (40,900 sq.ft) in gross terms. 

7.9 These floorspace requirements relate to the growth in retained expenditure for the 
whole of the catchment area and development to meet most, or all of it, should be 
channelled to the existing town, district and local centres within the catchment if at all 
possible.  Development that could help to improve the localised retention rate in zones 
5 and 6 (in particular) should be viewed favourably, subject to the sequential approach 
and having ensured that the proposed quantum of floorspace is of an appropriate 
scale. 

Table 7.1 Goods Based Convenience Sector Floorspace Requirements 

Floorspace requirement (net sales area) 2006-11 2011-16 2006-16

Constant Retention ‘High’ Turnover per sq.m 45 590 635 
 ‘Low’ Turnover per sq.m 83 1,082 1,165 

Increased Retention ‘High’ Turnover per sq.m 504 740 1,244 
 ‘Low’ Turnover per sq.m 924 1,356 2,280 

7.10 In the course of research undertaken for this study we have identified four prominent 
foodstore operators with a potential interest for new foodstore development within the 
catchment area; in all cases the operators are interested in Bridlington itself.  If this 
operator demand is realised and additional convenience floorspace materialises 
(within the floorspace capacity limits that we have identified) then this would help to 
increase the catchment area’s overall convenience sector retention rate. 

Comparison Retail Sector 

7.11 Our quantitative capacity work shows that there is a goods based capacity for 
additional comparison sector sales floorspace up to 2016 in the range 8,900 sq.m 
(95,700 sq.ft) under the Scenario 1 forecast (‘constant retention’), to around 15,100 
sq.m (162,200 sq.ft) under Scenario 2 (‘increased retention’).  We believe that the 
floorspace requirement arising under Scenario 2 is both a realistic and desirable 
planning policy objective, given that the centres and stores located within the 
catchment area collectively retain only 42 per cent of available comparison 
expenditure, which is disappointing even for a location that is surrounded by higher-
order centres. 

Table 7.2 Goods Based Comparison Sector Floorspace Requirements 

Floorspace Requirement (net sales area) 2006-11 2011-16 2006-16 

Constant Retention (Scenario 1) 3,902 4,988 8,891 

Rising Retention (Scenario 2) 6,524 8,637 15,162 
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7.12 The comparison retail floorspace requirements set out in Table 7.2 (as with the 
convenience sector requirements contained in Table 7.1) are indicative only, and 
should be treated as guidelines.  Long-term forecasts, whilst valuable for strategic 
planning purposes, should be regarded as subject to increasing uncertainty in the later 
parts of the study period and should be kept under regular review. 

7.13 For the reasons elicited elsewhere in this report, we consider that most of the identified 
additional comparison sector floorspace should be directed to – and due to market 
forces will in any case make its way to – Bridlington as the catchment area’s principal 
centre. 

7.14 As we have highlighted elsewhere in this report, there is confirmed operator demand in 
Bridlington from a range of prominent comparison retail operators, and we are 
confident that if a major new development scheme emerged, the number of retailer 
requirements for Bridlington would increase further.  If this operator demand was 
satisfied then Bridlington would be better equipped to meet the retail needs of local 
residents and compete more effectively with neighbouring centres.  Given that existing 
typical retail units in Bridlington town centre are small and poorly configured – and are 
therefore not attractive to operators that have an interest in being represented in 
Bridlington - there is a clear need for a number of new, larger units so as to meet this 
operator demand. 

Overall Summary and Key Recommendations 
7.15 Our study has identified sufficient expenditure availability to support substantial quanta 

of additional convenience and comparison floorspace across the Bridlington catchment 
area by 2016.  For the convenience sector, we recommend that ERYC’s policy 
aspiration should be to increase the level of expenditure that is collectively retained by 
centres and stores located within the catchment, from the existing retention level - 
which is currently adequate at 83 per cent, but capable of improvement - to a new level 
of 88 per cent by 2016.  Our increased retention scenario forecasts indicate capacity 
for a net gain in convenience floorspace of around 2,300 sq.m (24,500 sq.ft) net sales 
area by the end of the study period, which translates to around 3,800 sq.m (40,900 
sq.ft) gross. 

7.16 In the comparison sector, centres and stores within the catchment area currently retain 
only 42 per cent the available comparison expenditure and so we recommend that 
ERYC’s policy aspiration target should be to achieve an increase to the retention rate, 
to new level of 50 per cent by the year 2016.  Our retail capacity work indicates that, 
under the ‘increased retention’ scenario', there is scope for an additional net sales area 
of 15,100 sq.m (162,200 sq.ft), which translates to around 21,500 sq.m (231,500 sq.ft) 
in gross terms. 

7.17 Our work also indicates that, as a result of anticipated population growth and forecast 
increases in expenditure availability, there is scope for complementary facilities in the 
food and drink sector including a range of good-quality restaurants/cafés and bars. 

7.18 Thus, we consider that ERYC should take a proactive approach to planning for new 
development in Bridlington as the catchment’s principal town in order to accommodate 
the scale of new retail and related town centre uses necessary to materially increase 
expenditure retention and improve Bridlington’s standing in the wider sub-regional 
hierarchy.  We therefore recommend that the key retail objective for the AAP should be 
to accommodate in the town centre new comparison retail floorspace of a sufficient 
critical mass to have market impact, to include a mix of unit sizes that are suited to the 
floorspace/operating requirements of fashion retail multiples and other anchor stores, 
with the development sited so as to create the missing retail circuit. 

7.19 In our assessment, the preferred option for meeting the objective specified above is to 
redevelop sufficient of the land between (and including) the coach park site and the 
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existing shopping core to accommodate the major share of the prospective capacity for 
additional comparison floorspace in the centre.  This area offers significant potential in: 

 taking advantage of under- and poorly used land; 

 creating the opportunity needed to create the missing retail circuit with the 
established shopping core - plugging into Chapel and Princes Street and the 
Promenade precinct – by locating an anchor use at the coach park end of the circuit 
and another anchor along the route within the new development; 

 it follows the line of the Gypsey Race, and thereby provides an opportunity to open 
it up to provide new open space and a new small park for the centre, as well as an 
attractive setting for the new development; and 

 providing enough land to create a rich mix of shopping, leisure, housing, office, 
workspace and hotel uses. 

7.20 Redeveloping the area of land referred to above would involve significant investment in 
land assembly, which may require the use by the Council of its powers of compulsory 
purchase if it cannot obtain by negotiation the necessary property with good 
unencumbered title deeds.  Whilst successfully implementing these measures is 
therefore unlikely to be straightforward, the measures represent the kind of proactive, 
interventionist approach to the planning of town centres by local planning authorities 
that is advocated by PPS6. 
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Roger Tym & Partners would like to thank the following stakeholders and other consultees who 
gave up their time and provided valuable information and input to this study: 

 
• JRB Fashions, Hilderthorpe Road 
• Burtons, King Street 
• Boyes Department Store, King Street 
• New Look, The Promenades Shopping Centre 
• Bar 24, Prince Street 
• Photo Services, Hilderthorpe Road 
• Shoefayre, Prince Street 
• Chiltern Mill, The Promenades, Princess Terrace 
• Promenade News, Promenade 
• P&P News, Prince Street 
• Smugglers Records, Promenade 
• Car Co, Prospect Street 
• East Coast Music, Promenade 
• Marks & Spencer, Prince Street 
• Cast & Martin, King Street 
• Warehouse Clearance, King Street 
• Quay Television, Prospect Street 
• H Samuels, Chapel Street 
• Petals, King Street 
• Boots Chemist, Promenade 
• Select, The Promenades Shopping Centre 
• Mackays, Prince Street 
• Yorkshire Traders, Prospect Street 
• Book Clearance, Promenade 
• Jacquelines, Promenade 
• Café Revival, Quay Road 
• Woolworths, Prince Street 
• Peter Sutton, Prospect Street 
• Priceless Shoes, Prince Street 
• Fever, King Street 
• Fairways Café, Hilderthorpe Road 
• Extreme, Chapel Street (also have a music store in The Promenades Shopping Centre) 
• Fine Arts, Promenade 
• Julian Graves Health Food, The Promenades Shopping Centre 
• Stationery Box, The Promenades Shopping Centre 

 
 

   



   

APPENDIX 2 
 
GOAD Plans of Bridlington Town Centre 
 



Bridlington Town Centre (Experian Goad definition; survey date: May 2005) 

 

  



Distribution of Vacant Units in Bridlington at May 2005 

 
 

  



APPENDIX 3 
 
PERFORMANCE ANALYSIS DATA 
 

   



Appendix 3, Table 1a - Experian's GOAD Diversity of Uses - Bridlington Town Centre  
(Survey Date: May 2005) 

Goad 
Code Operator Type 

UK 
Average 

No. 
(Brid) % (Brid) 

Index 
(UK 100) 

  Number (and %) of Convenience Goods Outlets   
G1A Bakers 2.02% 13 3.53% 175 
G1B Butchers 0.86% 3 0.82% 95 
G1C Greengrocers & fishmongers 0.81% 7 1.90% 235 
G1D Grocery and frozen foods* 2.75% 7 1.90% 69 
G1E Off-licences and home brew 0.75% 2 0.54% 72 
G1F Confectioners, tobacconists, newsagents 2.18% 9 2.45% 112 
  TOTAL 9.37% 41 11.14% 119 
  Number (and %) of Comparison Goods Outlets 
G2A Footwear & repair 2.31% 10 2.72% 118 
G2B Men's & boys’ wear 1.44% 4 1.09% 75 
G2C Women's, girls, children's clothing 5.48% 16 4.35% 79 
G2D Mixed and general clothing 3.27% 10 2.72% 83 
G2E Furniture, carpets & textiles 4.72% 15 4.08% 86 
G2F Booksellers, arts/crafts, stationers/copy bureaux 4.53% 9 2.45% 54 
G2G Electrical, home entertainment, telephones and video 5.27% 21 5.71% 108 
G2H DIY, hardware & household goods 3.06% 10 2.72% 89 
G2I Gifts, china, glass and leather goods 1.92% 17 4.62% 241 
G2J Cars, motorcycles & motor accessories 1.47% 3 0.82% 55 
G2K Chemists, toiletries & opticians 3.73% 11 2.99% 80 
G2L Variety, department & catalogue showrooms 1.10% 4 1.09% 99 
G2M Florists and gardens 1.11% 1 0.27% 24 
G2N Sports, toys, cycles and hobbies 2.74% 9 2.45% 89 
G2O Jewellers, clocks & repair 2.25% 12 3.26% 145 
G2P Charity shops, pets and other comparison 3.83% 19 5.16% 135 
  TOTAL 48.23% 171 46.47% 96 
  Number (and %) of Service Uses 
G3A Restaurants, cafes, coffee bars, fast food & take-aways 12.45% 70 19.02% 153 
G3B Hairdressers, beauty parlours & health centres 5.96% 21 5.71% 96 
G3C Laundries & drycleaners 1.06% 2 0.54% 51 
G3D Travel agents 1.92% 4 1.09% 57 
G3E Banks & financial services (incl. accountants) 4.77% 11 2.99% 63 
G3F Building societies 0.71% 2 0.54% 77 
G3G Estate agents & auctioneers 3.44% 12 3.26% 95 
  TOTAL 30.31% 122 33.15% 109 
  Number (and %) of Miscellaneous Uses  
G4A Employment, careers, Post Offices and information 1.54% 2 0.54% 35 
G4B Vacant units (all categories) 10.57% 32 8.70% 82 
  TOTAL 12.11% 34 9.24% 76 
  GRAND TOTAL 100.00% 368 100.00%   
* Includes 3 supermarkets (Iceland, Somerfield and Tesco Superstore)    

 

   



 
Appendix 3, Table 1b - Beverley - Goad Analysis  
(Survey Date: November 2004) 

Goad 
Code Operator Type 

UK 
Average 

No. 
(Beverley) 

% 
(Beverley) 

Index 
(UK 100) 

  Number (and %) of Convenience Goods Outlets   
G1A Bakers 2.02% 6 2.17% 108 
G1B Butchers 0.86% 3 1.09% 126 
G1C Greengrocers & fishmongers 0.81% 1 0.36% 45 
G1D Grocery and frozen foods 2.75% 8 2.90% 105 
G1E Off-licences and home brew 0.75% 3 1.09% 145 
G1F Confectioners, tobacconists, newsagents 2.18% 3 1.09% 50 
  TOTAL 9.37% 24 8.70% 93 
  Number (and %) of Comparison Goods Outlets 
G2A Footwear & repair 2.31% 11 3.99% 173 
G2B Men's & boys’ wear 1.44% 4 1.45% 101 
G2C Women's, girls, children's clothing 5.48% 24 8.70% 159 
G2D Mixed and general clothing 3.27% 7 2.54% 78 
G2E Furniture, carpets & textiles 4.72% 15 5.43% 115 
G2F Booksellers, arts/crafts, stationers/copy bureaux 4.53% 14 5.07% 112 

G2G 
Electrical, home entertainment, telephones and 
video 5.27% 12 4.35% 83 

G2H DIY, hardware & household goods 3.06% 9 3.26% 107 
G2I Gifts, china, glass and leather goods 1.92% 7 2.54% 132 
G2J Cars, motorcycles & motor accessories 1.47% 2 0.72% 49 
G2K Chemists, toiletries & opticians 3.73% 13 4.71% 126 
G2L Variety, department & catalogue showrooms 1.10% 2 0.72% 66 
G2M Florists and gardens 1.11% 2 0.72% 65 
G2N Sports, toys, cycles and hobbies 2.74% 8 2.90% 106 
G2O Jewellers, clocks & repair 2.25% 8 2.90% 129 
G2P Charity shops, pets and other comparison 3.83% 11 3.99% 104 
  TOTAL 48.23% 149 53.99% 112 
  Number (and %) of Service Uses 

G3A 
Restaurants, cafes, coffee bars, fast food & take-
aways 12.45% 26 9.42% 76 

G3B Hairdressers, beauty parlours & health centres 5.96% 23 8.33% 140 
G3C Laundries & drycleaners 1.06% 2 0.72% 68 
G3D Travel agents 1.92% 4 1.45% 75 
G3E Banks & financial services (incl. accountants) 4.77% 12 4.35% 91 
G3F Building societies 0.71% 2 0.72% 102 
G3G Estate agents & auctioneers 3.44% 9 3.26% 95 
  TOTAL 30.31% 78 28.26% 93 
  Number (and %) of Miscellaneous Uses  
G4A Employment, careers, Post Offices and information 1.54% 2 0.72% 47 
G4B Vacant units (all categories) 10.57% 23 8.33% 79 
  TOTAL 12.11% 25 9.06% 75 
  GRAND TOTAL 100.00% 276 100.00%   

 

   



 
Appendix 3, Table 1c - Hull - Goad Analysis  
(Survey Date: January 2005) 

Goad 
Code Operator Type 

UK 
Average No. (Hull) % (Hull) 

Index 
(UK 100) 

  Number (and %) of Convenience Goods Outlets   
G1A Bakers 2.02% 16 2.61% 129 
G1B Butchers 0.86% 2 0.33% 38 
G1C Greengrocers & fishmongers 0.81% 2 0.33% 40 
G1D Grocery and frozen foods 2.75% 12 1.95% 71 
G1E Off-licences and home brew 0.75% 0 0.00% 0 
G1F Confectioners, tobacconists, newsagents 2.18% 12 1.95% 90 
  TOTAL 9.37% 44 7.17% 76 
  Number (and %) of Comparison Goods Outlets 
G2A Footwear & repair 2.31% 21 3.42% 148 
G2B Men's & boys’ wear 1.44% 14 2.28% 158 
G2C Women's, girls, children's clothing 5.48% 46 7.49% 137 
G2D Mixed and general clothing 3.27% 39 6.35% 194 
G2E Furniture, carpets & textiles 4.72% 14 2.28% 48 
G2F Booksellers, arts/crafts, stationers/copy bureaux 4.53% 32 5.21% 115 

G2G 
Electrical, home entertainment, telephones and 
video 5.27% 36 5.86% 111 

G2H DIY, hardware & household goods 3.06% 7 1.14% 37 
G2I Gifts, china, glass and leather goods 1.92% 20 3.26% 170 
G2J Cars, motorcycles & motor accessories 1.47% 0 0.00% 0 
G2K Chemists, toiletries & opticians 3.73% 24 3.91% 105 
G2L Variety, department & catalogue showrooms 1.10% 13 2.12% 192 
G2M Florists and gardens 1.11% 1 0.16% 15 
G2N Sports, toys, cycles and hobbies 2.74% 23 3.75% 137 
G2O Jewellers, clocks & repair 2.25% 18 2.93% 130 
G2P Charity shops, pets and other comparison 3.83% 16 2.61% 68 
  TOTAL 48.23% 324 52.77% 109 
  Number (and %) of Service Uses 

G3A 
Restaurants, cafes, coffee bars, fast food & take-
aways 12.45% 67 10.91% 88 

G3B Hairdressers, beauty parlours & health centres 5.96% 33 5.37% 90 
G3C Laundries & drycleaners 1.06% 0 0.00% 0 
G3D Travel agents 1.92% 18 2.93% 153 
G3E Banks & financial services (incl. accountants) 4.77% 30 4.89% 102 
G3F Building societies 0.71% 7 1.14% 161 
G3G Estate agents & auctioneers 3.44% 2 0.33% 9 
  TOTAL 30.31% 157 25.57% 84 
  Number (and %) of Miscellaneous Uses  
G4A Employment, careers, Post Offices and information 1.54% 10 1.63% 106 
G4B Vacant units (all categories) 10.57% 79 12.87% 122 
  TOTAL 12.11% 89 14.50% 120 
  GRAND TOTAL 100.00% 614 100.00%   

 

   



 
Appendix 3, Table 1d - Scarborough - Goad Analysis  
(Survey Date: August 2004) 
Goad 
Code Operator Type UK 

Average No. (S'bro) % (S'bro) 
Index 

(UK 100) 
  Number (and %) of Convenience Goods Outlets   
G1A Bakers 2.02% 16 2.57% 127 
G1B Butchers 0.86% 1 0.16% 19 
G1C Greengrocers & fishmongers 0.81% 5 0.80% 99 
G1D Grocery and frozen foods 2.75% 12 1.93% 70 
G1E Off-licences and home brew 0.75% 3 0.48% 64 
G1F Confectioners, tobacconists, newsagents 2.18% 13 2.09% 96 
  TOTAL 9.37% 50 8.04% 86 
  Number (and %) of Comparison Goods Outlets 
G2A Footwear & repair 2.31% 11 1.77% 77 
G2B Men's & boys’ wear 1.44% 12 1.93% 134 
G2C Women's, girls, children's clothing 5.48% 41 6.59% 120 
G2D Mixed and general clothing 3.27% 16 2.57% 79 
G2E Furniture, carpets & textiles 4.72% 37 5.95% 126 
G2F Booksellers, arts/crafts, stationers/copy bureaux 4.53% 27 4.34% 96 

G2G 
Electrical, home entertainment, telephones and 
video 5.27% 34 5.47% 104 

G2H DIY, hardware & household goods 3.06% 17 2.73% 89 
G2I Gifts, china, glass and leather goods 1.92% 30 4.82% 251 
G2J Cars, motorcycles & motor accessories 1.47% 10 1.61% 109 
G2K Chemists, toiletries & opticians 3.73% 16 2.57% 69 
G2L Variety, department & catalogue showrooms 1.10% 7 1.13% 102 
G2M Florists and gardens 1.11% 7 1.13% 101 
G2N Sports, toys, cycles and hobbies 2.74% 21 3.38% 123 
G2O Jewellers, clocks & repair 2.25% 13 2.09% 93 
G2P Charity shops, pets and other comparison 3.83% 31 4.98% 130 
  TOTAL 48.23% 330 53.05% 110 
  Number (and %) of Service Uses 

G3A 
Restaurants, cafes, coffee bars, fast food & take-
aways 12.45% 94 15.11% 121 

G3B Hairdressers, beauty parlours & health centres 5.96% 41 6.59% 111 
G3C Laundries & drycleaners 1.06% 1 0.16% 15 
G3D Travel agents 1.92% 7 1.13% 59 
G3E Banks & financial services (incl. accountants) 4.77% 19 3.05% 64 
G3F Building societies 0.71% 4 0.64% 91 
G3G Estate agents & auctioneers 3.44% 12 1.93% 56 
  TOTAL 30.31% 178 28.62% 94 
  Number (and %) of Miscellaneous Uses  
G4A Employment, careers, Post Offices and information 1.54% 5 0.80% 52 
G4B Vacant units (all categories) 10.57% 59 9.49% 90 
  TOTAL 12.11% 64 10.29% 85 
  GRAND TOTAL 100.00% 622 100.00%   

 

   



Appendix 3 Table 2 - National Multiple Retailer Representation - Bridlington Town Centre at May 2005 

Retail Name/Type National  
Multiple 

MHE Market  
Positioning 

MHE Shopping Index  
Score (1-15) 

Convenience 
John Bull 1 - - 
Heron Frozen Foods 1 - - 
Holland & Barrett 1 - - 
Iceland 1 - - 
Julian Graves 1 - - 
Somerfield 1 - - 
Tesco Superstore 1 - - 
Thorntons 1 - - 
TOTAL 8 - 0 
Comparison 
Allsports 1 - 1 
Argos 1 - 3 
Birthdays 1 - 1 
Blockbuster Express 1 - - 
Bodycare 1 - 1 
Bon Marche 1 lower 1 
Boots the Chemist 1 - 2 
Boyes 1 - - 
Burton 1 lower-middle 1 
Card Factory 1 - - 
Chiltern Mills 1 - - 
Choices Video 1 - - 
Clinton Cards 1 - 1 
Ethel Austin 1 lower 1 
Game 1 - 1 
Greenwoods Menswear 1 lower 1 
H Samuel 1 lower-middle 1 
Mackays 1 lower 1 
Marks & Spencer 1 middle 5 
Moss Pharmacy 1 - 1 
New Look 1 lower-middle 1 
Priceless Shoes 1 lower 1 
Select 1 lower 1 
Shoefayre 1 lower 1 
Shoe Zone 1 - - 
Specsavers Opticians 1 - 1 
Stationary Box 1 - 1 
Stead & Simpson 1 lower-middle 1 
Superdrug 1 - 2 
The Body Shop 1 - 1 
Woolworths 1 - 3 
TOTAL 31   35 

   



  

Retail Name/Type National  
Multiple 

MHE Market  
Positioning 

MHE Shopping Index  
Score (1-15) 

Services 
Barclays Bank 1 - - 
Dr & Herbs 1 - - 
Going Places 1 - - 
Halifax 1 - - 
HSBC 1 - - 
Johnsons 1 - - 
Lloyds TSB 1 - - 
McDonalds 1 - - 
Nat West 1 - - 
Post Office 1 - - 
Reeds Rains 1 - - 
Scarborough Building Society 1 - - 
Swinton 1 - - 
Thomson 1 - - 
Yorkshire Bank 1 - - 
Yorkshire Building Society 1 - - 
TOTAL 16 - 0 
GRAND TOTAL 55   35 
TOTAL 'KEY ATTRACTORS' 3   4 
Note (i) MHE Market Positioning and MHE Shopping Index Score (Management Horizons Europe UK Shopping Index 
2000-01)    
Note (ii) Retailers highlighted in bold italics are those identified by Experian as 'key attractors' in its GOAD centre reports 

 
  

 



Table 3 - Retail Rankings of Bridlington and Comparator Centres 

Centre  MHE
Classifn. 

MHE ‘Glam-
Glum’ Index* 

MHE 
2003/04 
Rank+

MHE 
2000/01 
Rank+

MHE 
1998/99 
Rank+

MHE 
1995/96 
Rank+

Experian 
2004 
Rank++

Experian 
2003 
Rank++

Experian 
2002 
Rank++

Experian 
2001 
Rank++

York          Major
regional 

 Glam 21 15 15 26 26 24 22 16

Kingston-upon-Hull          Major
regional 

Mister Average 12 20 15 22 32 29 29 26

Torquay          Regional Mister Average 120 93 90 72 - - 129 142

Scarborough         Sub-regional Mister Average 143 159 156 145 - - 173 193

Weston-Super-Mare Sub-regional Glum         180 170 156 154 - - 177 189

Beverley           Major district - 249 292 327 339 - - - -

Bridlington           Major district - 281 315 327 319 - - - -

Folkestone           Major district - 257 220 222 183 - - - -

Llandudno           Major district - 231 210 210 200 - - 203 198

Aberystwyth           District - 421 315 324 394 - - - -

Goole           District - 452 474 559 506 - - - -

Morecambe           District - 491 398 402 394 - - - -

Driffield           Minor district - 800 775 785 741 - - - -

Whitby           Minor district - 743 670 614 587 - - - -

Whitley Bay           Minor district - 624 474 431 483 - - - -

 
*  MHE’s Glam-Glum index illustrates the relative attraction of a venue in terms of the quality of its fashion offer.  Each retailer present in the fashion sector is 
given one of six ratings, from ‘lower’ to ‘luxury’; the overall Glam-Glum rating of the centre then represents the average market position of that location’s 
fashion offer.
+  Glasgow (highest ranking Major City) ranked 1; Reading (highest Major Regional) 11; Derby (highest Regional) 39; Kirkcaldy (highest Sub-Regional) 140; 
Rhyl (highest Major District) 223; Abergavenny (highest District) 360; Beckenham (highest Minor District) 575; Aberdeen, Bridge of Dee (highest Local) 912. 
++  In previous years Experian’s Retail Centre Ranking reports ranked the top 500+ centres, but this was reduced to the top 250 in Experian’s 2002 report, and 
to the top 50 in its 2003 report. 

   



 

Appendix 3, Figure 1 Change in Retail Yields, Bridlington and Comparator Centres, 1995-2005 
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Aberystwyth
Beverley
Bridlington
Driffield
Folkstone
Goole
Kingston-upon-Hull
Llandudno
Morecombe
Scarborough
Torquay
Weston-super-Mare
Whitby
Whitley Bay
York

Aberystwyth 9.00 9.00 9.00 8.50 8.50 8.50 8.50 8.50 8.50 8.50 8.50 8.50 8.50 8.00 8.00 8.00 8.00 8.00 8.00 8.00 8.00

Beverley 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00

Bridlington 9.50 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 9.00 8.75

Driffield 9.00 9.00 9.00 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.25

Folkstone 7.25 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.75 7.50 7.00 7.00 7.0

Goole 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.50 9.00 9.00 9.0

Kingston-upon-Hull 7.00 7.00 7.00 6.50 6.50 6.50 6.50 6.50 6.50 6.50 6.75 6.75 6.75 6.75 6.75 6.75 6.75 6.75 6.75 6.75 6.5

Llandudno 7.25 7.25 7.25 7.25 7.25 7.00 7.50 7.50 7.50 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00

Morecombe 9.00 9.00 10.00 11.00 12.00 13.00 13.00 13.00 13.00 13.00 13.00 13.00 13.00 13.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00

Scarborough 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.50 8.00 8.00 7.50 7.50 7.50

Torquay 7.50 8.00 8.00 8.00 8.00 7.50 7.00 7.50 7.00 6.75 6.75 6.75 7.50 7.50 7.50 7.50 7.50 7.50 7.50 7.00 7.0

Weston-super-Mare 7.50 7.50 7.50 7.50 7.50 7.50 7.50 7.50 7.50 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00 7.00

Whitby 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 10.00 8.00 7.50 7.50

Whitley Bay 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 11.00 10.00 10.00 10.00 8.00 8.00 8.00 8.00

York 4.50 4.50 5.00 5.00 5.00 4.75 4.75 4.50 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.00 5.50 5.50

Apr-95 Oct-95 Apr-96 Oct-96 Apr-97 Oct-97 Apr-98 Oct-98 Apr-99 Oct-99 Apr-00 Oct-00 Apr-01 Oct-01 Apr-02 Oct-02 Apr-03 Jan-04 Jul-04 Jan-05 Jul-05

 
Source: Valuation Office, Property Market Report, January 2006

  



 
Appendix 3, Figure 2 – Change in Prime Zone A Rents, Bridlington and Comparator 
Centres, 1997-2005 
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Aberystwyth
Beverley
Bridlington
Folkestone
Goole
Kingston-upon-Hull
Llandudno
Morecambe
Scarborough
Torquay
Weston-Super-Mare
Whitby
Whitley Bay
York

Aberystwyth 40 40 40 45 45 50 50 50 55

Beverley 65 65 70 70 70 70 75 85 85

Bridlington 45 45 45 45 45

Folkestone 45 45 55 55 50 55 55 60 60

Goole 30 30 30

Kingston-upon-Hull 85 105 110 130 130 140 145 165 165

Llandudno 65 68 70 70 75 75 75 80 80

Morecambe 40 40 40 35 35 35 35 35 35

Scarborough 70 75 80 85 85 85 85 90 90

Torquay 65 70 80 75 75 80 85 85 85

Weston-Super-Mare 70 70 70 70 70 75 80 80 90

Whitby 30 40 40 40

Whitley Bay 30 30 35 40 50

York 125 160 160 160 160 160 180 185 195

1997 1998 1999 2000 2001 2002 2003 2004 2005

 
Source: Colliers CRE, In-Town Retail Rents, June 2005 

   



Appendix 3, Figure 3 – Index of Change in Prime Zone A Rents, Bridlington and 
Comparator Centres, 1997-2005 

75

100

125

150

175

200

Aberystwyth
Beverley
Bridlington
Folkestone
Goole
Kingston-upon-Hull
Llandudno
Morecambe
Scarborough
Torquay
Weston-Super-Mare
Whitby
Whitley Bay
York

Aberystwyth 100 100 100 113 113 125 125 125 138

Beverley 100 100 108 108 108 108 115 131 131

Bridlington 100 100 100 100 100

Folkestone 100 100 122 122 111 122 122 133 133

Goole 100 100 100

Kingston-upon-Hull 100 124 129 153 153 165 171 194 194

Llandudno 100 105 108 108 115 115 115 123 123

Morecambe 100 100 100 88 88 88 88 88 88

Scarborough 100 107 114 121 121 121 121 129 129

Torquay 100 108 123 115 115 123 131 131 131

Weston-Super-Mare 100 100 100 100 100 107 114 114 129

Whitby 100 133 133 133

Whitley Bay 100 100 117 133 167

York 100 128 128 128 128 128 144 148 156

1997 1998 1999 2000 2001 2002 2003 2004 2005

 
Source: Colliers CRE, In-Town Retail Rents, June 2005

   



APPENDIX 4 
 
Floorspace Data (Bridlington Town Centre & 
Key Comparator Centres) 
 

   



 

Appendix 4  Summary Floorspace Data for Bridlington Town Centre and Key Comparator Centres 
 
Bridlington Town Centre 

Floorspace (gross) 
 sq.ft  sq.m 
Convenience 113,000 10,510 
Comparison 267,200 24,830 
Services 138,300 12,830 
Miscellaneous* 13,500 1,260 
Vacant Units 23,300 2,180 
Units with No Experian Goad Trade Type** 422,500 39,190 
Total Floorspace 977,800 90,800 

Source:   Experian Goad (May 2005) 
 
Beverley Town Centre 

Floorspace (gross) 
 sq.ft  sq.m 
Convenience 130,100 12,070 
Comparison 212,700 19,790 
Services 81,500 7,580 
Miscellaneous* 4,500 420 
Vacant Units 13,700 1,270 
Units with No Experian Goad Trade Type** 187,800 17,400 
Total Floorspace 630,300 58,530 

Source:   Experian Goad (Nov 2005) 
 
Hull Town Centre 

Floorspace (gross) 
 sq.ft  sq.m 
Convenience 102,800 9,570 
Comparison 1,033,700 95,940 
Services 240,900 22,350 
Miscellaneous* 15,200 1,410 
Vacant Units 192,800 17,890 
Units with No Experian Goad Trade Type** 1,008,500 93,630 
Total Floorspace 2,593,900 240,790 

Source:   Experian Goad (Jan 2005) 
 
Scarborough Town Centre 

Floorspace (gross) 
 sq.ft  sq.m 
Convenience 176,300 16,390 
Comparison 707,100 65,720 
Services 216,900 20,270 
Miscellaneous* 6,200 560 
Vacant Units 61,900 5,740 
Units with No Experian Goad Trade Type** 601,800 55,870 
Total Floorspace 1,770,200 164,550 

Source:   Experian Goad (Aug 2005) 
 

*   For example  Post Offices, Information Bureaux :
:** For example  Public houses, offices, residential  
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Spreadsheet 1 - Convenience Goods Spending Patterns in 2006 as a Percentage Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2006 35,699 4,952 6,214 14,780 6,183 11,340 79,168
Expenditure per capita in 2006 (in 2003 prices) £ 1,347 1,406 1,438 1,426 1,479 1,374
Total Expenditure 2006 £m 48.09 6.96 8.94 21.08 9.15 15.58 109.80

Inside Catchment Area
Zone 1
Aldi, Bessingby Way, Bridlington 1 1.75% 5.32% 2.49% 0.00% 0.00% 0.28%
Co Op - Convenience Shop, Dog And Duck Square, Bridlington 1 0.22% 6.68% 0.00% 0.00% 0.00% 0.00%
Morrisons, Bessingby Industrial Estate, Bridlington 1 28.18% 29.40% 12.48% 3.07% 1.53% 1.51%
Somerfield, Martongate, Bridlington 1 4.39% 7.08% 0.00% 0.54% 0.00% 0.00%
Tesco Superstore, Station Approach, Bridlington 1 47.14% 27.28% 28.38% 2.00% 1.53% 4.07%
Other Zone 1 1 14.74% 8.43% 2.81% 0.50% 0.47% 1.08%

Zone 2
Zone 2 2 0.00% 2.29% 0.00% 0.00% 0.00% 0.00%

Zone 3
Zone 3 3 0.00% 0.00% 0.67% 0.00% 0.47% 0.00%

Zone 4
Tesco, George Street, Driffield 4 0.00% 2.06% 24.38% 66.76% 45.07% 0.00%
Other Zone 4 4 0.23% 1.22% 8.30% 12.64% 9.22% 0.00%

Zone 5
Zone 5 5 0.00% 0.00% 0.00% 0.00% 4.77% 0.00%

Zone 6
Somerfield, Murray Street, Filey 6 0.00% 0.00% 0.00% 0.00% 0.00% 25.43%
Other Zone 6 6 0.00% 1.36% 0.00% 0.00% 0.00% 13.15%

Sub-Total for Catchment 96.64% 91.13% 79.53% 85.51% 63.07% 45.52%

Outside Catchment Area
Morrisons, Dunslow Road, Scarborough 0 1.07% 5.69% 2.25% 1.00% 0.00% 37.19%
Morrisons, Wingfield Way, Beverley 0 0.00% 0.76% 4.74% 7.85% 12.48% 0.53%
Tesco, Morton Lane, Beverley 0 0.22% 0.00% 4.27% 0.25% 7.38% 0.00%
Other outside catchment (inc. e-tail, 'other') 0 2.07% 2.42% 9.21% 5.39% 17.08% 16.77%

Sub-Total Outside Catchment 3.36% 8.87% 20.47% 14.49% 36.93% 54.48%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Inflow from 
Beyond Total Turnover



Spreadsheet 2 - Convenience Goods Spending Patterns in 2006 Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2006 35,699 4,952 6,214 14,780 6,183 11,340 79,168
Expenditure per capita in 2006 (in 2003 prices) £ 1,347 1,406 1,438 1,426 1,479 1,374
Total Expenditure 2006 £m 48.09 6.96 8.94 21.08 9.15 15.58 109.80

Inside Catchment Area
Zone 1
Aldi, Bessingby Way, Bridlington 1 0.84 0.37 0.22 0.00 0.00 0.04 1.48 0.00 1.48
Co Op - Convenience Shop, Dog And Duck Square, Bridlington 1 0.10 0.47 0.00 0.00 0.00 0.00 0.57 0.00 0.57
Morrisons, Bessingby Industrial Estate, Bridlington 1 13.55 2.05 1.12 0.65 0.14 0.23 17.74 0.00 17.74
Somerfield, Martongate, Bridlington 1 2.11 0.49 0.00 0.11 0.00 0.00 2.72 0.27 2.99
Tesco Superstore, Station Approach, Bridlington 1 22.67 1.90 2.54 0.42 0.14 0.63 28.30 4.24 32.54
Other Zone 1 1 7.09 0.59 0.25 0.11 0.04 0.17 8.25 0.00 8.25

Zone 2
Zone 2 2 0.00 0.16 0.00 0.00 0.00 0.00 0.16 0.00 0.16

Zone 3
Zone 3 3 0.00 0.00 0.06 0.00 0.04 0.00 0.10 0.00 0.10

Zone 4
Tesco, George Street, Driffield 4 0.00 0.14 2.18 14.07 4.12 0.00 20.52 1.03 21.54
Other Zone 4 4 0.11 0.09 0.74 2.66 0.84 0.00 4.44 0.00 4.44

Zone 5
Zone 5 5 0.00 0.00 0.00 0.00 0.44 0.00 0.44 0.00 0.44

Zone 6
Somerfield, Murray Street, Filey 6 0.00 0.00 0.00 0.00 0.00 3.96 3.96 0.00 3.96
Other Zone 6 6 0.00 0.09 0.00 0.00 0.00 2.05 2.14 0.00 2.14

Sub-Total for Catchment 46.48 6.35 7.11 18.02 5.77 7.09 90.82 5.54 96.36

Outside Catchment Area
Morrisons, Dunslow Road, Scarborough 0 0.51 0.40 0.20 0.21 0.00 5.80 7.12
Morrisons, Wingfield Way, Beverley 0 0.00 0.05 0.42 1.65 1.14 0.08 3.36
Tesco, Morton Lane, Beverley 0 0.10 0.00 0.38 0.05 0.67 0.00 1.21
Other outside catchment (inc. e-tail, 'other') 0 1.00 0.17 0.82 1.14 1.56 2.61 7.30

Sub-Total Outside Catchment 1.61 0.62 1.83 3.06 3.38 8.49 18.98

TOTAL 48.09 6.96 8.94 21.08 9.15 15.58 109.80 5.54 96.36

Inflow from 
Beyond Total Turnover



Spreadsheet 3 - Convenience Goods Spending Patterns in 2011 as a Percentage Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2011 37,102 5,147 6,458 15,361 6,426 11,457 81,951
Expenditure per capita in 2011 (in 2003 prices) £ 1,409 1,471 1,504 1,492 1,547 1,437
Total Expenditure 2011 £m 52.27 7.57 9.71 22.91 9.94 16.46 118.87

Inside Catchment Area
Zone 1
Aldi, Bessingby Way, Bridlington 1 1.75% 5.32% 2.49% 0.00% 0.00% 0.28%
Co Op - Convenience Shop, Dog And Duck Square, Bridlington 1 0.22% 6.68% 0.00% 0.00% 0.00% 0.00%
Morrisons, Bessingby Industrial Estate, Bridlington 1 28.18% 29.40% 12.48% 3.07% 1.53% 1.51%
Somerfield, Martongate, Bridlington 1 4.39% 7.08% 0.00% 0.54% 0.00% 0.00%
Tesco Superstore, Station Approach, Bridlington 1 47.14% 27.28% 28.38% 2.00% 1.53% 4.07%
Other Zone 1 1 14.74% 8.43% 2.81% 0.50% 0.47% 1.08%

Zone 2
Zone 2 2 0.00% 2.29% 0.00% 0.00% 0.00% 0.00%

Zone 3
Zone 3 3 0.00% 0.00% 0.67% 0.00% 0.47% 0.00%

Zone 4
Tesco, George Street, Driffield 4 0.00% 2.06% 24.38% 66.76% 45.07% 0.00%
Other Zone 4 4 0.23% 1.22% 8.30% 12.64% 9.22% 0.00%

Zone 5
Zone 5 5 0.00% 0.00% 0.00% 0.00% 4.77% 0.00%

Zone 6
Somerfield, Murray Street, Filey 6 0.00% 0.00% 0.00% 0.00% 0.00% 25.43%
Other Zone 6 6 0.00% 1.36% 0.00% 0.00% 0.00% 13.15%

Sub-Total for Catchment 96.64% 91.13% 79.53% 85.51% 63.07% 45.52%

Outside Catchment Area
Morrisons, Dunslow Road, Scarborough 0 1.07% 5.69% 2.25% 1.00% 0.00% 37.19%
Morrisons, Wingfield Way, Beverley 0 0.00% 0.76% 4.74% 7.85% 12.48% 0.53%
Tesco, Morton Lane, Beverley 0 0.22% 0.00% 4.27% 0.25% 7.38% 0.00%
Other outside catchment (inc. e-tail, 'other') 0 2.07% 2.42% 9.21% 5.39% 17.08% 16.77%

Sub-Total Outside Catchment 3.36% 8.87% 20.47% 14.49% 36.93% 54.48%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Inflow from 
Beyond Total Turnover



Spreadsheet 4 - Convenience Goods Spending Patterns in 2011 Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2011 37,102 5,147 6,458 15,361 6,426 11,457 81,951
Expenditure per capita in 2011 (in 2003 prices) £ 1,409 1,471 1,504 1,492 1,547 1,437
Total Expenditure 2011 £m 52.27 7.57 9.71 22.91 9.94 16.46 118.87

Inside Catchment Area
Zone 1
Aldi, Bessingby Way, Bridlington 1 0.92 0.40 0.24 0.00 0.00 0.05 1.61 0.00 1.61
Co Op - Convenience Shop, Dog And Duck Square, Bridlington 1 0.11 0.51 0.00 0.00 0.00 0.00 0.62 0.00 0.62
Morrisons, Bessingby Industrial Estate, Bridlington 1 14.73 2.23 1.21 0.70 0.15 0.25 19.27 0.00 19.27
Somerfield, Martongate, Bridlington 1 2.29 0.54 0.00 0.12 0.00 0.00 2.95 0.30 3.25
Tesco Superstore, Station Approach, Bridlington 1 24.64 2.06 2.76 0.46 0.15 0.67 30.74 4.61 35.35
Other Zone 1 1 7.71 0.64 0.27 0.12 0.05 0.18 8.96 0.00 8.96

Zone 2
Zone 2 2 0.00 0.17 0.00 0.00 0.00 0.00 0.17 0.00 0.17

Zone 3
Zone 3 3 0.00 0.00 0.07 0.00 0.05 0.00 0.11 0.00 0.11

Zone 4
Tesco, George Street, Driffield 4 0.00 0.16 2.37 15.30 4.48 0.00 22.30 1.12 23.42
Other Zone 4 4 0.12 0.09 0.81 2.90 0.92 0.00 4.83 0.00 4.83

Zone 5
Zone 5 5 0.00 0.00 0.00 0.00 0.47 0.00 0.47 0.00 0.47

Zone 6
Somerfield, Murray Street, Filey 6 0.00 0.00 0.00 0.00 0.00 4.19 4.19 0.00 4.19
Other Zone 6 6 0.00 0.10 0.00 0.00 0.00 2.17 2.27 0.00 2.27

Sub-Total for Catchment 50.52 6.90 7.73 19.59 6.27 7.49 98.50 6.02 104.52

Outside Catchment Area
Morrisons, Dunslow Road, Scarborough 0 0.56 0.43 0.22 0.23 0.00 6.12 7.56
Morrisons, Wingfield Way, Beverley 0 0.00 0.06 0.46 1.80 1.24 0.09 3.64
Tesco, Morton Lane, Beverley 0 0.11 0.00 0.41 0.06 0.73 0.00 1.32
Other outside catchment (inc. e-tail, 'other') 0 1.08 0.18 0.89 1.24 1.70 2.76 7.85

Sub-Total Outside Catchment 1.75 0.67 1.99 3.32 3.67 8.97 20.38

TOTAL 52.27 7.57 9.71 22.91 9.94 16.46 118.87 6.02 104.52

Inflow from 
Beyond Total Turnover



Spreadsheet 5 - Convenience Goods Spending Patterns in 2016 as a Percentage Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2016 38,322 5,316 6,670 15,866 6,637 11,609 84,421
Expenditure per capita in 2016 (in 2003 prices) £ 1,473 1,538 1,573 1,560 1,618 1,503
Total Expenditure 2016 £m 56.46 8.18 10.49 24.75 10.74 17.45 128.07

Inside Catchment Area
Zone 1
Aldi, Bessingby Way, Bridlington 1 1.75% 5.32% 2.49% 0.00% 0.00% 0.28%
Co Op - Convenience Shop, Dog And Duck Square, Bridlington 1 0.22% 6.68% 0.00% 0.00% 0.00% 0.00%
Morrisons, Bessingby Industrial Estate, Bridlington 1 28.18% 29.40% 12.48% 3.07% 1.53% 1.51%
Somerfield, Martongate, Bridlington 1 4.39% 7.08% 0.00% 0.54% 0.00% 0.00%
Tesco Superstore, Station Approach, Bridlington 1 47.14% 27.28% 28.38% 2.00% 1.53% 4.07%
Other Zone 1 1 14.74% 8.43% 2.81% 0.50% 0.47% 1.08%

Zone 2
Zone 2 2 0.00% 2.29% 0.00% 0.00% 0.00% 0.00%

Zone 3
Zone 3 3 0.00% 0.00% 0.67% 0.00% 0.47% 0.00%

Zone 4
Tesco, George Street, Driffield 4 0.00% 2.06% 24.38% 66.76% 45.07% 0.00%
Other Zone 4 4 0.23% 1.22% 8.30% 12.64% 9.22% 0.00%

Zone 5
Zone 5 5 0.00% 0.00% 0.00% 0.00% 4.77% 0.00%

Zone 6
Somerfield, Murray Street, Filey 6 0.00% 0.00% 0.00% 0.00% 0.00% 25.43%
Other Zone 6 6 0.00% 1.36% 0.00% 0.00% 0.00% 13.15%

Sub-Total for Catchment 96.64% 91.13% 79.53% 85.51% 63.07% 45.52%

Outside Catchment Area
Morrisons, Dunslow Road, Scarborough 0 1.07% 5.69% 2.25% 1.00% 0.00% 37.19%
Morrisons, Wingfield Way, Beverley 0 0.00% 0.76% 4.74% 7.85% 12.48% 0.53%
Tesco, Morton Lane, Beverley 0 0.22% 0.00% 4.27% 0.25% 7.38% 0.00%
Other outside catchment (inc. e-tail, 'other') 0 2.07% 2.42% 9.21% 5.39% 17.08% 16.77%

Sub-Total Outside Catchment 3.36% 8.87% 20.47% 14.49% 36.93% 54.48%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Inflow from 
Beyond Total Turnover



Spreadsheet 6 - Convenience Goods Spending Patterns in 2016 Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2016 38,322 5,316 6,670 15,866 6,637 11,609 84,421
Expenditure per capita in 2016 (in 2003 prices) £ 1,473 1,538 1,573 1,560 1,618 1,503
Total Expenditure 2016 £m 56.46 8.18 10.49 24.75 10.74 17.45 128.07

Inside Catchment Area
Zone 1
Aldi, Bessingby Way, Bridlington 1 0.99 0.43 0.26 0.00 0.00 0.05 1.73 0.00 1.73
Co Op - Convenience Shop, Dog And Duck Square, Bridlington 1 0.12 0.55 0.00 0.00 0.00 0.00 0.67 0.00 0.67
Morrisons, Bessingby Industrial Estate, Bridlington 1 15.91 2.40 1.31 0.76 0.16 0.26 20.81 0.00 20.81
Somerfield, Martongate, Bridlington 1 2.48 0.58 0.00 0.13 0.00 0.00 3.19 0.32 3.51
Tesco Superstore, Station Approach, Bridlington 1 26.62 2.23 2.98 0.49 0.16 0.71 33.19 4.98 38.17
Other Zone 1 1 8.32 0.69 0.29 0.12 0.05 0.19 9.67 0.00 9.67

Zone 2
Zone 2 2 0.00 0.19 0.00 0.00 0.00 0.00 0.19 0.00 0.19

Zone 3
Zone 3 3 0.00 0.00 0.07 0.00 0.05 0.00 0.12 0.00 0.12

Zone 4
Tesco, George Street, Driffield 4 0.00 0.17 2.56 16.52 4.84 0.00 24.09 1.20 25.30
Other Zone 4 4 0.13 0.10 0.87 3.13 0.99 0.00 5.22 0.00 5.22

Zone 5
Zone 5 5 0.00 0.00 0.00 0.00 0.51 0.00 0.51 0.00 0.51

Zone 6
Somerfield, Murray Street, Filey 6 0.00 0.00 0.00 0.00 0.00 4.44 4.44 0.00 4.44
Other Zone 6 6 0.00 0.11 0.00 0.00 0.00 2.29 2.41 0.00 2.41

Sub-Total for Catchment 54.57 7.45 8.34 21.16 6.77 7.94 106.24 6.50 112.74

Outside Catchment Area
Morrisons, Dunslow Road, Scarborough 0 0.60 0.47 0.24 0.25 0.00 6.49 8.04
Morrisons, Wingfield Way, Beverley 0 0.00 0.06 0.50 1.94 1.34 0.09 3.93
Tesco, Morton Lane, Beverley 0 0.12 0.00 0.45 0.06 0.79 0.00 1.42
Other outside catchment (inc. e-tail, 'other') 0 1.17 0.20 0.97 1.34 1.83 2.93 8.43

Sub-Total Outside Catchment 1.89 0.72 2.15 3.59 3.97 9.51 21.83

TOTAL 56.46 8.18 10.49 24.75 10.74 17.45 128.07 6.50 112.74

Inflow from 
Beyond Total Turnover



Spreadsheet 7 - Summary of Capacity for Convenience Goods: Scenario 1 (Static Retention Rate: 83%)

Change Change Change 
2006 2011 2016 2006-11 2011-16 2006-2016

Total Population 79,168 81,951 84,421 2,783 2,470 5,253
Total Expenditure £m 109.8 118.9 128.1 9.1 9.2 18.3

Retained Expenditure £m 90.8 98.3 105.9 7.5 7.6 15.1
Retained Expenditure % 83 83 83

Leakage £m 19.0 20.6 22.1 1.6 1.6 3.2

Inflow £m 5.5 6.0 6.5 0.5 0.5 1.0

Total Turnover of Convenience Stores in OCA £m 96.4 104.3 112.4 8.0 8.1 16.1

7.5 7.6 15.1

Claims on Expenditure
Existing Traders 0 0.9 1.8 0.9 0.9 1.8

Commitments 0 6.1 6.2 6.1 0.1 6.2
Impact on capacity £m 0 7.0 8.0 7.0 1.0 8.0

SUMMARY 2006-2011 2011-2016 2006-2016
Initial surplus £m 7.5 7.6 15.1

Claims on capacity £m 7.0 1.0 8.0
RESIDUAL  £m 0.5 6.6 7.1

Turnover per sq m ('High' Scenario) 11,110 11,222
Net Floorspace Requirement sq m ('High' Scenario) 45 590 635

Gross Floorspace Requirement sq m ('High' Scenario) 75 984 1,059

Turnover per sq m ('Low' Scenario) 6,060 6,121
Net Floorspace Requirement sq m ('Low' Scenario) 83 1,082 1,165

Gross Floorspace Requirement sq m ('Low' Scenario) 138 1,804 1,942

Initial Surplus £m/annum (Growth in Retained Expenditure)



Spreadsheet 8 - Summary of Capacity for Convenience Goods: Scenario 2 (Rising Retention Rate)

Change Change Change 
2006 2011 2016 2006-11 2011-16 2006-2016

Total Population 79,168 81,951 84,421 2,783 2,470 5,253
Total Expenditure £m 109.8 118.9 128.1 9.1 9.2 18.3

Retained Expenditure £m 90.8 103.4 112.7 12.6 9.3 21.9
Retained Expenditure % 83 87.0 88

Leakage £m 19.0 15.5 15.4 -3.5 -0.1 -3.6

Inflow £m 5.5 6.0 6.5 0.5 0.5 1.0

Total Turnover of Convenience Stores in OCA £m 96.4 109.4 119.2 13.1 9.8 22.8

12.6 9.3 21.9

Claims on Expenditure
Existing Traders 0 0.9 1.8 0.9 0.9 1.8

Commitments 0 6.1 6.2 6.1 0.1 6.2
Impact on capacity £m 0 7.0 8.0 7.0 1.0 8.0

SUMMARY 2006-2011 2011-2016 2006-2016
Initial surplus £m 12.6 9.3 21.9

Claims on capacity £m 7.0 1.0 8.0
RESIDUAL  £m 5.6 8.3 13.9

Turnover per sq m ('High' Scenario) 11,110 11,222
Net Floorspace Requirement sq m ('High' Scenario) 504 740 1,244

Gross Floorspace Requirement sq m ('High' Scenario) 840 1,233 2,073

Turnover per sq m ('Low' Scenario) 6,060 6,121
Net Floorspace Requirement sq m ('Low' Scenario) 924 1,356 2,280

Gross Floorspace Requirement sq m ('Low' Scenario) 1,540 2,260 3,800

Initial Surplus £m/annum (Growth in Retained Expenditure)



Spreadsheet 9 - Comparison Goods Spending Patterns in 2006 as a Percentage Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2006 35,699 4,952 6,214 14,780 6,183 11,340 79,168
Expenditure per capita in 2006 (in 2003 prices) £ 2,334 2,387 2,526 2,483 2,638 2,301
Total Expenditure 2006 £m 83.32 11.82 15.70 36.70 16.31 26.10 189.95

Inside Catchment Area
Zone 1
Bessingby Road Retail Park (inc. B&Q Supercentre), Bridlington 1 5.87% 5.15% 3.29% 2.34% 2.94% 0.29%
Bridlington Town Centre 1 46.94% 40.45% 23.74% 5.50% 5.03% 2.79%
Bridlington Old Town 1 0.06% 0.00% 0.00% 0.00% 0.00% 0.00%
Other Zone 1 1 0.00% 0.00% 0.37% 0.00% 0.00% 0.00%

Zone 3
Skipsea Market 3 0.00% 0.00% 0.30% 0.00% 0.00% 0.00%
Carnaby Village 3 0.12% 0.00% 0.00% 0.00% 0.00% 0.00%

Zone 4
Driffield Town Centre 4 0.98% 2.21% 12.16% 32.04% 19.19% 0.35%
Nafferton 4 0.00% 0.00% 0.00% 0.29% 0.00% 0.00%

Zone 6
Filey Town Centre 6 0.48% 0.82% 0.06% 0.02% 0.00% 10.22%
Hunmanby 6 0.00% 0.00% 0.00% 0.00% 0.00% 0.26%

Sub-Total for Catchment 54.44% 48.64% 39.90% 40.20% 27.15% 13.91%

Outside Catchment Area
Beverley Town Centre 0 1.74% 2.08% 7.64% 5.27% 14.47% 0.36%
Kingston upon Hull City Centre 0 15.57% 9.82% 19.57% 25.49% 17.12% 0.79%
Scarborough Town Centre 0 15.70% 21.37% 7.55% 7.72% 2.68% 65.67%
York City Centre 0 6.53% 6.75% 9.43% 13.82% 16.23% 12.21%
Other outside catchment (inc. e-tail, 'other') 0 6.02% 11.35% 15.91% 7.51% 22.34% 7.07%

Sub-Total Outside Catchment 45.56% 51.36% 60.10% 59.80% 72.85% 86.09%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Inflow from 
Beyond Total Turnover



Spreadsheet 10 - Comparison Goods Spending Patterns in 2006 Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2006 35,699 4,952 6,214 14,780 6,183 11,340 79,168
Expenditure per capita in 2006 (in 2003 prices) £ 2,334 2,387 2,526 2,483 2,638 2,301
Total Expenditure 2006 £m 83.32 11.82 15.70 36.70 16.31 26.10 189.95

Inside Catchment Area
Zone 1
Bessingby Road Retail Park (inc. B&Q Supercentre), Bridlington 1 4.89 0.61 0.52 0.86 0.48 0.08 7.43 0.0 7.43
Bridlington Town Centre 1 39.11 4.78 3.73 2.02 0.82 0.73 51.19 7.68 58.86
Bridlington Old Town 1 0.05 0.00 0.00 0.00 0.00 0.00 0.05 0.0 0.05
Other Zone 1 1 0.00 0.00 0.06 0.00 0.00 0.00 0.06 0.0 0.06

Zone 3
Skipsea Market 3 0.00 0.00 0.05 0.00 0.00 0.00 0.05 0.0 0.05
Carnaby Village 3 0.10 0.00 0.00 0.00 0.00 0.00 0.10 0.0 0.10

Zone 4
Driffield Town Centre 4 0.81 0.26 1.91 11.76 3.13 0.09 17.96 1.80 19.76
Nafferton 4 0.00 0.00 0.00 0.11 0.00 0.00 0.11 0.0 0.11

Zone 6
Filey Town Centre 6 0.40 0.10 0.01 0.01 0.00 2.67 3.18 0.0 3.18
Hunmanby 6 0.00 0.00 0.00 0.00 0.00 0.07 0.07 0.0 0.07

Sub-Total for Catchment 45.36 5.75 6.26 14.75 4.43 3.63 80.18 9.5 89.66

Outside Catchment Area
Beverley Town Centre 0 1.45 0.25 1.20 1.93 2.36 0.09 7.29
Kingston upon Hull City Centre 0 12.97 1.16 3.07 9.35 2.79 0.21 29.56
Scarborough Town Centre 0 13.08 2.53 1.18 2.83 0.44 17.14 37.20
York City Centre 0 5.44 0.80 1.48 5.07 2.65 3.19 18.62
Other outside catchment (inc. e-tail, 'other') 0 5.02 1.34 2.50 2.76 3.64 1.84 17.10

Sub-Total Outside Catchment 37.96 6.07 9.43 21.95 11.88 22.47 109.76

TOTAL 83.32 11.82 15.70 36.70 16.31 26.10 189.95 9.5 89.66

Inflow from 
Beyond 

Total
 Turnover



Spreadsheet 11 - Comparison Goods Spending Patterns in 2011 as a Percentage Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2011 37,102 5,147 6,458 15,361 6,426 11,457 81,951
Expenditure per capita in 2011 (in 2003 prices) £ 2,881 2,946 3,118 3,065 3,256 2,841 18107
Total Expenditure 2011 £m 106.89 15.16 20.14 47.08 20.92 32.54 242.74

Inside Catchment Area
Zone 1
Bessingby Road Retail Park (inc. B&Q Supercentre), Bridlington 1 5.87% 5.15% 3.29% 2.34% 2.94% 0.29%
Bridlington Town Centre 1 46.94% 40.45% 23.74% 5.50% 5.03% 2.79%
Bridlington Old Town 1 0.06% 0.00% 0.00% 0.00% 0.00% 0.00%
Other Zone 1 1 0.00% 0.00% 0.37% 0.00% 0.00% 0.00%

Zone 3
Skipsea Market 3 0.00% 0.00% 0.30% 0.00% 0.00% 0.00%
Carnaby Village 3 0.12% 0.00% 0.00% 0.00% 0.00% 0.00%

Zone 4
Driffield Town Centre 4 0.98% 2.21% 12.16% 32.04% 19.19% 0.35%
Nafferton 4 0.00% 0.00% 0.00% 0.29% 0.00% 0.00%

Zone 6
Filey Town Centre 6 0.48% 0.82% 0.06% 0.02% 0.00% 10.22%
Hunmanby 6 0.00% 0.00% 0.00% 0.00% 0.00% 0.26%

Sub-Total for Catchment 54.44% 48.64% 39.90% 40.20% 27.15% 13.91%

Outside Catchment Area
Beverley Town Centre 0 1.74% 2.08% 7.64% 5.27% 14.47% 0.36%
Kingston upon Hull City Centre 0 15.57% 9.82% 19.57% 25.49% 17.12% 0.79%
Scarborough Town Centre 0 15.70% 21.37% 7.55% 7.72% 2.68% 65.67%
York City Centre 0 6.53% 6.75% 9.43% 13.82% 16.23% 12.21%
Other outside catchment (inc. e-tail, 'other') 0 6.02% 11.35% 15.91% 7.51% 22.34% 7.07%

Sub-Total Outside Catchment 45.56% 51.36% 60.10% 59.80% 72.85% 86.09%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Inflow from 
Beyond 

Total
 Turnover



Spreadsheet 12 - Comparison Goods Spending Patterns in 2011 Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2011 37,102 5,147 6,458 15,361 6,426 11,457 81,951
Expenditure per capita in 2011 (in 2003 prices) £ 2,881 2,946 3,118 3,065 3,256 2,841 18107
Total Expenditure 2011 £m 106.89 15.16 20.14 47.08 20.92 32.54 242.74

Inside Catchment Area
Zone 1
Bessingby Road Retail Park (inc. B&Q Supercentre), Bridlington 1 6.27 0.78 0.66 1.10 0.61 0.09 9.53 0.0 9.53
Bridlington Town Centre 1 50.17 6.13 4.78 2.59 1.05 0.91 65.64 9.85 75.48
Bridlington Old Town 1 0.06 0.00 0.00 0.00 0.00 0.00 0.06 0.0 0.06
Other Zone 1 1 0.00 0.00 0.07 0.00 0.00 0.00 0.07 0.0 0.07

Zone 3 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Skipsea Market 3 0.00 0.00 0.06 0.00 0.00 0.00 0.06 0.0 0.06
Carnaby Village 3 0.13 0.00 0.00 0.00 0.00 0.00 0.13 0.0 0.13

Zone 4
Driffield Town Centre 4 1.05 0.34 2.45 15.08 4.01 0.11 23.04 2.30 25.34
Nafferton 4 0.00 0.00 0.00 0.14 0.00 0.00 0.14 0.0 0.14

Zone 6
Filey Town Centre 6 0.51 0.12 0.01 0.01 0.00 3.33 3.98 0.0 3.98
Hunmanby 6 0.00 0.00 0.00 0.00 0.00 0.08 0.08 0.0 0.08

Sub-Total for Catchment 58.19 7.38 8.03 18.92 5.68 4.53 102.73 12.1 114.88

Outside Catchment Area
Beverley Town Centre 0 1.86 0.32 1.54 2.48 3.03 0.12 9.34
Kingston upon Hull City Centre 0 16.64 1.49 3.94 12.00 3.58 0.26 37.91
Scarborough Town Centre 0 16.78 3.24 1.52 3.63 0.56 21.37 47.11
York City Centre 0 6.98 1.02 1.90 6.51 3.40 3.97 23.77
Other outside catchment (inc. e-tail, 'other') 0 6.44 1.72 3.20 3.53 4.67 2.30 21.87

Sub-Total Outside Catchment 48.70 7.79 12.10 28.15 15.24 28.02 140.00

TOTAL 106.89 15.16 20.14 47.08 20.92 32.54 242.74 12.1 114.88

Inflow from 
Beyond 

Total
Turnover



Spreadsheet 13 - Comparison Goods Spending Patterns in 2016 as a Percentage Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2016 38,322 5,316 6,670 15,866 6,637 11,609 84,421
Expenditure per capita in 2016 (in 2003 prices) £ 3,556 3,636 3,849 3,783 4,019 3,506
Total Expenditure 2016 £m 136.27 19.33 25.67 60.02 26.68 40.70 308.67

Inside Catchment Area
Zone 1
Bessingby Road Retail Park (inc. B&Q Supercentre), Bridlington 1 5.87% 5.15% 3.29% 2.34% 2.94% 0.29%
Bridlington Town Centre 1 46.94% 40.45% 23.74% 5.50% 5.03% 2.79%
Bridlington Old Town 1 0.06% 0.00% 0.00% 0.00% 0.00% 0.00%
Other Zone 1 1 0.00% 0.00% 0.37% 0.00% 0.00% 0.00%

Zone 3
Skipsea Market 3 0.00% 0.00% 0.30% 0.00% 0.00% 0.00%
Carnaby Village 3 0.12% 0.00% 0.00% 0.00% 0.00% 0.00%

Zone 4
Driffield Town Centre 4 0.98% 2.21% 12.16% 32.04% 19.19% 0.35%
Nafferton 4 0.00% 0.00% 0.00% 0.29% 0.00% 0.00%

Zone 6
Filey Town Centre 6 0.48% 0.82% 0.06% 0.02% 0.00% 10.22%
Hunmanby 6 0.00% 0.00% 0.00% 0.00% 0.00% 0.26%

Sub-Total for Catchment 54.44% 48.64% 39.90% 40.20% 27.15% 13.91%

Outside Catchment Area
Beverley Town Centre 0 1.74% 2.08% 7.64% 5.27% 14.47% 0.36%
Kingston upon Hull City Centre 0 15.57% 9.82% 19.57% 25.49% 17.12% 0.79%
Scarborough Town Centre 0 15.70% 21.37% 7.55% 7.72% 2.68% 65.67%
York City Centre 0 6.53% 6.75% 9.43% 13.82% 16.23% 12.21%
Other outside catchment (inc. e-tail, 'other') 0 6.02% 11.35% 15.91% 7.51% 22.34% 7.07%

Sub-Total Outside Catchment 45.56% 51.36% 60.10% 59.80% 72.85% 86.09%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Inflow from 
Beyond 

Total 
Turnover



Spreadsheet 14 - Comparison Goods Spending Patterns in 2016 Across the Study Area Zones
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 TOTAL

Population and Expenditure
Population 2016 38,322 5,316 6,670 15,866 6,637 11,609 84,421
Expenditure per capita in 2016 (in 2003 prices) £ 3,556 3,636 3,849 3,783 4,019 3,506
Total Expenditure 2016 £m 136.27 19.33 25.67 60.02 26.68 40.70 308.67

Inside Catchment Area
Zone 1
Bessingby Road Retail Park (inc. B&Q Supercentre), Bridlington 1 7.99 1.00 0.84 1.41 0.78 0.12 12.14 0.0 12.14
Bridlington Town Centre 1 63.96 7.82 6.09 3.30 1.34 1.14 83.66 12.55 96.21
Bridlington Old Town 1 0.08 0.00 0.00 0.00 0.00 0.00 0.08 0.0 0.08
Other Zone 1 1 0.00 0.00 0.10 0.00 0.00 0.00 0.10 0.0 0.10

Zone 3 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Skipsea Market 3 0.00 0.00 0.08 0.00 0.00 0.00 0.08 0.0 0.08
Carnaby Village 3 0.16 0.00 0.00 0.00 0.00 0.00 0.16 0.0 0.16

Zone 4
Driffield Town Centre 4 1.33 0.43 3.12 19.23 5.12 0.14 29.37 2.94 32.31
Nafferton 4 0.00 0.00 0.00 0.18 0.00 0.00 0.18 0.0 0.18

Zone 6
Filey Town Centre 6 0.65 0.16 0.01 0.01 0.00 4.16 5.00 0.0 5.00
Hunmanby 6 0.00 0.00 0.00 0.00 0.00 0.11 0.11 0.0 0.11

Sub-Total for Catchment 74.18 9.40 10.24 24.13 7.24 5.66 130.86 15.5 146.35

Outside Catchment Area
Beverley Town Centre 0 2.38 0.40 1.96 3.16 3.86 0.15 11.91
Kingston upon Hull City Centre 0 21.22 1.90 5.02 15.30 4.57 0.32 48.33
Scarborough Town Centre 0 21.39 4.13 1.94 4.63 0.72 26.73 59.54
York City Centre 0 8.90 1.30 2.42 8.29 4.33 4.97 30.21
Other outside catchment (inc. e-tail, 'other') 0 8.21 2.19 4.09 4.51 5.96 2.88 27.83

Sub-Total Outside Catchment 62.09 9.93 15.43 35.89 19.43 35.04 177.81

TOTAL 136.27 19.33 25.67 60.02 26.68 40.70 308.67 15.5 146.35

Inflow from 
Beyond 

Total 
Turnover



Spreadsheet 15 - Summary of Capacity for Comparison Goods: Scenario 1 (Static Retention Rate: 42%)

Change Change Change 
2006 2011 2016 2006-11 2011-16 2006-2016

Total Population 79,168 81,951 84,421 2,783 2,470 5,253
Total Expenditure £m 189.9 242.7 308.7 52.8 65.9 118.7

Retained Expenditure £m 80.2 101.9 129.6 21.8 27.7 49.5
Retained Expenditure % 42 42 42

Leakage £m 109.8 140.8 179.0 31.0 38.2 69.3

Inflow £m 9.5 12.1 15.5 2.7 3.3 6.0

Total Turnover of Comparison Stores in OCA £m 89.7 114.1 145.1 24.4 31.0 55.5

24.4 31.0 55.5

Claims on Expenditure
Existing Traders 8.3 9.2 17.6

Commitments 0.0 0.0 0.0
Growth in Special Forms of Trading 1.5 2.4 3.9

Impact on capacity £m 9.9 11.6 21.4

SUMMARY 2006-2011 2011-2016 2006-2016
Initial surplus £m 24.4 31.0 55.5

Claims on capacity £m 9.9 11.6 21.4
RESIDUAL  £m 14.6 19.5 34.0

Turnover per sq m 3,732                3,900                
Net Floorspace Requirement sq m 3,902 4,988 8,891

Gross Floorspace Requirement sq m 5,575 7,126 12,701

Initial Surplus £m/annum (Growth in Retained Expenditure + Inflow)



Spreadsheet 16 - Summary of Capacity for Comparison Goods: Scenario 2 (Rising Retention Rate)

Change Change Change 
2006 2011 2016 2006-11 2011-16 2006-2016

Total Population 79,168 81,951 84,421 2,783 2,470 5,253
Total Expenditure £m 189.9 242.7 308.7 52.8 65.9 118.7

Retained Expenditure £m 80.2 111.7 154.3 31.5 42.7 74.2
Retained Expenditure % 42 46 50

Leakage £m 109.8 131.1 154.3 21.3 23.3 44.6

Inflow £m 9.5 12.1 15.5 2.7 3.3 6.0

Total Turnover of Comparison Stores in OCA £m 89.7 123.8 169.8 34.1 46.0 80.2

34.1 46.0 80.2

Claims on Expenditure
Existing Traders 8.3 9.2 17.6

Commitments 0.0 0.0 0.0
Growth in Special Forms of Trading 1.7 3.0 4.6

Impact on capacity £m 10.0 12.2 22.2

SUMMARY 2006-2011 2011-2016 2006-2016
Initial surplus £m 34.1 46.0 80.2

Claims on capacity £m 10.0 12.2 22.2
RESIDUAL  £m 24.1 33.8 58.0

Turnover per sq m 3,698                3,918                
Net Floorspace Requirement sq m 6,524 8,637 15,162

Gross Floorspace Requirement sq m 9,320 12,339 21,659

Initial Surplus £m/annum (Growth in Retained Expenditure + Inflow)
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	Introduction
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	Weighting (%)
	23
	16
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	Analysis of individual zones shows that in two zones (1 and 
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	Comparison Shopping Patterns
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	Spreadsheet 11 then converts the spending patterns to absolu
	The ‘Sub-total for Catchment’ rows in Spreadsheets 11 and 12
	The total amount of catchment area residents’ comparison exp
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	The survey confirms Bridlington town centre’s significance a
	The second most important comparison spend location within t
	Total Comparison Turnover
	(£m, 2003 prices)
	Comparison Turnover Drawn from Residents of the Catchment Ar
	(£m, 2003 prices)
	Bridlington Town Centre
	58.86
	51.19
	Driffield Town Centre
	19.76
	17.96
	Bessingby Road Retail Park (inc B&Q Superstore), Bridlington
	7.43
	7.43
	Filey Town Centre
	3.18
	3.18
	The survey results indicate that some 57.8 per cent of the c
	The analysis set out above relates to composite market share
	Table 5.5 shows that Bridlington town centre achieves the hi
	Scarborough town centre achieves the highest clothes and sho
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	Family Entertain-ment
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	1
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Hull CC
	2
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Hull CC
	3
	Hull CC
	Driffield TC
	Driffield TC
	Driffield TC
	Bridlington Old Town
	Hull CC
	Hull CC
	4
	Hull CC
	Driffield TC
	Driffield TC
	Driffield TC
	Hull CC
	Hull CC
	5
	Hull CC
	Driffield TC
	Driffield TC
	Driffield TC
	Hull CC
	Hull CC
	6
	Scarborough TC
	Filey TC
	Filey TC
	Scarborough TC
	Scarborough TC
	Scarborough TC
	Filey TC/ Scarborough TC (=)
	Main Spend Destination (across all zones)
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Bridlington TC
	Hull CC
	Hull CC

	Conclusions on Retail and Leisure Spending Patterns
	The survey of households showed that:
	Thus, based on our health checks, our assessment of qualitat


	QUANTITATIVE RETAIL CAPACITY ANALYSIS
	Summary of Methodology and Data Inputs
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	Each of the data inputs is important, but the three particul
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