APPENDIX 1

Town Centre Health Checks —
Sudbury and Hadleigh




APPENDIX 1A

Aerial Photos of Sudbury
and Hadleigh




Sudbury: Aerial Photo Showing Urban Area and Location of Out of Town Retail Provision

" Carpetright, Halfords, Pets at Home,
Topps Tiles, Currys, Farmfoods
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Hadleigh: Aerial Photo Showing Urban Area and Location of Out of Town Buyright Superstore
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APPENDIX 1B

Town Centre Retail Activity
Maps of Sudbury and Hadleigh




Sudbury: Town Centre Activity Map (as of June 2008)

Pioo

X\ W N\ Y/ y /
A AN A% SN2
Fam=2\ ('wz}i\ AX‘Idiﬁ ) 2 QO/',) >
' k"f /// ,’/yl/' 7R \'/ "‘ £ ‘ \ S
N N, NN S
A=A O\ Y/ MISNLAIRY NP GO

PN SN S AN

DC Sy

3 & ) ////// S/
D N

Y

78

%,

o

S

Q
3

1)

Activity

. Convenience Goods
|:| Comparison Goods

S \ N
AL IR
RN 7,

Note: The town centre area shown on the map is that covered by

%)
X }‘-“S,S"'lp'\v.fe°;"€;~4/ R4

S
Q 2
N

S
S
S
S

N

S

Y A

&

[] service
. Vacant
[]Miscellaneous
m::’.‘:‘:}‘:":"_ T Lo LIl B4 Plngpon Nmerrens
i || S “ORE
0845 e016011 o
goad. saleniiuk experian com i




Hadleigh: Town Centre Activity Map (as of June 2008)
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APPENDIX 1C

Statistical Data by Town




Retail Market Overview — Sudbury

Local Economy

e Over the past decade, total employment in Sudbury increased at a faster rate than the
Retail PROMIS average; growth in total employment to 2012 is forecast to be
significantly below average.

e In 2006, the service sector accounted for 65% of total employment in Sudbury,
slightly below the Retail PROMIS average. Within this sector, ‘financial & business
services’ accounts for 16% of total employment, slightly below the Retail PROMIS
average.

e The manufacturing sector accounts for 15% of total employment — slightly above the
Retail PROMIS average.

e In March 2008, 1.4% of the workforce was unemployed, compared to the national

unemployment rate at March 2008 of 2.2%.

In-Town Retail Market

e Sudbury’s VenueScore has increased since 2004, although after a peak in 2006 it has
since fallen marginally.
e The town’s ranking has followed a similar pattern, although the marginal drop in

VenueScore in 2007 has translated to a fall in ranking of 13 places.

Figure 1 — VenueScore and Ranking:

12004 2005 [2006 2007
VENUESCORE | 56 63 74 73
UK Rank 351 | 352 | 307 | 320

Source: VENUESCORE, Javelin Group, UK Shopping Centre Index. Locations are rated using a weighted
scoring system which takes account of each location’s provision of multiple retailers and anchor store

strength.

e Based on its VenueScore, Sudbury is classified as a Major District Centre.



Figure 2 — Classification of Retail Location:

\Location Grade

VenueScore Range

Major
City
280+

Major
Regional
200-279

Regional

133-199

Sub-
Regional
95-129

65-94

Major < .
District | DS

40-64

Minor
District
25-39

Local

10-24

Number of Locations

12

33

103

90

144

245

362

1,259

Source: VENUESCORE, Javelin Group

Figure 3 - Top 20 Retailers Present in the Town Centre:

In 2007, Sudbury had a shopper population of 42,046.

Sudbury is classified by CACI as a Value Regional Town.

Consumer expenditure on comparison goods shopping in Sudbury town centre in

2007 was an estimated £117.3 million, which makes it the 253rd highest turnover

centre in GB.

In 2012, consumer expenditure on comparison goods shopping in Sudbury town

centre is anticipated to fall by £15.2 million to £102.1 million (274™ place).

Sudbury retains 8.52% of expenditure within its total catchment area.

Rank Retailer

1 BOOTS

3 ARGOS

4 WOOLWORTHS

7 WH SMITH

11 SUPERDRUG

12 LLOYDS PHARMACY
16 NEW LOOK

18 DOROTHY PERKINS

Source: Focus




Figure 4 - Top 20 Retailers Not Present in the Town Centre:

Rank Retailer

2 MARKS AND SPENCERS
5 DEBENHAMS

6 JOHN LEWIS

8 BHS

9 NEXT

10 DIXONS

13 WILKINSON

14 CO OP DEPARTMENT STORES
15 PRIMARK

17 HMV

19 ROSEBYS
20 WATERSTONES

Source: Focus

e 40% of the top 20 retailers are present in the town.

Figure 5:
Zone A Retail Rent, 1987-2008
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Figure 6 — Growth in Prime Retail Rents:
\ One Year Five Year Ten Year
Sudbury 7.7% 27.3% 40.0%
East Of England 0.8% 16.7% 37.1%
UK 1.1% 15.7% 40.8%

Source: Colliers CRE



e The prime Zone A retail rent in Sudbury is £70 psf as at May 2008 — significantly
lower than the regional and national average.

e However, over the past year the prime rent in Sudbury has grown by 7.7% - greater
than both the regional and national average of 0.8% and 1.1% respectively.

e Sudbury’s rental growth has also outperformed the East of England over a five and
ten year period, as well as the UK over a five year period. Rental growth is in line

with the national average over a ten year period.

Figure 7:
Zone A retail rent for centres with the same VenueScore as Sudbury
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Source: VENUESCORE, Javelin Group; UK Shopping Centre Index, Colliers CRE

e Figure 7 shows that of the seven retail centres in the UK that have a VenueScore of
73, Sudbury is ranked fifth highest in terms of Zone A rents in 2008. The average
rent for all seven centres is £74 psf, meaning Sudbury is currently underperforming

but that there is potential for further rental growth in the future.



Figure 8 — Street Ranking' Top Three:

Town Street \ Postcode
Sudbury North Street  CO10 1RF
Sudbury Market Hill  CO10 2EA
Sudbury East Street CO10 2TP

Source: Focus

Figure 9 — Retail Requirements for Sudbury:

Retailer Demand
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e As at October 2007, there were 20 retail requirements for Sudbury — up from 17 in
October 2006 but down on 21 in April 2007.

e Sudbury is ranked 427" in terms of retailer demand.

Street RankingsTM identifies multiples (stores with five or more locations) located on the main shopping streets of 760 major
retail towns in Great Britain. Multiples are then allocated an attraction value based on sales density and average selling area.

Using these attraction values, Street RankingsTM ranks each street, within a town centre, by the combined attractiveness of its
stores



Figure 10 — Retail Floorspace and Outlet Count for Sudbury:

Floorspace |Area Base Index No of
(sq ft) % % Outlets

Convenience
Bakers 3,900 0.95 1.01 94 4 1.79 1.95 92
Butchers 2,100 0.51 0.44 116 2 0.90 0.81 110
Greengrocers & Fishmongers 600 0.15 1.39 10 1 0.45 0.67 67
Groceries & Frozen Foods 54,500 13.26 12.15 109 6 2.69 2.92 92
Off Licences & Home Brew 2,700 0.66 0.48 137 2 0.90 0.74 122
CTN & Convenience 11,500 2.80 1.63 172 6 2.69 2.31 116
Total 75,300 18.33 17.11 107 21 9.42 9.40 100
Comparison
Footwear & Repairs 5,500 1.34 1.59 84 6 2.69 2.20 122
Mens & Boys Wear 9,500 2.31 0.94 246 4 1.79 1.12 160
Womens, Girls & Childrens 17,400 423 4.54 93 7 3.14 5.24 60
Mixed & General Clothing 14,300 3.48 5.61 62 7 3.14 347 90
Furniture, Carpets & Textiles 16,700 4.06 4.68 87 7 3.14 4.05 78
Books, Arts, Crafts, Stationers & Copying 18,200 443 3.34 133 11 4.93 421 117
Electrical, Home Ent, Telephones & Video 9,700 2.36 3.51 67 11 493 4.44 111
DIY, Hardware & Household Goods 14,500 3.53 5.09 69 8 3.59 2.90 124
Gifts, China, Glass & Leather Goods 3,800 0.92 0.90 103 4 1.79 1.70 106
Cars, Motor Cycles & Accessories 9,500 2.31 2.17 106 4 1.79 1.39 129
Chemists, Toiletries & Opticians 18,000 438 4.02 109 8 3.59 3.93 91
Variety, Department & Catalogue Showrooms 56,900 13.85 7.93 175 5 2.24 0.85 262
Florists & Gardens 2,000 0.49 0.47 103 3 1.35 1.07 126
Sports, Toys, Cycles & Hobbies 5,700 1.39 2.46 56 5 2.24 2.32 97
Jewellers, Clocks & Repairs 3,000 0.73 0.99 74 3 1.35 2.19 61
Charity, Pets & Other Comparison 10,900 2.65 2.46 108 9 4.04 3.68 110
Total 215,600 52.47 | 50.71 103 102 45.74 | 44.76 102
Service
Restaurants, Cafes, Fast Food & Take Away 34,100 8.30 9.38 88 32 14.35 14.67 98
Hairdressing, Beauty & Health 16,200 3.94 3.61 109 18 8.07 7.49 108
Launderettes & Dry Cleaners 3,900 0.95 0.48 197 1.35 1.02 132
Travel Agents 2,100 0.51 0.90 56 1.35 1.51 89
Banks & Financial Services 21,200 5.16 4.71 109 11 4.93 4.30 115
Building Societies 3,800 0.92 0.53 176 2 0.90 0.63 141
Estate Agents & Auctioneers 12,100 2.94 2.22 133 13 5.83 3.96 147
Total 93,400 22.73 | 21.83 104 82 36.77 | 33.58 109
Miscellaneous
Employment, Careers, Pos & Info 5,700 1.39 1.09 127 3 1.35 1.30 103
Vacant 20,900 5.09 9.26 55 15 6.73 10.95 61
Total 26,600 6.47 10.35 63 18 8.07 12.26 66
Centre Total 410,900 223

Source: Goad




Out-of-Town Retail Market

e There is an estimated 99,000 sq ft of retail warehouses in Sudbury and overall
provision of retail warehousing floorspace per household is below the PROMIS
average.

o Fashion/other High Street, Child/Sport and Furniture/shing goods are under-
represented in terms of provision per household. However, DIY goods are over-
represented.

e Sudbury Retail Park, owned by Resolution Properties, has seven units occupied by

the following tenants:

Carpetright
Currys
Farmfoods
Halfords
KFC

Pets at Home
Topps Tiles

O O O O O O O

e There is also a Focus on Springlands Way and a Homebase on Waldingfield Road.

Development Pipeline

e There is no new retail floorspace in the pipeline for Sudbury.

Figure 11 — Schemes in the Development Pipeline near Sudbury:

Scheme Location Size (sq ft) Status \Opening Date
arc Bury St Edmunds 265,000 Under Construction 2009
Westgate Centre Ipswich 123,000 Proposed 2011
The Mint Quarter Ipswich 525,000 Proposed 2011
Vineyard Gate Colchester 550,000 Proposed 2013

Source: Colliers CRE



CHANGE IN RETAIL POTENTIAL

Methodology

e CACI's Centre Futures model uses the retail development pipeline to re-assess the relative
attractiveness of comparison goods retail destinations across Great Britain in 2013.

e Turnover figures for 2013 are calculated by re-allocating the 2007 levels of expenditure
flowing into each centre, based on revised market share percentages. Therefore the turnover
figures in this section do not take into account any growth in expenditure levels between 2007
and 2013.

Development Pipeline

e There is no new retail floorspace in the pipeline for Sudbury or Hadleigh. Nearby schemes in

the Development Pipeline are as follows:

Opening
Scheme Location Size (sq ft) Status

Date
Cattle Market Bury St Edmunds 265,000 Under Construction 2009
Westgate Centre Ipswich 123,000 Proposed 2011
The Mint Quarter Ipswich 525,000 Proposed 2011
i i Ipswich 300,000 Proposed 2012

Gainsborough Retail Park (Out of Town Centre) p
Vineyard Gate Colchester 550,000 Proposed 2013

Source: CACI, 2008
SUDBURY

e Sudbury’s shopper population is forecast to decrease from 36,366 in 2008 to 32,090 in 2013,
a fall of 11.8%.

e The town’s estimated comparison goods turnover is predicted to decrease by £11.5 million
(12.0%) from £96.1 million in 2008 to £84.6 million in 2013. As a result of this, Sudbury will
move down the turnover ranking 21 places.

e These changes are due to Sudbury’s competitor centres improving their retail offers and

attracting a higher proportion of the available trade.

HADLEIGH

e Hadleigh’'s shopper population is forecast to decrease from 1,493 in 2008 to 1,109 in 2013, a
fall of 25.7%.

e The town’s estimated comparison goods turnover is predicted to decrease by £1.0 million
(25.0%) from £4.0 million in 2008 to £3.0 million in 2013. As a result of this, Hadleigh will
move down the turnover ranking 132 places.

e These changes are due to Hadleigh’s competitor centres improving their retail offers and

attracting a higher proportion of the available trade.

The map overleaf shows the predicted changes in comparison goods turnover and the

resulting changes in ranking for Sudbury, Hadleigh and their competitor centres (2008-2013).



Forecast Change in the Retail Potential of Centres in the Sudbury/Hadleigh Sub-Region, 2008-2013
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APPENDIX 2

The Household Survey
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BABERGH HOUSEHOLD SURVEY
(APRIL 2008)

BACKGROUND & METHODOLOGY

The client, Colliers CRE, wished to conduct a telephone shopping survey within the
Babergh District Council area. This was to establish the following:

e Where respondents go for their general non-food shopping such as clothing,
footwear and household goods.

¢ How frequently they visit their main and secondary centre.

e How their expenditure on such goods is divided between main and secondary
centres.

e Why they choose their main centres, how they travel and the length of their journey
from home.

e Similar information regarding food & grocery shopping.

A total of 600 interviews were targeted, in eight different zones, each zone defined by
Postal Geography. Interviews were conducted over a period of two weeks, between April
7" and April 25" 2008.

In order to provide meaningful and reliable data in each of the zones an equal number of
interviews (75) were allocated to each of the 8 zones. The results were then weighted, at
the analysis stage to take account of the different populations in each zone and their
importance to the overall survey area.

BEACON
RESEARCH



BABERGH SAMPLE BREAKDOWN

ZONE Popn % Achieved Weighted Weight
Sample Sample

1 16,956 12.1 75 73 0.973
2 30,709 21.9 75 131 1.746
3 19,426 13.8 75 83 1.106
4 20,254 14.4 75 87 1.160
5 7,513 5.4 75 32 0.426
6 12,292 8.7 75 52 0.693
7 21,888 15.5 75 93 1.240
8 11,561 8.2 75 49 1.530

TOTAL 140599 100 600 600 -

The sample used for making telephone calls was obtained by Beacon Research from
Datalinx, who supplied names, addresses and telephone numbers by electoral geography.

Full details of the samples achieved in each zone and the weightings subsequently applied
within the analysis, are shown in the preceding table.

The following table summaries the details of calls made and interview outcome.

Initial Sample

Completed interviews

Refusals

Wrong numbers / Unobtainable / Answer phone

No reply (after 4 calls)

Not used

Number
1500
600
72
132
247
449

%
100.0
40.0
4.8
8.8
16.5
29.9

STATEMENT OF RELIABILITY

v
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Assessment of the standard error:

1.

2,

The Babergh Household Shopping Survey has been undertaken by a series of
individual sample surveys for a combination of zones.

The results are subject to the following sampling error, of which there follows an
analysis.

The following analysis indicates the methodology used to calculate the standard
error, with the standard 95% probability of being correct. The formulae for these
calculations are as follows:

SE% = Y p%*q%
n

Where p% = sample value recorded
9% = 100% - p%
n =sample size
And where:
1.96*(SE%) = 95% probability that the correct answer lies in the range calculated.

Using the above formulae, we can predict the variation between the sample results
and the ‘true’ values from our knowledge of the size of sample on which the results
are based and the number of times that a particular answer is given. The table
below illustrates the predicted ranges for the total sample and percentage results at
the 95% confidence level.

Approximate sampling tolerances applicable to percentages at or near these levels.

Size of sample on which 10% or 20% or 30% or 40% or 50%

survey result is based 90% 80% 70% 60% t
+ + + +

600 interviews 2.40 3.20 3.66 3..92 4.00

For example, with a sample of 600 where 30% give a particular answer, the chances are
19 in 20 that the ‘true’ value (which would have been obtained if the whole population had
been interviewed) will fall within the range of + 3.66 percentage points from the sample
results.

BEACON
RESEARCH

v
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Copy of Survey Questionnaire




| Job No: GW/08/389 |l

AREA

STRICTLY CONFIDENTIAL
BEACON RESEARCH
The Resource Centre, Bridge Street, Garstang, Lancs PR3 1YB
Tel: 01995 606330 Fax: 01995 605336

BABERGH DISTRICT COUNCIL - HOUSEHOLD TELEPHONE SURVEY
ON BEHALF OF COLLIERS CRE

Name:
Address:
Postcode:
C1 Age: 16-24 1 Supervisor/Manager/Self Employed
25-34 2 Size of company
35-44 3 No. of employees
45-54 4
55-64 5 If Retired
65 + 6 Company pension—ask previous occupation
State pension only — code 5 below
C2 Sex: Male 1
Female 2 If Unemployed
Less than 2 months — ask about previous
C3 Do you have the use of a car for occupation
shopping? Over 2 months — code 6 below
Yes 1 Now Assess Social Grade
No 2 AB 1
C1 2
C4 What is the occupation of the chief C2 3
wage earner in your household? D 4
E1 (Retired) 5
Full/Part time employed 1 E2 (Unemployed) 6
Retired 2 Refused 7
Unemployed 3
C5 Day / Time of interview
Occupation
Weekday 1 Morning 1
Rank/Status Weekend 2 Afternoon 2

No. of Employees

Qualifications

Interviewer Name:

Evening 3

Date:

Interviewer Signature:




| Job No: GW/08/389 |l

Good morning/afternoon/evening, My NAME S .........ccoiiiiiiiiiiiii e

We are doing some research, on behalf of Babergh District Council, about shopping facilities and
shopping behaviour in this area and I'd like to ask you a few questions.
Are you / may | speak to the person responsible for the majority of your household shopping?

Yes 1
No 2 — CLOSE INTERVIEW

As we need to speak to people across a number of areas, could you please tell me your full
postcode?

WRITE IN POST CODE HERE

Refer to quota and check that respondent is eligible for interview — if not, thank and close.



| Job No: GW/08/389 |l

Q1a

Q1b

Q1c

Q2a

Q2b

Q2c

Can | ask you first of all, excluding Mail Order and shopping over the Internet
at which Town, Centre or Retail Park do you do most of your shopping for
non-food goods such as clothing & footwear, books, gifts and
jewellery?(SINGLE CODE

And how often do you visit................ceee. Town, Centre or Retail Park, for this
type of non-food shopping?

And excluding Mail Order and shopping over the Internet, what percentage or
proportion of your total expenditure on non-food goods such as clothing &
footwear, books, gifts and jewellery would you say that you do in
....................... Town, Centre or Retail Park?

Excluding Mail Order and shopping over the Internet what is your second
most important Town, Centre or Retail Park for non-food shopping such as
clothing & footwear, Books, gifts and Jewellery? (SINGLE CODE)

And how often do you visit..............ce.. Town, Centre or Retail Park, for this
type of non-food shopping?

And excluding Mail Order and shopping over the Internet what percentage or
proportion of your total expenditure on non-food goods such as clothing &
footwear, books, gifts and jewellery would you say that you do in
....................... Town, Centre or Retail Park?

RECORD ANSWERS BELOW & OPPOSITE — CHECK PERCENTAGES ADD TO 100% AT

Q1c/Q2c
CENTRE Q1 Q2
A | CODE FROM LIST ‘A’
Local Shops / PO 27 27
Other (Write In)
No Particular Centre / Varies 28 28
None / Don’t shop / Disabled 29 29
No Second Centre 30 30
DK/ Can’'t remember 31 31
B FREQUENCY OF VISIT
More than once a week 1 1
Once a week 2 2
2-3 times a month 3 3
Once a month 4 4
Once every 2-3 months 5 5
Once every 4-6 months 6 6
Less often 7 7
DK/ Can’'t remember / Varies 8 8
C | % In Location (Write in) % %




| Job No: GW/08/389 |l

Q3a You said that ....................... is your Town / Centre / Retail Park where you
do most of your clothing & footwear shopping. What are your reasons for
choosing that centre?

Close to home/convenient Good/Cheap Public Transport

Close to work Ease of parking

Good choice of shops/range of good stores Free/cheap parking

Good range of major stores Good quality goods/products

Pedestrianised streets/attractive environment Part of joint trip to other facility/centre

O~ WNI—~

Zlo|©|mN

Good prices/Good value for money Other (Write In)

Q3b How do you normally travel to / from this Town Centre / Retail Park? (If more
than one mode of transport used, code transport used for longest part of

journey)
Car (Driver) 1 Park & Ride 5 | Taxi 9
Car (Passenger) 2 | Walk 6 Other 10
Bus 3 | Cycle 7
Train 4 Motor Cycle 8

Q3c Where does your journey usually start from?

Home 1
Work
Other (write in)

ASK ALL SAYING HOME AT Q3c - OTHERS GO TO Q4

Q3d On average, how long does it take you to travel to this Town Centre / Retail
Park from home?

5 minutes or less 1 21 — 25 minutes 5
6 — 10 minutes 2 26 — 30 minutes 6
11 — 15 minutes 3 Over 30 minutes 7
16 — 20 minutes 4

Q4 At which Town, Centre or Retail Park do you normally undertake most of your
Christmas or other special occasion non-food shopping? (Write In)




| Job No: GW/08/389 |l

Q5a

Q5b

Q5c

Q6a

Q6b

Q6¢c

Excluding Mail Order and shopping over the Internet at which Town, Centre or
Retail Park do you do most of your shopping for bulky non-food goods such
as DIY, large electrical goods, furniture and carpets (SINGLE CODE)

And how often do you visit .......... Town, Centre / Retail Park, for your main
bulky non-food goods shopping?

And excluding Mail Order and shopping over the Internet what percentage or
proportion of your total expenditure on bulky non-food goods shopping
would you say that you do, in ........ccceeuu...eee. Town, Centre / Retail Park?

Excluding Mail Order and shopping over the Internet which is your second
most important Town, Centre / Retail Park for bulky non-food goods such as
DIY, large electrical goods, furniture and carpets? (SINGLE CODE)

And how often do you visit .......... Town, Centre / Retail Park, for your main
bulky non-food goods shopping?

And Excluding Mail Order and shopping over the Internet what percentage or
proportion of your total expenditure on bulky non-food goods shopping,
would you say that you do in ....................... Town, Centre / Retail Park?

RECORD ANSWERS BELOW & OPPOSITE — CHECK PERCENTAGES ADD TO 100%

AT Q5c / Q6¢c
CENTRE Q5 Q6
A | CODE FROM LIST ‘A’
Local Shops / PO 27 27
Other (Write In)
No Particular Centre / Varies 28 28
None / Don’t shop / Disabled 29 29
No Second Centre 30 30
DK/ Can’'t remember 31 31
B FREQUENCY OF VISIT
More than once a week 1 1
Once a week 2 2
2-3 times a month 3 3
Once a month 4 4
Once every 2-3 months 5 5
Once every 4-6 months 6 6
Less often 7 7
DK/ Can’'t remember / Varies 8 8
C | % In Location (Write in) % %
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Q7a You said that, ............ is the Town, Centre /Retail Park, where you do most of your
bulky non-food goods shopping? What is your main reason for choosing that
Centre?

Close to home/convenient Good/Cheap Public Transport

Close to work Ease of parking

Good choice of shops/range of good stores Free/cheap parking

Good range of major stores Good quality goods/products

Zlo|©|mN

Pedestrianised streets/attractive environment Part of joint trip to other facility/centre

O~ WNI—~

Good prices/Good value for money Other (Write In)

Q7b How do you normally travel to / from this Town, Centre / Retail Park? (If more
than one mode of transport used, code transport used for longest part of

journey)
Car (Driver) 1 Park & Ride 5 | Taxi 9
Car (Passenger) 2 | Walk 6 Other 10
Bus 3 | Cycle 7
Train 4 | Motor Cycle 8
Q7c Where does your journey usually start from?

Home 1 (Go to Q7d)

Work 2 (Go to Q8a)

Other (write in) (Go to Q8a)

Q7d On average, how long does it take you to travel to this Town, Centre / Retail
Park from home?

10 minutes or less 1 41 — 50 minutes 5
11 — 20 minutes 2 51 — 60 minutes 6
21 — 30 minutes 3 Over 60 minutes 7
31 — 40 minutes 4
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Q8a At which store and centre do you usually do most or all of your main food and
grocery shopping? (Store and Centre needed - Single code)

Q8b And when during the week, would you normally shop at your main food
store?

Q9 And at which Store and Centre do you usually do your remaining top-up food
and grocery shopping? (Store and Centre needed)

RECORD ANSWER BELOW AND OPPOSITE

STORE / CENTRE Q8 Q9
Main Store/ Second
Centre Store/ Centre

A | CODE FROM LIST ‘B’

Local shops / PO 80 80
Other (Write In)

None / No particular store / Varies 81 81
None / Don’t shop / Disabled / Someone else shops 82 82
No second Store 83 83
DK/ Cant remember / No reply 84 84

B WHEN SHOP Q8b

Weekdays (Mon- Fri) Daytime 1 1

Weekdays (Mon — Fri) Evening 2 2

Saturday 3 3

Sunday 4 4

Varies / No particular time 5 5

Q10a On average, how much in total do you and your household spend on food and
groceries each week?

Q10b And how much on average do you spend on food and groceries each week in
your main food store?

RECORD BELOW £ p

(a) Total weekly total expenditure

(b) * Main’ store weekly total expenditure

(c) ‘Top up’ store weekly food expenditure
[NOTE: (c) is calculated as (a - b)]
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Q11a You said that................ is your main store for food/grocery shopping. How
often do you visit that store for food and grocery shopping?

Three times a week or more often 1
Twice a week

Once a week

Once a fortnight

Once a month

Once every two months

Less often

NOoO OO WN

Q11b What is the main reason why you and your household choose to shop at the
store where you do your main food / grocery shopping? (SINGLE CODE)

Close to home / convenient 1 Wide choice of goods / products 6
Close to work 2 Close to other shops 7
Ease of parking 3 Good prices/value for money 8
Free / cheap parking 4 Good quality goods / products 9
Good / cheap public transport 5

Other (WRITE IN) 10

Q11c How do you normally travel to / from this store? (If more than one mode of
transport used, code transport used for longest part of journey)

Car (Driver) 1 Walk 6
Car (Passenger) 2 Cycle 7
Bus 3 Motor Cycle 8
Train 4 Taxi 9
Park & Ride 5 Other 10

Q11d Where does your journey usually start from?

Home 1 (Go to Q11e)
Work 2 (Go to Q12a)
Other (write in) (Go to Q12a)

Q11e On average, how long does it take you to travel to this Store from home?

10 minutes or less 1 41 — 50 minutes 5
11 — 20 minutes 2 51 — 60 minutes 6
21 — 30 minutes 3 Over 60 minutes 7
31 — 40 minutes 4
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Q12a When you do your main food and grocery shopping at.............ccccvviinennns do
you or your household usually visit any other shops/service outlets in the
same area as part of that trip?

Yes 1 (Ask Q12b — Q12d)
No 2 (Go to Q13)

Q12b-Q12d ONLY ASK IF Q12a=1

Q12b Which townlicentre is this? (\Write In)

Q12c And do you drive to the other shopsiservice outlets, or walk or use
another form of transport?

Drive 1 Taxi 4
Walk 2 Other Form of Transport 5
Bus 3

Q12d And what other shopsiservices do you normally visit (MULTI-CODE)

Financial outlets (eg Banks, Building Societies)
Professional Services (eg Solicitors, Accountants)

Post Office

Cafe/Restaurant/Pub/Take-Away

Specialist food shops (eg Baker, Greengrocer, Butcher)
Chemist

Newsagents/Confectioners/Tobacconists

Fashion Shops (eg for clothing, footwear etc)

Charity Shops
Department/Variety Store
Other type of shop (WRITE IN)

QOWwoo~NOOTGOPRWN-=-

—

Q13a From what you know about Sudbury Town Centre how would you describe
the food shopping in the Town Centre, in terms of the balance between large
and small shops? (READ OUT)

Too many small shops/not enough large stores
Too many large stores/not enough small shops
About right
Don’t know

AOWON-

Q13b From what you know about Sudbury Town Centre how would you describe
the non food shopping in the Town Centre, in terms of the balance between
large and small shops? (READ OUT)

Too many small shops/not enough large stores
Too many large stores/not enough small shops
About right
Don’t know

RON -
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Q13c What other major change, if any, would you like to see in Sudbury Town
Centre for you and your household to visit it more often for shopping?

(SINGLE CODE ONLY)

None / Quite happy 1 Better security / Make the centre safer 13

None / DK/ Can't think of any 2 | A bigger / better weekly market 14

More car parking 3 | Make Centre more attractive (e.g. better shop | 15
fronts, planting, paving etc.)

More covered shopping opportunities 4 | More / better signage 16

Wider variety of stores 5 | More / better information displays 17

Better quality stores / Goods 6 | Less traffic congestion 18

More / better places to eat or drink 7 | More Pedestrianisation 19

More / better toilets 8 | More Street entertainment / More things 20
going on

More / better parking facilities 9 | More shops open on Sunday 21

Better public transport 10 | More shops open in the evenings 22

Be_tter cleanliness / Make the centre 11 Other (Write In)

tidier

Cleaner air / Less traffic pollution 12

Q14a From what you know about Hadleigh Town Centre how would you describe
the food shopping in the Town Centre, in terms of the balance between large
and small shops? (READ OUT)

Too many small shops/not enough large stores
Too many large stores/not enough small shops
About right
Don’t know

B WON -

Q14b And from what you know about Hadleigh Town Centre how would you
describe the non food shopping in the Town Centre, in terms of the balance
between large and small shops? (READ OUT)

Too many small shops/not enough large stores
Too many large stores/not enough small shops
About right
Don’t know

A OON -
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Q14c What other major change, if any, would you like to see in Hadleigh Town
Centre for you and your household to visit it more often for shopping?

(SINGLE CODE ONLY)

None / Quite happy 1 Better security / Make the centre safer 13

None / DK / Can’t think of any 2 | A bigger / better weekly market 14

More car parking 3 | Make Centre more attractive (e.g. better shop | 15
fronts, planting, paving etc.)

More covered shopping opportunities 4 | More / better signage 16

Wider variety of stores 5 | More / better information displays 17

Better quality stores / Goods 6 | Less traffic congestion 18

More / better places to eat or drink 7 | More Pedestrianisation 19

More / better toilets 8 | More Street entertainment / More things 20
going on

More / better parking facilities 9 | More shops open on Sunday 21

Better public transport 10 | More shops open in the evenings 22

Better cleanliness / Make the centre 11 | Other (Write In)

tidier

Cleaner air / Less traffic pollution 12

Q15a Do you ever use the Internet, Television or mail order for shopping?

Yes
No

1 (Go to Q15b)
2 Close

Q15b What kinds of goods do you buy from these sources?

Food / Groceries

Non food such as clothing and gifts

Bulky non food goods

1
2
3

COMPLETE CLASSIFICATION - THANK RESPONDENT
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BABERGH DISTRICT RETAIL STUDY
HOUSEHOLD TELEPHONE SURVEY
KEY RESULTS: CONVENIENCE GOODS SHOPPING

The household telephone survey was carried out during April/May, 2008.

In total 600 interviews were carried out over 8 zones.

33.1% of interviewees were male and 66.9% were female.

The majority of people were in the 65+ age group (48.3%), the next two highest being 55-64
years (21.3%) and 45-54 years (14.2%).

Figure 1 — Age Distribution
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Sample size: 600 respondents.

e 56.1% of respondents were retired and unemployed, while 33.2% were workers (Figure 2).
e The respondent was the person responsible for the majority of the household shopping.

Figure 2 — Employment Status

10.8%

[m Full/Part-time ® Retired 0 Unemployed @ Refused|

Sample size: 600 respondents.

e Interms of social grades, it can be seen that the most common grade for respondents was
the E1 bracket, retired (40.7% of total) — see Figure 3 overleaf.
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Figure 3 — Social Grades by Gender
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Sample size: 600 respondents.

e In all zones, apart from Zones 1 and 2, the survey shows that households tend to do their
main food shopping during the day on weekdays, this being most popular in Zone 7 with
83.3%.

e For Zones 1 and 2 most respondents (36.2% and 48.3% respectively) do not shop at a
particular time and are more varied.

e Table 1 shows the results for the more popular stores' among respondents. The majority fit
the same pattern as the zonal results, with most stores attracting shoppers during weekday
daytimes. However, for Tesco Sudbury shoppers tended to be more varied on when they
visited.

Table 1 — Filtered Results — When Do You Do Your Main Food Shop by Store

Weg:;jay Vgs:::?nag Saturday Sunday Varies
Hadleigh Co-op 66.7% 0% 19% 0% 14.3%
Sudbury Aldi 63.6% 27.3% 0% 0% 18.2%
Sudbury Somerfield 76.9% 7.7% 0% 0% 15.4%
Sudbury Tesco 37.6% 25.8% 19.4% 5.4% 12.9%
Sudbury Waitrose 57.5% 7.5% 15% 2.5% 17.5%

e Linked to the subject of when people shop is how frequently they visit their main food store.
Overall most respondents said that they visit their main store once a week (55.6%). This was
the same for all zones apart from Zone 1 and 2 where more people shop twice a week
(56.3% and 38% respectively).

e The results for popular stores against frequency of shop are broadly similar, with the majority
of people visiting once a week, reaching as high as 86.7% for Somerfield in Sudbury.

e Table 2 overleaf shows the reason for choosing main food store by filtered popular store. It
can be seen that convenience is the most important factor for the majority of respondents.

' The results have been filtered to include only those stores in Sudbury and Hadleigh with more than 10 responses. This filter has
also been applied elsewhere in the report where popular shops are discussed.
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Table 2 — Filtered Results — Reason for Choosing Main Food Store by Store

Hadleigh Sudbury Sudbury Sudbury Sudbury
Co-op Aldi Somerfield Tesco Waitrose

Convenient 35% 92.3% 82.3% 91.1% 72.8%
Close to Work 3.3% 0% 0% 0.4% 7.8%
Easy Parking 3.3% 0% 2.9% 0.9% 0%
Wide Choice o 5 5 o o
of Goods 13.3% 3.9% 0% 2% 4.4%
Close to Other 0% 0% 0% 0% 0%
Shops
Good Prices 9.9% 3.9% 0% 2.9% 0%
Cualtty of 0% 0% 0% 0% 4.8%
Other 31.9% 0% 2.9% 1.6% 10.2%
No Reason 3.3% 0% 11.9% 1.1% 0%

e The vast majority of respondents have the use of a car for shopping (74.3%), while men
have greater access to a car than women (see Figure 4a and 4b).

Figure 4a and 4b — Car Use for Main Food Shopping by Gender

Females

Males

Sample size: 600 respondents.

e The high percentage of people who use a car for shopping is reflected by the results for the
mode of travel to main food store. Combined car travel accounts for 83% of trips, while
10.9% walk, and 4.5% use the bus.

e When combined car travel is analysed by zone (Figure 5 overleaf) it can be seen that a
number of zones (Zones 2, 4 and 6) have lower than average car usage.

e Respondents in Zone 4 are less likely to travel by car (78%), possibly because they are
closer to larger food stores already.

e This notion of closeness to stores is also shown when looking at popular stores and mode of
travel. In this instance the smaller stores in the town centres have higher levels of walk in
shoppers compared to the out of town Tesco at Sudbury, for example.
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Figure 5 — Car as Mode of Travel to Main Food Store by Zone
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Sample size: 548 respondents.

e For all zones and popular stores, the vast majority of respondents trips to their main food
store, originated from home (90% and over in all zones).

e The overall mean journey time to main food store was 13 minutes. When broken down by
zone, the highest mean was 18 minutes for Zone 5 and the lowest was 7 minutes for Zone 4,
which covers Sudbury (Figure 6).

Figure 6 — Mean Journey Time in Minutes to Main Food Store by Zone

Sample size: 521 respondents. Zane

e When asked whether they combined main food shopping with other shops/services, the
majority of respondents (70.1%) said that they did not. This was consistent across all zones,
however, respondents in Zone 6 were the most likely (47.8%) to combine trips.

e By far the most popular centre to visit on a linked trip was Sudbury (Figure 7) reflecting its
dominance for main food shopping.
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Figure 7 — Towns Respondents Combined Food Shopping With
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Sample size: 138 respondents.

e The results for popular stores in Table 3 indicate that respondents tend to combine trips with
the centres they are already visiting for food shopping (i.e. most linked trips are very
localised).

Table 3 — Filtered Towns Respondents Combined Food Shopping With by Store

Hadleigh Co-op Sudbury Somerfield Sudbury Tesco Sudbury Waitrose

Sudbury 71% 100% 100% 100%

Hadleigh 92.9% 0% 0% 0%

e The types of other shops or services visited by respondents on a linked main food shopping
trip are listed in Table 4.

e Services feature quite prominently in the top five, with financial outlets and post office the top
two.

Table 4 — Type of Other Shop / Service Outlet Visited

Outlet Number %
Financial Outlets 60 18.6%
Post Office 56 17.4%
Specialist Food Shops 48 14.9%
Other Type of Shop 40 12.4%
Department / Variety Store 29 9.0%
Chemist 28 8.7%
Café / Restaurant / Pub / Take-Away 20 6.2%
Charity Shops 13 4.0%
Fashion Shops 12 3.7%
Newsagents / Confectioners / Tobacconists 12 3.7%
Library 4 1.2%
Professional Services 0 0.0%

Sample size: 164 respondents with multiple codina.
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e Perhaps unsurprisingly, the mode of travel to other shops/services on a linked trip (Figure 8)
shows a far higher proportion of people walking than for mode of transport to their main food
store (68%). As these are combination trips, shoppers appear much more likely to drive to
just one location and then walk to their other shops/services.

Figure 8 — Mode of Travel to Other Shops / Service Outlets on a Linked Trip

Sample size: 149 respondents.

e Tables 5 and 6 summarise the perceptions of all respondents (base) vs respondents living
in the local zone, when asked about the balance between large and small food shops in town

centres.

e Table 5 shows that the vast majority of Sudbury residents (96%), and the wider base (96%),
think that the balance between shops in Sudbury is just right. A small number of residents
would like to see more larger shops (4%).

e Residents views in Hadleigh (Table 6) differ slightly. Again the majority of residents (75%)
think the balance is about right. However, compared to Sudbury, more of the local population
are unsure about the balance between large and small food stores. 15% of residents would
like to see more bigger stores while 10% would like to see more smaller stores.

Table 5 — Views on Balance Between Small and Large Food Stores in Sudbury

|0 Drive W Walk mBus]

Base Sudbury
Too Many Small Shops 2% 4%
Too Many Large Shops 2% 0%
About Right 96% 96%

Table 6 — Views on Balance Between Small and Large Food Stores in Hadleigh

Base Hadleigh
Too Many Small Shops 11% 15%
Too Many Large Shops 3% 10%
About Right 86% 75%
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e The majority of Sudbury and Hadleigh residents do not want to see any changes to their
town centres (42.7% and 40% respectively) (Figure 9 and 10.

e However, of those households that do want to see changes to encourage them to visit their
town centres more often, the most popular named change for both Sudbury (13.3%) and
Hadleigh (14.8%) was a wider variety of stores.

Figure 9 — What Changes Would Encourage Sudbury Zone Residents To Visit Sudbury
Town Centre

None

Other
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Sample size: 86 respondents.

Figure 10 — What Changes Would Encourage Hadleigh Zone Residents To Visit Hadleigh
Town Centre
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Wider Variety of Stores

More Parking

Less Traffic Congestion
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Sample size: 53 respondents.
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BABERGH DISTRICT RETAIL STUDY
HOUSEHOLD TELEPHONE SURVEY
KEY RESULTS: NON BULKY AND BULKY GOODS SHOPPING

The household telephone survey was carried out during April/May, 2008.

In total 600 interviews were carried out over 8 zones.

33.1% of interviewees were male and 66.9% were female.

The majority of people were in the 65+ age group (48.3%), the next two highest being 55-64
years (21.3%) and 45-54 years (14.2%).

Figure 1 — Age Distribution
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Age Grouping

e 56.1% of respondents were retired and unemployed, while 33.2% were workers (Figure 2).
e The respondent was the person responsible for the majority of the household shopping.

Figure 2 — Employment Status

10.8%

[m Full/Part-time ® Retired 0 Unemployed @ Refused|

Sample size: 600 respondents.

e Interms of social grades, it can be seen that the most common grade for respondents was
the E1 bracket, retired (40.7% of total) — see Figure 3 overleaf.
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Figure 3 — Social Grades by Gender
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Sample size: 600 respondents.

e Once a month was the most popular frequency by which respondents from all zones (apart
from Zone 1) visited their main centre for non bulky comparison goods (see Table 1).

e Visits to centres for bulky comparison goods were more varied. For the majority of zones the
most popular response was once every 2-3 months or less often. The two exceptions were
Zone 1 and Zone 2 where the most popular response was once a month (Table 2 overleaf).

Table 1 — Frequency of Visiting Main Centre For Non Bulky Comparison Goods by Zone

More than 0% 4.2% 0% 0% 4.6% 3.6% 0% 0%
once a week

Once a week 6.6% 12.5% 0% 1.4% 16.9% 9.1% 6.3% 2.9%

2-3 times a

month 37.7% 25% 31.9% 29% 20% 12.7% | 11.1% | 20.3%

Once amonth | 31.1% | 37.5% 50% 49.3% | 29.2% | 29.1% | 25.4% | 34.8%

Onceevery2- | oo | 167% | 13.9% | 203% | 92% | 18.2% | 254% | 14.5%

3 months
o?&ﬁﬁ;ﬁ 1 66% | 21% | 42% 0% 16.9% | 16.4% | 17.5% | 13%
Less Often 0% 0% 0% 0% 15% | 10.9% | 14.3% | 11.6%
Varies 0% 2% 0% 0% 1.7% 0% 0% 2.9%
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Table 2 — Frequency of Visiting Main Centre For Bulky Comparison Goods by Zone

1 2 3 4 5 6 7 8
More than 0% 4.0% 1.7% 0% 1.8% 0% 0% 0%
once a week
Onceaweek | 0% | 10.4% | 0% | 2% | 54% | 48% | 22% | 0%
2-3tmesa | 3509, | 18.8% | 1.7% | 41% | 107% | 7.1% | 0% 0%
month .J70 .07 [ 70 170 [ 70 - 170 o o

Once a month 40% 39.6% | 25.9% | 24.5% 71% 9.5% 6.7% 8.1%

Onceevery2- | o550, | 20.8% | 46.6% | 38.8% | 14.3% | 95% | 4.4% | 16.1%

3 months
O':S‘:;ﬁﬁ;‘; 1 36% | 42% | 207% | 14.3% | 26.8% | 42.9% | 11.1% | 24.2%
Less Often 0% 2% 3.4% | 143% | 304% | 26.2% | 75.6% | 48.4%
Varies 0% 0% 0% 2% 3.5% 0% 0% 3.2%

e Interms of choosing a main centre, the most popular reasons were the same for both non
bulky and bulky comparison goods. Convenience was by far the biggest factor with 77.2%
for non bulky comparison goods shopping and 80.9% for bulky comparison goods shopping.

e Among the lower percentage answers close to work was higher for non bulky comparison
goods (1.6%) while ease of parking was higher for bulky comparison goods (1.2%).

e The vast majority of respondents have the use of a car for shopping (74.3%), while men
have greater access to a car than women (see Figures 4a and 4b).

Figure 4a and 4b — Car Use for Shopping by Gender

Males Females

Sample size: 600 respondents.

e The high percentage of people who use a car for shopping is reflected by the results for the
mode of travel to main centres for non bulky and bulky comparison goods.

e For non bulky goods, car travel accounts for 74.4% of trips, followed by bus travel with
13.8% and walking with 6.4%.

e For bulky goods, car travel accounts for 86.5% of trips, again followed by bus travel with
5.8% and walking with 5.1%. It is unsurprising that car travel is more popular as the main
mode of transport for bulky comparison goods shopping.
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e When car travel is analysed by zone (Figures 5a and 5b) it can be seen that car usage is
lower for a number of zones (Zones 2, 4, 6 and 7 for non bulky comparison goods and
Zones 2 and 7 for bulky comparison goods).

Figure 5a and 5b — Car as Mode of Travel to Main Non Bulky and Bulky Comparison
Goods Centre by Zone

Non Bulky Bulky
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Sample size: 520 respondents. Sample size: 447 respondents.

e For all zones and both types of comparison goods shopping, the vast majority of
respondents trips to their main centres originated from home — 97.4% for non bulky
comparison goods and 99.4% for bulky goods.

e The overall mean journey time from home to both main non bulky and bulky comparison
goods centre was 17 minutes. When broken down by zone, the highest mean for non bulky
goods was 25 minutes for Zone 6 and the lowest was 13 minutes for Zone 4. For bulky
goods the highest was 20 minutes for Zone 1 and the lowest was 8 minutes for zone 4
(Figure 6a and 6b).

Figure 6a and 6b — Mean Journey Time in Minutes to Non Bulky and Bulky Comparison
Goods Centre by Zone
Non Bulky Bulky
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Sample size: 506 respondents. Sample size: 446 respondents.

e Tables 3 and 4 overleaf summarise the perceptions of all respondents (base) vs
respondents living in the local zone, when asked about the balance between large and small
non food shops in town centres.

e Table 3 shows that the vast majority of Sudbury households (75%), and the wider base
(89.5%), think that the balance between large and small shops in Sudbury is just right.
However, a number of households would like to see more larger shops (21%).

e Household views in Hadleigh (Table 4) are similar. Again the majority of local households
(74%) think the balance is about right although a significant minority of households would
like to see more large shops (17%).
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Table 3 — Views on Balance Between Small and Large Non-Food Stores in Sudbury

Base Sudbury Zone
Too Many Small Shops 9% 21%
Too Many Large Shops 1.5% 4%
About Right 89.5% 75%

Table 4 — Views on Balance Between Small and Large Non-Food Stores in Hadleigh

Base Hadleigh Zone
Too Many Small Shops 10% 17%
Too Many Large Shops 3% 9%
About Right 87% 74%

e The majority of Sudbury and Hadleigh households do not want to see any changes made to
their town centres (42.7% and 40% respectively) (Figures 7 and 8).

e However, of those households that do want to see changes to encourage them to visit their
town centres more often, the most popular named change for both Sudbury (13.3%) and
Hadleigh (14.8%) was a wider variety of stores.

Figure 7 — What Changes Would Encourage Sudbury Zone Residents To Visit Sudbury
Town Centre More Often
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Sample size: 86 respondents.

Figure 8 — What Changes Would Encourage Hadleigh Zone Residents To Visit Hadleigh
Town Centre More Often
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APPENDIX 2D

Summary of Market Data by
Centre/Zone




NON-BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)
Centre Zone 1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone8

Hadleigh 00% | 00% | 39% | 00% | 12% | 58% | 00% | 00%

Bluewater - Shopping Centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree 1.5% 8.9% 0.0% 0.3% 0.4% 0.0% 0.0% 0.0%
Bramford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 6.5%
Bury St Edmunds 28.0% 0.0% 35.3% 3.4% 2.7% 2.0% 0.8% 4.0%
Cambridge 8.1% 0.0% 2.0% 0.3% 0.2% 0.0% 0.0% 1.0%
Chelmsford 0.0% 1.8% 0.0% 0.0% 1.0% 0.0% 0.0% 0.0%
Clacton-on-Sea 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester 3.1% 32.1% 7.0% 19.6% 42.5% 7.7% 11.9% 0.7%
Colchester - Stanway Retail Park 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Felixstowe 0.0% 0.0% 0.0% 0.0% 0.0% 3.6% 1.6% 0.0%
Freeport 0.0% 0.0% 0.3% 0.3% 0.6% 0.0% 0.0% 0.0%
Halstead 4.6% 32.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill 18.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Henley 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.6% 0.0%
Ipswich 3.1% 0.0% 6.3% 12.5% 7.9% 67.2% 76.8% 58.7%
London (Central / West End) 0.0% 0.0% 2.2% 0.3% 5.9% 3.9% 2.7% 0.0%
Manningtree 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.8% 0.0%
Needham Market 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket 0.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Norwich 0.0% 0.0% 1.1% 11% 0.0% 0.3% 0.0% 1.5%
Other 0.0% 0.0% 0.4% 0.0% 0.0% 1.5% 2.4% 0.0%
Saffron Waldon 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sproughton 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.6% 0.0%
Stowmaket 0.0% 0.0% 9.8% 0.0% 0.0% 1.0% 0.0% 26.9%
Thetford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Thurrock / Lakeside - Shopping Centre 0.0% 0.9% 0.0% 1.4% 0.0% 0.0% 0.0% 0.0%

Woodbridie 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.7%




BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)
Centre Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

Hadleigh 0.0% 0.0% 8.3% 0.0% 4.6% 15.6% 0.0% 0.0%

Bluewater - Shopping Centre

Braintree 1.6% 6.0% 1.4% 0.0% 0.0% 0.0% 0.0% 0.0%
Bramford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 6.1%
Bury St Edmunds 30.6% 1.7% 22.9% 0.4% 0.0% 2.9% 0.0% 3.1%
Cambridge 3.5% 0.0% 0.3% 0.0% 0.0% 0.0% 0.0% 0.3%
Chelmsford 0.0% 1.7% 0.0% 0.0% 1.1% 0.0% 0.0% 0.0%
Clacton-on-Sea 0.0% 0.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester 1.6% 34.1% 0.3% 5.1% 44.9% 9.0% 15.7% 0.0%
Colchester - Stanway Retail Park 0.0% 0.0% 0.0% 0.0% 3.2% 0.0% 0.0% 0.0%
Felixstowe 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Freeport 0.0% 1.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead 6.3% 35.6% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill 19.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Henley 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich 1.6% 0.0% 4.0% 4.5% 6.3% 44.8% 39.3% 25.5%
London (Central / West End) 1.6% 0.0% 0.0% 0.0% 1.9% 0.0% 0.0% 0.0%
Manningtree 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Needham Market 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.1% 0.0%
Newmarket 0.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Norwich 0.0% 0.0% 0.0% 0.0% 0.9% 0.0% 2.3% 0.8%
Other 0.0% 0.8% 0.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Saffron Waldon 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sproughton 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmaket 0.0% 0.0% 6.2% 0.0% 0.0% 1.4% 0.0% 30.3%
Thetford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Thurrock / Lakeside - Shopping Centre 0.0% 0.0% 0.0% 0.0% 1.4% 0.8% 0.0% 0.0%
Woodbridge 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%




CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)

Centre Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8
Hadleigh - Coop 0.0% 0.0% 0.2% 0.4% 1.1% 38.1% 2.5% 0.0%
Hadleigh - QD Buyright 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Hadleigh - Other 0.0% 0.0% 1.9% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL HADLEIGH 0.0% 0.0% 2.1% 0.4% 1.1% 38.1% 2.5% 0.0%
Sudbury - Aldi 0.6% 3.8% 1.2% 5.8% 1.1% 0.0% 0.0% 0.0%
Sudbury - Co-op 0.7% 0.0% 0.0% 0.8% 0.0% 0.0% 0.0% 0.0%
Sudbury - Farm Foods Freezer Centre 0.0% 0.0% 0.0% 0.5% 0.0% 0.0% 0.0% 0.0%
Sudbury - M&S Simply Food 0.0% 1.1% 0.0% 2.5% 0.9% 0.0% 0.0% 0.0%
Sudbury - McColls 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sudbury - Roys of Wroxham 0.0% 0.0% 0.0% 0.4% 1.1% 0.0% 0.0% 0.0%
Sudbury - Somerfield 0.0% 1.9% 0.4% 11.1% 1.6% 0.0% 0.0% 0.0%
Sudbury - Tesco, Springlands Way 19.1% 5.6% 30.1% 46.1% 21.9% 4.1% 0.0% 0.0%
Sudbury - Waitrose 4.5% 13.4% 9.6% 17.4% 18.9% 1.1% 0.0% 0.0%
Sudbury - Other 0.0% 7.6% 0.0% 0.0% 2.6% 0.0% 0.0% 0.0%
TOTAL SUDBURY 25.0% 33.4% 41.3% 84.7% 48.1% 5.2% 0.0% 0.0%
Great Cornard - Co-op 0.0% 0.5% 0.0% 3.4% 0.0% 0.0% 0.0% 0.0%
Great Cornard - Martins 21% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Great Cornard - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL GREAT CORNARD 2.1% 0.5% 0.0% 3.4% 0.0% 0.0% 0.0% 0.0%
Lavenham - Co-op 0.0% 0.0% 4.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Lavenham - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LAVERHAM 0.0% 0.0% 4.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Long Melford - Co-op 0.0% 0.0% 2.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Long Melford - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LONG MELFORD 0.0% 0.0% 2.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Capel St Mary - Co-op 1.0% 0.0% 0.0% 0.0% 0.0% 0.9% 3.2% 0.0%
Capel St Mary - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.2% 0.0%
TOTAL CAPEL ST MARY 1.0% 0.0% 0.0% 0.0% 0.0% 0.9% 3.4% 0.0%
Ipswich - Tesco Extra, Copdock Interchange 0.0% 0.0% 2.0% 0.0% 0.0% 14.1% 35.1% 0.0%
TOTAL COPDOCK MILL 0.0% 0.0% 2.0% 0.0% 0.0% 14.1% 35.1% 0.0%
Local Shops / PO 11.5% 4.8% 16.9% 4.7% 13.0% 13.6% 0.0% 0.3%
TOTAL LOCAL 11.5% 4.8% 16.9% 4.7% 13.0% 13.6% 0.0% 0.3%
Braintree - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree - Sainsbury 0.8% 3.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree - Somerfield 0.0% 0.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree - Tesco 1.6% 5.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bramford - Coop 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 2.1%
Bramford - Morrisons 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 2.2%
Bramford - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.2%
Bramford - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.7%
Brantham - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.6% 0.0%
Brantham - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Somerfield 0.6% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Tesco 14.8% 0.0% 1.9% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Waitrose 2.2% 0.0% 2.1% 0.0% 0.0% 0.0% 3.2% 0.0%
Bury St Edmunds - Other 0.0% 0.0% 0.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Sainsbury 4.5% 0.0% 12.7% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Aldi 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Asda 0.8% 8.4% 0.0% 4.6% 12.5% 0.0% 0.0% 0.0%
Colchester - Other 0.0% 0.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Sainsbury 0.0% 3.1% 0.0% 0.0% 5.7% 0.0% 0.0% 0.0%
Colchester - Somerfield 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Express, Bromley Road 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Express, Crouch Street 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Express, St Johns 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Extra 0.0% 1.4% 0.0% 0.0% 16.5% 0.7% 14.1% 0.0%
Colchester - Tesco, Greenstead Road 0.0% 0.0% 0.0% 2.3% 0.0% 0.0% 0.0% 0.0%
Dedham - Co-op Local 0.0% 1.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.9%
Dedham - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Diss - Morrisons 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Diss - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Diss - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Earls Colne (any) 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
East Bergholt - Budgens 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 3.8% 0.0%
East Bergholt - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Glemsford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead - Co-op / Solar Supermarket 3.1% 23.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead - Somerfield 1.4% 8.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill - Aldi 4.3% 1.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%




Haverhill - Sainsbury 23.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill- Other 0.0% 1.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Holbrook - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 3.2% 0.0%
Holbrook- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Sainsbury, town centre / Upper Brook Street 0.0% 0.0% 0.0% 0.0% 0.0% 0.1% 0.0% 1.4%
Ipswich - Aldi, Hines Road 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Aldi, Meredith Road 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Asda, Whitehouse / Bury Road 0.0% 0.0% 1.2% 0.0% 1.4% 6.4% 5.5% 14.2%
Ipswich - Co-op, Pinewood 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Co-op, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3%
Ipswich - Iceland, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Lidl, Ravenswood 0.0% 0.0% 0.0% 0.0% 0.0% 1.4% 0.0% 0.0%
Ipswich - Lidl, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.2% 0.0%
Ipswich - M&S, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.1% 0.0%
Ipswich - Morrisons, Sproughton Road 0.2% 0.0% 0.0% 0.0% 0.0% 6.9% 12.9% 24.0%
Ipswich - Sainsbury, Hadleigh Road 0.0% 0.0% 0.0% 0.0% 1.7% 12.6% 5.3% 6.3%
Ipswich - Sainsbury, Warren Heath 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.9% 0.0%
Ipswich - Tesco Express, Westbourne 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Tesco Extra, Martlesham Heath 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Tesco Metro, Kesgrave 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 3.9%
Ipswich- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.4%
Maningtree- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Manningtree - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 7.4% 0.0%
Manningtree - Tesco Express 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Midenhall - Sainsbury 0.0% 1.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Mildenhall- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Needham Market - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.0%
Needham Market- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket - Waitrose 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Other 3.0% 2.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Saffron Walden - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.5%
Saffron Walden - Waitrose 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Saffron Waldron- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sibble Hedingham- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sible Hedingham - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket - Aldi 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket - Co-op, Combs Lane 0.0% 0.0% 0.2% 0.0% 0.0% 0.0% 0.0% 0.6%
Stowmarket - Lidl 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 17.3%
Stowmarket - Waitrose 0.0% 0.0% 1.8% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket- Asda 0.0% 0.0% 11.1% 0.0% 0.0% 0.0% 0.0% 11.6%
Stowmarket- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 10.1%
West Bergholt - Co-op Local 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
West Bergholt- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL OUTSIDE BABERGH DISTRICT 60.5% 61.2% 31.2% 6.9% 37.8% 28.1% 59.0% 99.7%
TOTAL 100.00% | 100.00% | 100.00% | 100.00% | 100.00% | 100.00% | 100.00% | 100.00%
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1. Estimating consumer spending on
retail goods
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! Euishowaar Syleen o Socoavs 1195 (o F 5475 oas 1A ™% #as alsa Ibe case a1l prewsous deficlions of

CAP AUl SpEning

ri..F: Experian- 1



Ratal Franner Briafing Male b1

arnemmadation, catenng artd iravel sasaees ook, on the Basis of Tnpot-Output 1akles and he
frtarnaticesl faggenger Surqay, wa astimate thal =ome 25 per cani of this iz sparl on ratail
gocds, Table 1.1 shows this 25l male broken dowen by coarsa catogeny ard Table 1.2 shaes the
full, inm calegory daail.

Wl i 5 gorcaing spending. sl ol whieh inds 15 way into LK sebal autlets (ralrer Ihan nto
speaal inems of irading ), we have separated it col frarm the resdent 1olais. This is becausa
mos spendng by foreigners takes placse around tounst cantres and cannd ba sllecatad o small
araas on tha basis of populalion and socio-econamic ik as lor reskdanis.”

Mgle thald |k current verson of Beiail Planrner covees spureding by rosidants in Lhe WK 1] dees
ek iewchucles any eslenales of sokail soond by fueiges in looal sweas, AlRaugh wlorm atan an ths
15 planned for fukure versonsg

1.5 AGGREGATIONS

Asde from SOICOPS, Ralal Planner containzs a number ol =pacial aggragalions of rofail geods.
The=e aras:

1, Qorwarioncd goesds 10w cost, everyday itermd Bl consumess an urlikely 1o travel
fag to puechase. Defined as faod and non -alcohoehc doanks, obacoo, aicohal,
newspapers and 90 per cenl of ran-durable househald goods.*

2. Comparison goods -- 22 elheer rekal gocds

3 Corg DIY gn:‘n-ds — goods ihal might ba sold in a DY store These are dafined to be
a.  Maberials lor repair and mainieranco of the: teeélling

Zrnall kxale Bnd miscellanecus accessoriag

Waijor tools and eguipmaat

Gardeng, phands and lowers

Furniture arsd o rawverings [ 10 par oenk of [olal saled)

Mon-durakfe nouselold geods (10 per canl of 1m1al zalas)

=~ & & n g

Thare is 275G & Catenoy callesd Sore 1Y goads exclyuding gardoning.
4. Bulky goods —defined as
a0 QY geswls (as ahove )
b, Furniture afd Toor cowenings [remaining 90 per cent of $ales)
¢. Major househe'd apphances whether slecinc ar nal
s |

Auciwa-wisgal eguapmernl

1.6 NHS PRESCRIPTION COSTS

Oificial estimaies af hoasehold spending nclyde she gost el prescnplion charges bt reat the
oot af the subsidy paid by ke KNHS. This means Ikat household spending on medical geods
wall undersiala the potential =ales of pharmacist=. To allow for this shofcoming wa haws
eslimaled, based en MHS dala, thet spending oy tha MHE on prescrigticss was £15% p8f
LEFSHY in 2006,

“ip 2HM amaxl Fail of a2t speading in e UK By poom e Toans iy ook oo o Lensom | Aalgelianal Masaioer
Heatriy]

* Man-durabin hiasenakd gocds comprse clean rg matesals, » bohen disposnbles, ke aseheid Faedwars ard applances,
Wilchen qlawes. coths alc ard g A=, needies, Bpe reasures and rals 2ed So0s Wy boey geaoned Daven] on FFS a3
gl 10 por sanl gf sgedueabb Resssnakd Godds g OIv-lepn gods and, thorglneg, am preperdy dlassd ed as
COMPAr s goods winds IRE rem 2 g i ey cerk mave e caaracenslics ol canscreroe gacd
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Convenience Goods
Expenditure Per Head




Babergh Household Study Area

Target Area(s): Zone 1

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 199 128 154.927 128

Total Retail per Household 12,797 10,557 121.217 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 206 121 171.127 141

Total Retail per Household 12,797 10,557 121.217 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 239 368 65.128 54
Total Retail per Household 12,797 10,557 121.217 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 355 265 133.775 128
Cultural services per Household 595 543 109.624 105
Games of chance per Household 318 379 83.939 80
Hairdressing salons & personal grooming establishments per Household 269 199 134.877 129
Recreational and sporting services per Household 398 274 145.346 139
Restaurants, cafes etc per Household 2,518 2,603 96.738 93
Total Leisure per Household 4,453 4,264 104.447 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,382 2,850 118.646 102
Total Convenience per Person 1,835 1,649 111.276 96
Total Retail per Person 5,217 4,499 115.945 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 42 49 86.781 75
Spirits (off trade) 46 54 86.036 74
Wine, cider and perry (off trade) 141 102 138.468 119
Total Retail per Person 5,217 4,499 115.945 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 17 17 98.750 85
Other appliances, articles & prods for personal care per Person 249 237 105.208 91
Appliances for personal care per Person 266 254 104.778 90
Total Retail per Person 5,217 4,499 115.945 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 2

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 170 128 132.742 119

Total Retail per Household 11,798 10,557 111.759 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 186 121 153.796 138

Total Retail per Household 11,798 10,557 111.759 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 296 368 80.542 72
Total Retail per Household 11,798 10,557 111.759 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 299 265 112.811 112
Cultural services per Household 593 543 109.090 109
Games of chance per Household 342 379 90.087 90
Hairdressing salons & personal grooming establishments per Household 240 199 120.484 120
Recreational and sporting services per Household 337 274 123.091 123
Restaurants, cafes etc per Household 2,467 2,603 94.764 94
Total Leisure per Household 4,277 4,264 100.316 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,295 2,850 115.601 102
Total Convenience per Person 1,800 1,649 109.134 96
Total Retail per Person 5,094 4,499 113.231 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 46 49 94.553 84
Spirits (off trade) 44 54 82.889 73
Wine, cider and perry (off trade) 118 102 116.496 103
Total Retail per Person 5,094 4,499 113.231 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 18 17 104.146 92
Other appliances, articles & prods for personal care per Person 257 237 108.735 96
Appliances for personal care per Person 275 254 108.429 96
Total Retail per Person 5,094 4,499 113.231 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 3

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 178 128 138.825 123

Total Retail per Household 11,907 10,557 112.787 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 183 121 151.795 135

Total Retail per Household 11,907 10,557 112.787 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 279 368 75.972 67
Total Retail per Household 11,907 10,557 112.787 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 306 265 115.479 116
Cultural services per Household 579 543 106.536 107
Games of chance per Household 344 379 90.604 91
Hairdressing salons & personal grooming establishments per Household 240 199 120.491 121
Recreational and sporting services per Household 343 274 125.156 126
Restaurants, cafes etc per Household 2,430 2,603 93.344 94
Total Leisure per Household 4,241 4,264 99.468 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,345 2,850 117.372 102
Total Convenience per Person 1,854 1,649 112.420 97
Total Retail per Person 5,199 4,499 115.557 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 46 49 93.674 81
Spirits (off trade) 46 54 86.647 75
Wine, cider and perry (off trade) 127 102 125.157 108
Total Retail per Person 5,199 4,499 115.557 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 18 17 104.910 91
Other appliances, articles & prods for personal care per Person 254 237 107.127 93
Appliances for personal care per Person 271 254 106.979 93
Total Retail per Person 5,199 4,499 115.557 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 4

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 140 128 109.208 110

Total Retail per Household 10,477 10,557 99.240 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 146 121 121.090 122

Total Retail per Household 10,477 10,557 99.240 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 383 368 104.305 105
Total Retail per Household 10,477 10,557 99.240 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 228 265 85.821 93
Cultural services per Household 560 543 103.063 111
Games of chance per Household 400 379 105.592 114
Hairdressing salons & personal grooming establishments per Household 187 199 94.067 102
Recreational and sporting services per Household 250 274 91.159 99
Restaurants, cafes etc per Household 2,321 2,603 89.154 96
Total Leisure per Household 3,946 4,264 92.539 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 2,896 2,850 101.603 100
Total Convenience per Person 1,674 1,649 101.537 100
Total Retail per Person 4,570 4,499 101.578 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 48 49 97.654 96
Spirits (off trade) 42 54 78.232 77
Wine, cider and perry (off trade) 86 102 84.964 84
Total Retail per Person 4,570 4,499 101.578 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 17 17 101.968 100
Other appliances, articles & prods for personal care per Person 236 237 99.888 98
Appliances for personal care per Person 254 254 100.027 98
Total Retail per Person 4,570 4,499 101.578 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 5

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 197 128 153.552 126

Total Retail per Household 12,816 10,557 121.395 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 222 121 183.681 151

Total Retail per Household 12,816 10,557 121.395 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 221 368 60.064 49
Total Retail per Household 12,816 10,557 121.395 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 368 265 138.650 130
Cultural services per Household 613 543 112.873 106
Games of chance per Household 301 379 79.397 74
Hairdressing salons & personal grooming establishments per Household 289 199 144.881 136
Recreational and sporting services per Household 400 274 145.990 137
Restaurants, cafes etc per Household 2,576 2,603 98.954 93
Total Leisure per Household 4,546 4,264 106.622 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,707 2,850 130.053 103
Total Convenience per Person 1,986 1,649 120.445 95
Total Retail per Person 5,693 4,499 126.532 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 44 49 89.714 71
Spirits (off trade) 49 54 91.913 73
Wine, cider and perry (off trade) 155 102 152.407 120
Total Retail per Person 5,693 4,499 126.532 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 18 17 108.516 86
Other appliances, articles & prods for personal care per Person 277 237 117.160 93
Appliances for personal care per Person 296 254 116.584 92
Total Retail per Person 5,693 4,499 126.532 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 6

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 179 128 139.401 123

Total Retail per Household 12,003 10,557 113.697 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 192 121 159.527 140

Total Retail per Household 12,003 10,557 113.697 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 274 368 74.677 66
Total Retail per Household 12,003 10,557 113.697 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 312 265 117.795 116
Cultural services per Household 599 543 110.310 108
Games of chance per Household 335 379 88.446 87
Hairdressing salons & personal grooming establishments per Household 250 199 125.352 123
Recreational and sporting services per Household 348 274 127.131 125
Restaurants, cafes etc per Household 2,503 2,603 96.157 94
Total Leisure per Household 4,348 4,264 101.973 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,320 2,850 116.489 102
Total Convenience per Person 1,794 1,649 108.817 96
Total Retail per Person 5,114 4,499 113.677 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 45 49 92.142 81
Spirits (off trade) 45 54 83.213 73
Wine, cider and perry (off trade) 123 102 121.429 107
Total Retail per Person 5114 4,499 113.677 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 17 17 103.301 91
Other appliances, articles & prods for personal care per Person 257 237 108.587 96
Appliances for personal care per Person 275 254 108.234 95
Total Retail per Person 5114 4,499 113.677 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 7

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 186 128 144.976 122

Total Retail per Household 12,537 10,557 118.752 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 219 121 181.610 153

Total Retail per Household 12,537 10,557 118.752 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 245 368 66.742 56
Total Retail per Household 12,537 10,557 118.752 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 344 265 129.845 123
Cultural services per Household 620 543 114.101 108
Games of chance per Household 306 379 80.666 76
Hairdressing salons & personal grooming establishments per Household 284 199 142.396 135
Recreational and sporting services per Household 382 274 139.716 132
Restaurants, cafes etc per Household 2,565 2,603 98.544 93
Total Leisure per Household 4,502 4,264 105.575 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,417 2,850 119.872 103
Total Convenience per Person 1,819 1,649 110.307 95
Total Retail per Person 5¥235) 4,499 116.366 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 43 49 88.203 76
Spirits (off trade) 45 54 83.601 72
Wine, cider and perry (off trade) 134 102 131.372 113
Total Retail per Person 5,235 4,499 116.366 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 18 17 104.539 90
Other appliances, articles & prods for personal care per Person 261 237 110.191 95
Appliances for personal care per Person 279 254 109.814 94
Total Retail per Person 5,235 4,499 116.366 100

Target Base Penetration Index



Babergh Household Study Area

Target Area(s): Zone 8

Base Area(s): Standard Geography; United Kingdom
Sorted On: Default (Ascending)

Date: 22/05/2008

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Small tools and miscellaneous accessories per Household 188 128 146.257 124

Total Retail per Household 12,468 10,557 118.104 100
Target Base Penetration Index

Therapeutic appliances and equipment per Household

Therapeutic appliances and equipment per Household 208 121 172.480 146

Total Retail per Household 12,468 10,557 118.104 100
Target Base Penetration Index

Tobacco (Retail) per Household

Tobacco per Household 254 368 69.144 59
Total Retail per Household 12,468 10,557 118.104 100
Target Base Penetration Index

Prescription costs per Household
Prescription costs per Household 356 356 100.000 -

Leisure per Household

Target Base Penetration Index
Total Leisure per Household
Accommodation services per Household 331 265 124.808 118
Cultural services per Household 621 543 114.351 108
Games of chance per Household 311 379 82.008 77
Hairdressing salons & personal grooming establishments per Household 272 199 136.446 129
Recreational and sporting services per Household 373 274 136.390 129
Restaurants, cafes etc per Household 2,606 2,603 100.108 95
Total Leisure per Household 4,514 4,264 105.876 100
Total Retail per Person

Target Base Penetration Index
2006 Total Expenditure per Person (in 2006 prices)
Total Comparison per Person 3,199 2,850 112.237 103
Total Convenience per Person 1,698 1,649 102.949 95
Total Retail per Person 4,897 4,499 108.833 100

Target Base Penetration Index
Alcohol (off trade) per Person
Beer (off trade) 43 49 87.364 80
Spirits (off trade) 42 54 77.844 72
Wine, cider and perry (off trade) 120 102 117.909 108
Total Retail per Person 4,897 4,499 108.833 100

Target Base Penetration Index
Aplliances for personal care per Person
Electric appliances for personal care per Person 17 17 99.196 91
Other appliances, articles & prods for personal care per Person 249 237 105.167 97
Appliances for personal care per Person 266 254 104.769 96
Total Retail per Person 4,897 4,499 108.833 100

Target Base Penetration Index



APPENDIX 3C

Expenditure Forecasts (Extract)




Retgil Planner Brisling Mobe &.1

3. Projections and forecasts

3.1 CONCEFTS

Fulure spending levels will Fava a critical besaring oo thé ndsd far ralanl Spaee. Gonseguerndly,
slaketalders in e plaeming process, sucdh as the lecal aulhgiity, retallers, censaltants and
qureeyars, ness(l 1o waderstarsd howe spending on goods and semicas wll change.

Treditiomally, planners hawve used a mixture of melhods o foracast sparding lewvets, Tharo is e
one carrecd metnod for Ihe diferent corsideralicns ol each planning agolication Bub experls
musl dacide wh-chis bost suilad o b particulzar circomesLeneas,

Rezlial Plarwier presenls [Pa fad proczpal methoes of eaking at irends o spending on cetail and
lelgure qacds

1 Projaclions — asbmale: based on 1he e2rzpolaticn of past broeds, wolh
ailemative projeclicns astimated aver differon lirné pétinds §say & 10, 80 aneg 40
PLET]

2 Frracagts — eatimates of future spend ng basad on an econemelr c modes of
corsumer spendicg. This apewoach alse allows scananos fo be preduced with
fferent agzumplions skout the key macroeconames drivess [such as inlerast
rales).

Tha {cllowing scckons doscribe: the muolhodalogpy wsed B ioreeds] forail spendng and jhe
resulss gohiowed, hough we doe ned nzaka w=@loe judgrrents abaug wivgh s best.

r

3.2 <CHAIN LINKING

Before we can astimale pasl randys in convenoence and cormpaeisan gocads Spending, we nesd
historical b susos, Traddiceally [Bes has insobeed agigresgat nn OMS constant price (ar nflation
adiagted] eslimales af sperding by dedailed caleqgory This s proflemahe becawse:

EampanRsons of ApQrAgatas 0 volme SaGes 0ver e sre complicated by changes in the
ralalive prices of differani goods and sanvices and by quabtalive chamgas in the goods and
seraces iremsalvas. Ag ime passes sowhe Jooos cecalale in gnica mare reipedty han allvors,
Citnarz changa 50 muck thal Moy become. i alfec!, diffarenl goods and zonados Jrow tAoso
Drodiuced prorRausy encior PR gurog ooenee, ™

Berczisage of these shills, redatnee poped if qoedds and seneees In the basa year bacome
incedsngly unreatesenialive auer ime, A5 5 result, changes o measurad walumes Will alza ba
less reliabla in perinds disdant feom the Base year. This es paticularly problemaus for goods o
senvices such as audio-visual eguioment hat have saen sharp daclines in price cvér lime 50,
valuing s spanding a1 2005 prices, when ostimating aggrogabe relas) spendirsg growlh rakes
from TGS for sxample, i5 |2ty bo cause dislodions.

Lankl #0023, the DMNG appooach psed fived-base chain inking, wherehy estimates wsing different
price pasen werg sphoed iggelner avery five years. In 20803, the ONS movad to annual chain-
In&irey foor 105 constand price aggregales. Ths IS similar 10 fized-base chan linking excapt ibat
the waighis change evaery year ard growth over lime is eslimaied by linking Wogelr year-tb-
vear estimrates. This mathad «s in line with Ie recommendaleans <l the Syaierm for datana
Accounts T893 JENASZ), which is incorporaled olg the Euragea Spstom oF Agoauets 1985

' Malkaral Shat shes C 133 Linilnd Kngatm Shifdme Acceury's, e e Boak. g 25
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Reatail Plaangr Baghng Male S

(ESAZ5 ard has baan widedy adopted interreabonally Thae main drawbask of aanual chamn
nk ng 15w lGEs of addibdy 83 Lhe Campenent . 53y, cQMmpanson spending onsy sum o
lalals in e Dase wear

Sineg P we hawe Hpted the annual chain-linking methodalegy. This bangs an addilional
adwanlage :noancreasirg the slability of ralail zparding growdl, pardicularly for camparngan qoods
where changas n ralative prices ara most proncunced . This is Jargehy becouse the volume of
spEnaing on awdicvisual eguipmanl bz bein riging paclicul dly ragicly in redert yanrs,
accomparaed by sharp 205 in poes, S0 compangan spenading grewih tends o fall relaliva to the
lasl estimiabe, a3 auckoasgal eguipment has & lower weighl each time |he data s re-bazed and
IFig reswngican afects all prenns years. This problem disappeaars with annual chaindinking

Fgure 2.1 shows how [he estimated ulira long-temn rend (25 yoes i #0034 in thls example)
would hawe vanad wilh ddfonent base yedds and compadres sagans) the statlitg [0 the annual
chain-linkod cutimate. Using 1990 prices, for example, the heed-base method goes an
eskmaled anrwsal groswth £ake of 4 3 per cenl pee annum, whekhos similar e the anroal chain-
linkeed eestinake Bagt the heed-haged eslimale gives &n esbmale of 5.2 per cent per annum whoe
eshimaled gt 1970 prces &and 3 rale af 3.9 per cent per 2nnum whan astimated at 2003 pncss

FIGURE 3.1: COMPARISON GOOODS ULTRA LONG-TERM TRE M
FIXED BASED v5E, AMNUAL CHAIN LIKK{NG
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mEL T s cuud Tagn iRy 93L X000 203
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|...-..F|p:-|:-d Bann e nrd Chain - rind

National Accotils currently wd anoudl ehau hinking & 303 and & ixed-baze mathodology foe
2004 oravards. with volumies Beirg pregenied in 2003 pnoes. Relal Prannes hes adoped a
slighlly ditferen] convention, wilk annual chain inking for every year 1a the latesl data poinl ardg
wolumes iy 2006 pces We believa itis uzeful 1a hawe spendireg wolumes based in e closde s
yeRr pssble b current prices.

The annual chaindinked data has boer ugsed T asomaabs 933 rends far Ie proad aggragates
and for propections. Forocasls have b presaned ol @ aeare dedaded level and aggregated up
1 bhe broad Lolats using aanual ghan baking. Male the lack of addibwiy means spending on
Ll gog<ds ng Ianger equals ke sum of gonvenience and compariscn spend eecept in the base
veedt, 2t heangh the discrepancies 1end 12 be srnall.
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33 FROJECTIONS
We have eslimatad rerds in spending per haad on ratgil geod:s wsing 1he fallcaaarg equhon

At Spened ) - fF o,

whare,
Al spemid } 15 the annual charge in ke log of sperding ger head.
[t 15 the estmated annwal groath rate.

Th.s methed hes been usad o e:limale wands ovar tha followirg Simo poreads;

1. 196T7-2008 — vitra lung-terem trand
2. 1977 -20chs — long Serm trend
3, 19872006 ~ med|um-tarm trand

Tables 3.1 and 3.2 show prajeclions ard forecasis of futura sparding wolume: groa|Fe oy Drgel
ratail headings.

Rasults srmmary:
= Proecdicns for fulure spend:ng basad on the madium-term {2007 bz s e

highesi rates, reflecting tha zurge in rela | escendlere during (b 19305 and 12905

= Tolal rela | sperding grawth over 1he neal ben vears o5 projacled Lo b Bblwaden 2 5 per
canl (EBS, conzensus] and 3.9 par cani par person a year [medione-Liin tréesd)

=  Spending an comoarzan goods over the resl ten years i projoched 16 grow By Bedwesn
2.5 per cent [ EBS, consansust and .0 per canl per conl. with projechans of sonverents
spand ng growlh of bobween 0.6 and 1 0 per cond

. TABLE 3.3
FORECASTS & PROJECTIONS OF UK SPENDING FER HE AL WOLUMES Z007-20H7 (20HM PFII'C-EE}
T EBS Consanzug | Ulkra fong- Long-lerm  Mediumatgrmm
L . lorecasl iHacant term tred  Erend . rgnd
Camnnancn ar 0.6 0.5 1.3 1.4
CaImpiatiser ig 5.6 4.6 L G
Tara fatail 2 &h 2n N 39
Care OMF £ £2 & LR an
Care O excludnyg Sardeang 25 . 2.4 .8 306 27
FiL ey greeds 4.0 5.5 G 5.0 £ &
Han-balky goods aF 2B 4.4 5.0 5.7
Larsune Sprnces S, Sy 1 | O B 4. 14 1.3
Tolitd SOrmArar Spand g 18 1.8 g 2 i _ 7
TAHLE 3.k
FOREGASTS & PROJECTIONS QF UK SPEHMNG PER HEAD VL UMES 200T-2018 {2006 P‘RIE.‘-EE}
- i " EBE Consanius U lira Iehg- Lang-terrn  Madium-term
B o _tovesanl foaracaat kxmi_trand igpd _ trend
CoayanAanca o R 0.4 0.6 04 14
ES L I i a5 1.2 £3 L
Tema sl ] 25 25 28 _d33 a4
iR HLY a3 2.1 4.0 A4 an
_Cera CIY arcluding gandanng 2E 29 | 2a A% ar }
Rulky o= ic a5 5.5 6.0 GG
M-I lby geesds A 34 4.4 5.0 57
Laisure Samvizes ot 11 e 1.4 “m
_Totial cansumer Spendirg B 1.4 L 24 Ciotf

i rampannan goods arly
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34 FORECASTS

3.4.1 Experian Buslness Strategies

The forecasis peesented in this papar are Trem Expe- an Business Strategres rmodel of
disaggregated consumer sperding. This wses our UK macroggeeonmic ordsag) = matles (Chigdly
consumer spending. inccmnes ard ifakant 2% an ingul and projecss forsard uing As5umplons
apoul income and pess dashaitios, The shaes o e andivie.sal somponants af conswemer
speiuding, ngd jusl the levels, will he sensipve 1 che UK aullock . Growth lorecasls are alse
sEnsilive 10 the posiicn of Ike DRse yerrin Ihe economic cpcle. | Ihis 15 near o a oyclical peak,
future grenklibowill generaliy be loweer Than when cbose 16 3 Lrougn.

3.4.2 Consensus foracashs

Coesensus vigas 1o S0P agroath are taken ran dhe Treasary [Forecasie for tha UK Ecomamy,
2o 20T arsd Alsa Tromn Medwme-Term Fiscal Pregechons on the 2007 SBedgel Repor,
Forecasls for Pauserald spenchng for 200708 are also frem tne Treasury. Differences obwaeon
Rausensd spendirg and SO growth aler 2009 are takan from Consensus Boonernics
(Sclober 2007} We have reot used their housahold scanding or GOP Farecasis, as bhey &an he
eralic ua to the small sample.

Resulte summany:

+ Exoenan Busnass Sl-alegivg' forecasls far Lolyl bowsuhokd Spending oeer 1he red 5-10
yaars have moved closy 10 the corstngas, walks growlh al 18 ger cent & year over the
neal dacadwe,

+ Foracasls for [c1al retail and comparison goils soending qeewth are less buoyanl Ihan
trand-based projoction 5. Thas rellects 2 vigw anong eeononsts that the growth in
spanding wili slow. Huusehold savings rales are already very 1ow and nouserold
indebiacness is at an all-vme high - regarded 3s unsws1aireble in L ong terrm

r  Theirend-besed proeciions amhilla changed from e lagl roporl, agide fron some
cownward revisicas to DY spamding.

=  Spand per head wvalumes grew by 0.9, 4.9 and 3.5 per cant for convenicnce.
compenson and 103l ratail [ast yaar. The cument forecasts for 2007 aee [ar 3 pack g in
corveniance good growth bo 1.9 per cenl. Dok 10 Cormpanisan demand 1 slow 10 4.6 par
canl with 1013l ratail gresang at 3.6 pér cend

»  FMote ihatl the growth rakes goen daro in wolume Weems, Trends in felalee grces wanyg
considarably belween diMeron! caldgorids of goods ared SEraces. 55 he wolumes
figuros arc nol nuoessarily 3 guide b0 wlue rends. Anoax 1 gves our Wew of Fubure
{rasdss e wlues, wolurmdes and poces,
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TAELE 3.2
FORECAST WRLUME GROWTH FOR THE COARSE CATEGORIES (2008 F"FI:I'EES-F'I
anraadd I e | [
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“ohwomn 4.4 xh
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APPENDIX 3D

Forecasts by Special Forms of
Trading (Extract)
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5. Non-store retail sales

(special forms of trading}

Tree ORSAER] dafinitien of non-sicre retail szlas Tails bo cowvar the full markdet, a5 il d0es neg
include the infemat sales le-laling) of sloros with 2 physical presenoe. This has bean the
subiect of an ozdiar bricling papse: T Table 5.1, Dakgw, giwes an update of thls bazed an more

raconi

dara rdnm QRS MBI,

Tahbla 5.1

ESTIMATED ANC PROJECTED MARKET SHARE OF NON-5TUHRE RETAIL SALES

TS Daplen g o Flgnegagant Rkl Oraad Ceelinfon af Man-Esmm Ryt |
_ ks axchading E.lakrg E kg anliy B
el A L = A LEA L Fital enranrcr Comparisoen | Tolal  GoruErsenca GmHTparssn Talal
20 ap 4 2.9 B o1 TE &0 A L3}
lo b a5 15 14 Pl 4 45 ic T e E1
A0 05 ar T a0 an qr T Hi& B9
20 0y 2.8 in 1% 5’ R 3 18 k0 4
2008 0.3 2.0 14 in 95 'a L 121 ar
2008 o5 73 17 55 s Ba Bl 130 105
311 a.9 2. 15 g1 114 RE aidi 1305 111
) 1.5 1.% 14 i5 122 w2 n id 15
mi2 ] 17 13 or wrr ELe] r.2 145 11.b
Hl 0.9 15 11 348 121 wor ra 144 ma
F1d HI) 15 11 LT 128 mr T3 1d 4 11
Fridk % 15 172 EA 171 LR r 144 11.8
o318 1% G 12 LE 125 LR ri 114 s
Spurcek, Manaagl Slaieiedd, Expatian

The current estimates arg basad on the NS e-commeres Survey of Business, updated using
dala from e monthly Interactive Medis Rescarsd Srows (IMRG) survey. The prglections are

based on waork dong: by Farrastar Rogsarch oo behall af IMRG.

Ineparad powils Lo reabe dra

Anntemel sale does nod nacassarily imply kat items Paee mob passed thraggh a retail
cutet. Scme supomnarkels soarce inbernel goeds i alera space. Thiz means that the
2.0 per conl share of e-dailhng in gonvemnenee Sales in 2006 may be an ovar-eslimale.

Thera is a high deg roo of wneertaindy w projecting the uptake of new techrology. Much
apcoulation abaut E-comnuere Gauld e exaggerated, wih e recenl ecceleralion a

ang-all s due o broadband.

& pausible Tow case” frorm Tha Droad market shaca of A3 Mon-3tare Ratail zalas in 2016
g including etaifingy would Be argand B, 13 and 10 par cent for convenience,

CRanGarison g 1613l spending respectiehy.

¥ agtd Mg e ABrel—g Mo T30 "Far malas & Pragczons of I Saarg ¢f & 1a:l=wg 1 U Holal Spored g™ Deceribar

IS

& 4% 4
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Changing Store Productivities
(Extract)
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8. Changes in the efficiency of retail flcor
space

A.1 ESTIMATING SALES BENSITY

Expurian Busiewrss Fralegos hag rsenliy complelsd a research progect for e Bnbsh Cowncl
ol Shogping Cenlres, which rg-assessed rezal effinency estimates and projecticns.’

Thiz new work includes a number of additicns and, most:moortanily, it gves mone: cowerage Lo
two reglecied areas:

= charwges n nel-to-gross spaca ratios
 parnpErisan SA0E o SOl Stores

8.2 RETAILSPACE AND SALES DENSITY

The tatal wedurne sf sAles [hat can ba dalivered by a given Mocspace — thy salus dursily — 5
wianable In any planning irquiry. Projections of sales denzity wil profourdly infleenca howy much
o &ny incraase in in-siare relad sales can be accommodaled rom existing Spaed waltaul few
Euilding.

Salus donsity cun charge (o0 many rasans, inghsding:

+ Improvemenls in e efliciancy of axisbng processcs or Wecha oy, or exam e &
more efecine Sill amangement (o roduwce peah-time quesss
The replacement of oker capaoly wilh newer, more efficiant space
Changes o1 apening hours (ush a8 Sunday Wwading), polentally irc-easing tha
amaun? of =alas mada from the same flocrspace .0 a groen lims

#  5hifls in lhe rnix af goasds alidred Rocatds Gralee of Bgher walle bems, such as a
rrigeee: Proers Tuwmibure B alecliame e aneng

= Planrang reslriclions limiling the amount of new =paca. Torcirg densitics higher s
sales ikrease from aexisting capacity

s Hefalers sguoeeging rmore selling 3pace aut of 3 burding, for exampla by cuiting
COWN AN sIoeEge, ncreaging grois, bul nat met 2ensity

Lales densilies alza lend Lo mave with the economic cycle. In zales boames, Moy e [0 fse a5
ceaphe buy more, only to decline again in (he subseguaont slewkown AllRgugh ihey dn have an
impacl on 5ales densily, such oyclical Muclualearn:s o dermand aec Eaagaiacy ard raerd o be
carelully iscraled fram tha underlying trend in 2oy 1eng-1ere Jnalysis

Genarally, moee successiul cerlres ar stores i ke UK wIll see hign and rizing danz lies, while
ihoge in dechine experencs ke opposiie. But this does nod mean thal high dens: lies are guood
T praldamlity, a5 malalers face differanl cosl sindciures in differeal places. 11 s onlindhy pogsiEde,
{or example, thal a ratailer could meet =lronger demand and make mode prodit iroem 3 gwer
sates density. provided the spacs erabled the rnoee clicionl use of A0 g IGEhes, or wasm
a focalion whene nenls and owerlioseds word: o,

T Pravates nEmalng and NrepihCnrd far b Chargas nohe ecency af relnl foorspecs were preserled o Resad
.F;'.L":nnr Hneling Mele 2 @ rApnl 26050

* Sea B0 vvoww By ey peipo kel Pk e 2E] oo woimgane 9l ke BDSG W
*gits’
:1..5 Experian- Ly
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8.3 MEASURING SALES DENSITIES

Saler dansly 15 bypically measurad 35 &ithar:

= Sales relateee Bt igial Boorepaes fgross) — 85 used in oficia stabelics and planing
requiremeanis. Thia is =3les relalive ko 1ha aclual area coverad by lha bwildings.

¢ Sales relatve to ko ek salies anea {sopng Soaca} anky. s quaked by retaders. This
methides siedane space. oilces and lels, bul incluges display aoeds.

AN investdatios of Irende nsales densibes (9 hampered by 8 1ack of quanlitaties infamateon
Ezhmauon af =ale denzby raguiras a space measura. Al present, UE matail loorspace astiiabas
are derived from Two sourcas:

= The Yaluabon Ofice Aganoy (WOA), which iz part of HW Guslom s ard Bowirges and
pubdizhas a measdra of relal space close o he properly mdustn s §-a8s defindfign
= Larqor reballars prowadke nel dansity esbrakes, although defindicns ame not standa rdisad.

Tne YW Jata is pHantialty most vaeluabla. allboug b al has limilalkens:

= These higures are delined Az net 2pace, bul exclude only nouseab o arcas — such af
staicases but not skorage — and &0 a0 acluaily closar 12 a bolal or gross Aoorspeete,

VO ofaly vany bobeosn a0 all-eelal and A1 space defindica, depenckng on e year.
Maither is procise and Mene 2 Lange pamps in the data, rotably n 1238 and 2005,

= Tha daia anly cowers England and YWales.

v Thone is oo brakatnn inbo Sompanscn :_-lm:l fonveMenca storas, ar hetwaan
EAMPIALOn and convemenos goads zpace.’

WA numbers anty incdicale gross miail space [i8. the total spaco Socupicd By Iy Buildengs],
wilky o datails on e sphl Tor difsrent goods. of al how nel capacily hae changed. Te provede A
Tuller Briakdovwwn . & comlinadion of infdasdn Benchmaks and corsuallation was used to spht the
Lealinl 1B gowmngaig s Arnd Comparisan | anka an-town angd gal-ofHewn and 1o identdy net, ar

, ttual Shapmng Apace, A well 3= 1he 104al =pace ococupied by the buitdings.

Experan's new meboadeogy uses expen eshimates 1o inform 3 veew' on the kay unknowns:

Gross Aoorspaese ol in-bovwn. aub-of-onae, mgdern . ald, corvznlense and compansan
Met-ta-grasa ralios

Peaporliens of Gonvenience storg space used for gelling companson goods

Detailed 93%s dencibas in 2006 and §rowth rates bebyaen the Eanchmark yoars

Thase astimates ar combined b eslimale fgures (hat can b compared with official data. For
axample, dées rel comparisan Tearspacs multiphed Dy 115 5385 denaly, summed acress all
bypeas ol ompan sen Spoee eneluding Spacs i convenlence staraa) giva botal in-slora
CorpniRan qocds Sales T Afterwards, of thare is sny mrxsmaich, this process o epeated unfil
Bzl mabes ara within £ millicn of the figures

The resulls are no1 data in ik strict sunse. buk an educaiod yuess conststent with the avallable
evidenca. Thasra i lillfa alliermatiee o ehe teralive process paed for the final figures and, gaven
B opcealfanky, Soame edparts may reasonably gueskon ine eslimalas. But thay provide tha
sk sasiskadory camhingdlicn of tha official dala and exper oplnsan aeailakle.

The delailed celculailons are givan balow. with daia in botd type. © AN lbeist nurmbess are
dervad using sssumplions in italics. Nabi spendiesg and donsly figures are expressed In
constard {2006) arices. This means Mol slgical sales dentdieswill be different from currant
price ligures, axcapd i 1ha Bage year Conslan] prices measures are necessary to gauge the
redabinsp Bebdaeen 3ales and spRce requined,

" iy impostanl Tor this bnd ol prbetes. i dhS cgquot T s Semgunid win Gotadnsnn goocs (A% defresd garlo
inn 1Ry W) ] GOPveE et RiW] GONLRNAIN Alrend Canmelrr oF ComAr 36n shocds o do 328 3 e ol
bt canvanence and cmeansan gonds ard B0 Increas rg share af corserenca o’ Lakd iyl Ryda g Bem
COmoansan gooeds.

" Them of el e AP n AELSALND IVRLETaN [ Agancy disfe Ian) Ard canslent proa spand re

1-
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FIGLRE 8.1: ESTIMATED FLOORSPACE, SALES AND SALES DENSITIES

1388-2008
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TiRbE 18 c0FE 1RGT-3 2000-R5 1OBF-05
Sumemary {nel) ____ — sy
G Cunyurionce o STIRGS  BJIGF AuLaid 1l 0 1.2
ar S L e L TR T TR 12627 11521 01 EHE -n7
1] Corversencs G s wies de 1y S0 LIl raz 17 '3 bd
¥ s e gy 2d435T A2'01 13L4E4 HE .7 61
[w] i EAngar godds sna i [lo® L I H 41403 iz g i’
Lo} LEmpansor £3'ex cens-bos ) PEEE 74 15 e i3
[} Trfa. s iy 113704 1F2de8  F7IM08 14 1% 16
103 Toral dysdim ED - F i ¥ | 17 i1 Py
10 Tocal £alns cens has H10 1695 155 W1 M 14

Jummaey Groad (sl §pRiap

1an Tomal spare STEY TQA0B TPAM 1T 11 15
[a] Trtal spending 1:13k+4 170453 F2'R08 14 q 1 iy
107 Tutdl su o3 anir &9 15 PRk Aasa 16 31 1

Uz Fhooimdnics mov Faukdsds o 5.0 n'\.5||'|5-1_qr|l|‘|_“ LTI HEE L SR BRI F— ul ".{l"-'.n.ll';!.:\.mﬁ-_l Heinmd
TracA Lepecgan GEecaloeg biladaee i sisdact N gy Tty s i A 1y

Tac relatianzhip bebween the rows

Rows 1-0 - - alw e Dreakoosien of total gross space (WOA Basis) into in-town and qul-of-Lown
ang Ihe assumed shares cf coorveniance and companson stores, Tho Gelimatos shew 2
coalnulng ase i lofal oul-of-town share ard a downward Sl in P Soragionce share oot of
I,

Rows 10-18 - show the breakdgwn of cgrmwenignce store space into ‘'maden’ and ‘oid’ space.
Meadrirn Spadias car B newly Bl or crealed oy the refurtsshimant of old spaca. So;
Fow 10 = Row 4 x Hew 3 R £2 = Row 10 » Bow 11 Fow 73 = R 10 - Ropewr 12

Rows 20-29  shaw the convession of convan:ence sicte gQross Space |Nko aet space. This
involves sewlliglyzeg YA BAsis Space by a WA :::.r.crepancg,."g and by the nel-gross ralic. Thus:
Renw 25 = Fonw 11 & Foonet 6 2 R 200,

Eslintates show althcagh gross convenience space increased by 0.4 peer ook 3 yean behwesn
1947 and 2005, net space increazed byice as [as], 3u & rasult of increnges in B nel-gross raba,

Rowa 30-3% — shagy the propomieas of fonvenence gtore et leodsaace devated to he =ale of
compansen goods. [1is esbaalsd thal this was 21 per cenl far all sprce and 30 par canl for
milem aut-td-bmv soace The refatmnzhop bebyveen ke rows, Tor exampla. 15

Flow 35 .. Raw 253 (1 — Fow 30

Estim ates impdy aniy 8 small wicseasa in nal convenienoo eorspacs in conveniengs sicnaes
betmaen 1987 and 1999 and a docline aiter 2000, MNotd ashmales were gl Igether with
consistency to ke data in mnd and iroried by nél sales densiies pubiskwed by the major
supermarket chains ' Callowing for the ingreased share of companzon goods and pedormance
mare 3 pplicasln Lo riesdeim Bsan old Space).

Forwa d-51 — reconc fe net floo-seace, nel sales densilies ard spendieeg G o Enicn e
v,

Row &4 is ha weightad avarage of Rows dlb47 and Row 48 aporoxinsately equals Row 23
muliplied by Fow 44 (Jhveded by & thousand W aovrect ihe urals]) The answer s appraximaia
btause of the: itaralive preaess

 Thas w0 mpuasLrs v iAoy kg peopsity indlsiny dnlinseon, Bue ol skclodos gross space such as sTaree Is
- . . [T . [
TP avcrAga under 1 ol @ year bebwees TS 20 1R qE kler | e 4290 g SRR At 20T5
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Feetal Plarner Briefig Mo1e 5.1

Conenigenss goods dernsdies increassd &t an average rale of 1.2 percent 3 yaar bekyaen 037
angl 2008, Bl gach of Ie rdividuel companants [Fows 40-23) irceeasad mord Sy, The
reazon far ke dizcreparecy 15 the mova from relatively-low-sale s~donsity old Spacs o relatively-
rgh -sales-densily modam space. A& similar chango +s obsened butween 2000 ang 2005,

Rows 5281 - shgaw the breakdgem af companson slore space nto modera and “ald” Thus.
Few 32 = Fowd o (1 - Bpw ®) Row 44 = Bow 52« Bow 52 Row %5 = Row 52 — Row o4

Rows §2-71 — show tha convarsiom of compansen s1ore gross space inle el $oa0e by
mathplyng estbirmated WO& space by YOA discrepancy and by 1he rel-gross ralio, For example:
Furwr 67 = Flowe §3 % Fioaw B 5 Fowr 30

Eslimiztless Show ducraos aoneal cncredges i1 nel cempancon sbore =pace of 3.0 per canl
between 1257 and 19499 and 2 5 per cenl from 20040 1o 2%, comiorabhy gulsinpping 1ha:
grovyth in gress companson stare space (31 2.4 and 1.4 per cent). &35 wilh corvenicngy sler
apace, hls % due 1o Increases in the nel-gross ralic !or companson store s

Rowa TE-TT - show the aslinabed arvund of comparisoe oeaolds Seace n convenienoe storas
and the impled loial amount o1 Companson aods space Thig s derived from Rows 25-28
rmultipliesd by Roes 2032

W eshmadle that ihe amount of comparson goods space in convan:enca slueas bag Deen
grezdarty quite ragidly. So tha told amoun of companson goods spac (ComgeLigan Slene spans
plus cormpanson spack o convenience storast has been grovwiceg ewen Tasker {3t 3.2 par cant
and 3 per cenlin 19387-30 and 2000-05. of Row 77 campared valh Rigs F1).

Rows 7892 - allem| b recangile disaggregaled esimated increasas in sales dansiiias (Fows
FA-BT ) will eslimale ngd Nanrspace (Rows 67-77] and estimated =panding {Row: 38-92) 'ar
carmpAnsan goods. Thus: Fow 71 x Fow 82 + Fowe 78 x 57 - Finee 92

, Where lhe relationship is oz, bul ned axacl, Lis bacagge of the iteralve process, Eslimatas
shovw sales and net space are consistent with densilics for cach yps of CoMpanson gand
space, noreasing at average annual rates of 2.5 for 19871923 and 3 9 per cent on 2000-2000,

Rows $3-84 — shaw {teo denved estimates ol sales and sales groas of companson goods from
convaricnge ard comparison slares separalely Mole thal the new estimate for 1887-90 is less
than the 3.1 pew cond o yede previoesly pubfizhed by E:npenan." The main reascn {or this i that
e e 2ales derdily estiniates are ned rather tham gross. BAore racant data on lkaomgacl ol
nan-skare relail sales alzo made 8 coninbuuon.

Raw 85 — chaws sa'es density for all Lompanso goaods s2ace om How 92 and Row T7
Rows 83-107 - showy @ €0 01 Sunmary compansans
Qur Adpagied wergicn of this senes proyvides he mos! consislanl aeimale of racon] rends in

relil space available srmmansed below (2ae Figara B.2] This shows growlh in aazuliible rel )
spaoe averaguer] 1.5 per cent a year benween 1987 and 2005, though Slowang in P2 rggent pasl.

" mgtal Plarnar Braf g Matg 22 Takie + Ap: 2005,
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Fetail Flanmer Eriefing Moo 5.1

FIGURE &.2: FLODASPACE, SALES AMD SAMFS DENSITY GROWTH (ENGLAND & WALES)

javerage annual growth, ales in constant prices}

R 19871 EEHIEEIW-EWE__‘I 9572005
Floorapace {% pa.)

Talal fgross) 1.7 11 1.5
Talal (nat) 2.2 2.1 A%
Lonvenience (nal)’ a1 a7 -0F
Compariszn (rat) 3z 3.0 1.1
Salas (% p.e)’

LConvanience 1.3 1.4 12
T aans0m 5.8 6.7 61
Salas Danzitles {% p.a.]

Targl fgross) & 31 2t
Talal frok) 11 21 1.4
Convenicnoa {nul) 12 16 1.4
Compar sen {net) 25 36 v

" machiHInA CEARER SRS T OO TRENRRCE SIoveS, volume s

DGl Gar siAnE et KhEA NCOh e Slevns, wdlumes
" itpmed onoalficol eslimgtes of wades gursdlolgas cereslang mba 5aing
AE] TR ey B 0 1P g g Seclhiar

Qe gskimates hughihaght & ngm e al mleresheg vends sirda the lale 1980s;

Comparison goods sales densities have shown axcgptlonal growith in Ihe cecent
past. Comparnison qoods sales space incremzand at an avarage annuas rate of 3.0 par
ozl Gebsscn 20065 ang 2005 dinclugng far comaanscn goods s3Es 10 Corveniarcs
glees] Bl sales walumes fse At an annual rate of almest 7 per cenl ovar the sam
periad, im plying et net =alas densily has nsan by 3.0 par cend a yedr o0 acsomiddnle
Lhiss (alur roundire), Thiz avorage was actually dragged ckeen by an increasa in ke
zhyare of baor space [aken hy, lower deansily, out-of-levn stores. Allowing for iz the
urederlying crowlh rales were actually 3.9 per ceni per annum. Ratailess are tharofarc
Lsing new and exisling space maore efficiently 1o make more salaes. For tho: garher
periad, 1987-19%8, bolh tha underlying and aclual growwth ralos weas 5 e Jent per
annum.

Convanlenca gonds aakes danszity grewth has baen cons.darably slower than
ConEnsan 0 Ihe case of convenience goods, howavar, Ikee changer in Mg sOdod teis
towarae larger rora eficient stores has pushed up he cbeered lolslirrease felolive
to the undenyng. Betwaen 2060 ard 2005 the cvarall incroasds ine sales densifies (o
canvanience goods was 1.6 par cont por anreum But the ured erivickg growlh cate wag 1.2
per cenl, Ihe difarenca baing accouibed (G Oy 2 move aeards newer higher densdy
storas. Tha egqumalont ligures [or 19671933 werg 1.5 and 1.9 per cant for aclual and
urer i desnechvely

Neat Roorapace has conaistently grown faster than gross since e 19305, mplying
an increasing proponion of Aocrspacc bas boen coreered o selling, and Ihal space lor
storago and bachk-ol-bawse aclivities has Doon reduged.

Tha growth in compar/son apace has greally esceaded Lhat for conwven lancé,
which has been siatic or, mare recanlby. conlraclirg. This o paelly DEcouse Canvercencs
stares edch as supermmarkals have expanded comparisen goods lines, e clofhes,
elacirical goods or CWDs. This irened o5 cxpectad B donbuug, valh Tesco ammng to
rcach an oven balancy between o and non-foad inits larger sicras in the next 1aw
WREEATS,

Comparison goods aates densitias hawe increazod at & far laator rale han
cormsanience goods. parby dee 1o technolagical achaanoes leading 1o smaller, higher-
valua produchs. for cxample th diftersnce in Size belween afllal-zoreen and a
Iradileonal belevision,
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Falzl Bannie Eriefing Moke 7.1

G dalance, the eary 2000 was an unusually rapid phase of sales growdh, refleried v bg
increases In densitias. Parl ot this Ase is likely 1o be opclical and thus nnt sustainable. 301l is
important 1z also osarmine the T387-32 figuies o eslabdishing a benchrark,

8.4 INFLUENCE GF LONGER OPENING HOURS

The irlraloenon of Sunday shoamng sigrahcaniby Ienglhened cpaning houes in e 29905 walkh
peafaund englicabons o the trend insales dansilies, " Unloranataly, thore are oo S12dislics an
Sunciay Busness, or, mosa moortanily, an how tha extensicn alhecled sales irnthe rest of e
weaek. Bul relatad evidenca poinls 1z a majer shifkin gon sumdgr Dehanguar. Foolfall kgures on
vizits fo retail centras, for inslanco. show hat thappireg patlesns Rade changed markedly, wiyz;-
on averaga, around 3 p cenl of weskly achwnly now 1aking place on 8 Surday (Figura 8 31

Wibien Sunday egding was Iiestineedeced s likaly et totel ralail sponding rernzosd rgely
unafferied and was spread over mare days. with litle impacl on salus or donsikies Oeer bme,
rowever - a5 Sanday lradi-yg efaclively increased rebal capacy &l 3 siroke — 1t enaties mone
sates 1a be made fram ha exsling Aoomspace, As such, it allgws new S3ks growll withaul e
corrasperEdirg requirciaint 1or ndew refail Space.

A wiore Gocrung e 16 Baurs for esample, eculd patentialy realize tvica he safes denuly of ong
aper Tor gight Feyurs. Inopractce his would require a considerakbee change ir Gonsumsr
henavealr, wat 12Rsl e desireg toskop lirs11hing in e morning or Lag] [bang Gk rght. Aeng e
same | nes, the impact of an exlea day's radeg is bess. ot Soll implies ke aotenbal for an
inaraase im sales dangilics over ke,

FISURE 4 3; AVYERAGE FOOTFALL BY THE DAY OF THE WEEK

N

'-\.
AF «:* ¢ r-.-P

A
[y ]

&

—
=

percantage of weakly averapge
o =

Soncn Coglfain

But hawew rrgchk 0f Ine change in sales density $oes this giplan? We can adjust Gor Qresinus
estimates 0 Accounl for Sunday trading. Assiering lhat alf of fae nepacl occuired DeRsaen
1086 Arel 19%%5 and Ikat dally =3les are proporicnal ko fowltall, longer apening 1-'-"=:!ulﬂ hswe
aoccunted for .7 per cent of the znnual inceadsd in sales dersslies geer s peric .

" T Surcay Shopping Actwas braughd n.n 19 bul 2 nambes of chare wyra ghsgdy apaeg oy then

Al are nover b al ke duy slones oy B Bt on Sonddys Ikanar seen atresdays bl shoder Sanday cpening
P s a4 A 1gA Sanday et inll dovm alabivo lo ofher days. Faolad dasa alwo s aws by o Moo, i st
fhnning cons s W Suncdy e Ihe second ELses: day of Tho week a1 ponie cerijiey

" [t Faalfal fqures sfae Sonduy e P wioiee sy fee uet avor 8 poe cont ol Tha wsakhby Balal mpharg thal e

re Gl A0 Sireday hpedre) RAA increassd capealy by pas1avar 9 per cenl (eghl < wided by o bundied mings oight
narcenll 1R s IRe equivassy? ol O F percenl pee arnam cees TrapPHm ey
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Retail Plarnar Brichireg Mols %1

8.4 INFLUENCE OF 14-HOUR SHOPPING

Surday fradkng is row' a normel parl of tha WK rabal aregirgrment, Bal 24 o Shgpong' s
potential remans disputed: it could have g similar impad an pedential Sales densties as Sunday
rading. A§ ona sxlremo, i1 G oe argued hal e move 18113y shoppeng Blone could cause
any fulure growth im schail 55205 40 be abserhed in higher densihes and remove Ihe nead For
gy el Space in fulure

But ihe ewdence s rol slrong. Although thera is 24-heur opering in some superrdrkels s g
uzually =een 8% oul-0i-town Conveniance starey . Sroal bimes o iedeay demand such as
Christmas, or in urban cenbecs whers lealiall is paricula dy haavy. Tk has olken bean possible
bacauwse the slores are slailed angway, with e neesd b aeer-right reslccking, rather tham a
rusuly f deeang ram shoppess. Few ciher retalera have followed the supermarkets. Curranl
liteslyles and hahita de mot sugges! & wholesate mowve i0 24 howr shoppirg. This mae elanage m
Ihe fudure, Bl it 15 100 eady 13 make sirceg assamplons 0 our foracasts.,

8.4 THE FUTURE FOR RETAIL SALES DEMSITIES

Tha ragsd incraasc in compangon goods Sales deraliss in e recerd pasl «was s producd of tha
ratail sperding boom and is unlikely o be sustanable On halance the 196759 Irend of 2.5 per
DR A YL INGIaS0S 11 50785 Sensity may Pe A batler start paint for projackons.

Yo pueh L idudes ane-off changes becauze of tha advenl ™ Sunday trading Ag neled, 1he
infraduchon of Sunday tradireg could hava accouniod for ug @ QUF e Sonl 3 wear of he
gstimated increase im sales densdies in bnis period. Qe the oflee bgnd, cal 3l Surday esding
affecis occurred belwaen 1986-89 ard {here is sl scopss for further changes weare the cureent
resstrichons an howss b e ielaeed.

Congeuertlly, o ojected sales densidles are orty reduced from Ihe 1387 and 19090 by 0.2 per
cenl & yaar in e canlral case, 1o 2.2 par cont and 0.5 per cent a year for compa nigon and
ponvenience apace respeclivaly. The mave towards more modem. beghies dindily . Stares and

*tha demalivgn of ghder inefficRnt spacs moaans thal b obsereed Compaizan rate s kel 1o be
gloser 0 & 4 g ek 3 year

The combinabion af wn=absfactory data and uncedanly about wikderkyireg rends mean INAL nsk
analysis is paricularty impartant. Much slower density irsreases thann fhe cendral fracas)
impky thare is higher damand ‘or capacily. One possble cause iz ihal Ik mpacl of onger
Gpanied] hows has Been averslaled: analher Ikt the gans from technolegical cnange and
eflicicney aro cxliawsted A3 sl increased sales growlh can oiiy be met by new ratall,

I s Al native wewy, 1l is assumed 1hal companson goods 2alas dansitioy grow At oaly 1.5
percent A Year (of (.25 peroent 3 year for convanienca gacds). This was Be benghenack figure
for refan planning studias wnlil recenty and = significanly slower Ihan hislodeal readz. On the
olrer hard, tha more recanl growth ratos {2000-2005 ) were much higher [nan for the 1987-39
grawth sates thal we have used o croade thi central case  This teans thal Ivera must be 2
signifcant upskdo orkd wee Suneest IRt 3 realshs upside would be 2.8 and 0.9 par cant far
COENpErison 2] Soumwenignee cands sales densliies respectively.
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APPENDIX 4

Retail Floorspace Data




APPENDIX 4A

Existing Convenience Goods
Sales Floorspace and
Benchmark Turnovers by Town




SUDBURY : CONVENIENCE GOODS - Schedule of Shops and Estimated Convenience Goods Floorspace (as at March 2008)

Fascia

Tesco - out of town

Estimated
Benchmark Sales
Density (£ per

Estimated Net
Floorspace

Estimated
Benchmark

Estimated Gross

Floorspace Source

(Sam)

4,138

N
w

(Sam)

2,390*

SgM Net)
13,000

Turnover (£m)

Farmfoods - out of town 394 3 256 4,000 1.02
Aldi - edge of centre 760 1 494 3,700 1.83
Waitrose - edge of centre 2,877 2,3 1,788* 11,000 19.67
Roys Variety Store - edge of centre 3,021 2,3 591* 6,000 3.55
Marks & Spencer Simply Food 826 2 357 10,700 3.82
Somerfield 1,271 2 765 6,300 4.82
Meat Inn 83 1 54 4,000 0.22
A & G News 89 1 58 4,000 0.23
Watson's Fruit and Vega. 48 1 31 4,000 0.12
Sweet Times 30 1 20 4,000 0.08
Rafi's Spice Box 74 1 48 4,000 0.19
McColls/The Liguer Store 361 1 235 7,000 1.64
Bakers Oven 288 1 187 4,000 0.75
Julian Graves 44 1 29 4,000 0.11
North Street News 49 1 32 4,000 0.13
Meat Inn 97 1 63 4,000 0.25
Golden Harvest Health Foods 108 1 70 4,000 0.28
The Local 97 1 63 4,000 0.25
Kandy Kiosk Papers 15 1 10 4,000 0.04
14,670 U777/ 7,540 9,294 70.07

Notes:

Sources: 1) Babergh District Council; 2) Institue of Grocery Distribution; 3) Colliers CRE estimates
* Net floorspace excludes estimated comparison goods floorspace.




HADLEIGH : CONVENIENCE GOODS - Schedule of Shops and Estimated Convenience Goods Floorspace (as at March 2008)

Fascia

Estimated Gross

Floorspace
(Sam)

Source

Estimated Net
Floorspace

(Sam)

Estimated
Benchmark Sales
Density (£ per
SgM Net)

Estimated
Benchmark
Turnover (£m)

Buyright - out of town 6,588 3 1,186" 3,750
Co-op 1,326 1 862 5,250 4.53
The Beer Barrel 18 1 12 3,750 0.04
Bakers Oven 108 1 70 3,750 0.26
Andrews Butchers 69 1 45 3,750 0.17
Pierpoints Butchers 186 1 121 3,750 0.45
Chocoholics 18 1 12 3,750 0.04
Fergusons Delicatessan 71 1 46 3,750 0.17
Patridges Farm Shop 154 1 100 3,750 0.38
Sunflower 75 1 49 3,750 0.18
Threshers 179 1 116 7,000 0.81
Toffee Cavern 8 1 5 3,750 0.02
8,800 U777 2,624 4,387 11.51
Notes:
Sources: 1) Babergh District Council; 2) Institue of Grocery Distribution; 3) Colliers CRE estimates
* Net floorspace excludes estimated comparison goods floorspace.




COPDOCK MILL : CONVENIENCE GOODS - Schedule of Shops and Estimated Convenience Goods Floorspace (as at March 2008)

Estimated Gross Estimated Net S2IELS: Estimated
. Benchmark Sales
Fascia Floorspace Source Floorspace Benchmark

Density (£ per
SqM Net) Turnover (£m)

(Sam) (Sam)

1,2

Notes:
Sources: 1) Institurte of Grocery Distribution; 2) Colliers CRE estimate
* Net floorspace excludes estimated comparison goods floorspace.




APPENDIX 4B

Existing Comparison Goods
Sales Floorspace and
Benchmark Turnovers by Town




SUDBURY : COMPARISON GOODS - Schedule of Shops and Estimated Comparison Goods Floorspace (as at March 2008)

Fascia

Estimated Gross

Floorspace
(Sam)

Source

Estimated Net
Floorspace
(Sam)

Estimated
Benchmark Sales
Density (£ per
SgM Net)

Estimated
Benchmark
Turnover (£m)

Tesco - out of town 4,138 2,3 265" 6,000 1.59
Homebase - out of town 2,323 3 2,091 1,200 2.51
FOCUS - out of town 2,793 3 2,514 1,000 2.51
Carpetright - out of town 604 3 544 1,100 0.60
Halfords - out of town 465 3 419 2,000 0.84
Pets at Home - out of town 394 3 355 2,000 0.71
Topps Tiles - out of town 418 3 376 1,200 0.45
Currys - out of town 791 3 712 6,100 4.34
Roys Variety Store - edge of centre 3,021 2,3 1,379 4,500 6.21
Town Centre Shops 14,656 1 9,526 4,500 42.87
32,624 U777/ 18,180 3,748 68.14

Notes:

Sources: 1) Babergh District Council; 2) Institue of Grocery Distribution; 3) Colliers CRE estimates
* Net floorspace excludes estimated convenience goods floorspace.




HADLEIGH : COMPARISON GOODS - Schedule of Shops and Estimated Comparison Goods Floorspace (as at March 2008)

Estimated Gross Estimated Net S2IELS: Estimated
. Benchmark Sales
Fascia Floorspace Source Floorspace Benchmark

Density (£ per
(SqM) (SqM) SqM Net) Turnover (£m)

Buyright - out of town 6,588 2 4,743
Town Centre Shops 4,235 1 2,753 3,000 8.26
10,823 U7 7,496 2,051 15.37

Notes:
Sources: 1) Babergh District Council; 2) Colliers CRE estimates
* Net floorspace excludes estimated convenience goods floorspace.




COPDOCK MILL : COMPARISON GOODS - Schedule of Shops and Estimated Comparison Goods Floorspace (as at March 2008)

Estimated Gross Estimated Net S Estimated
. Benchmark Sales
Fascia Floorspace Source Floorspace . Benchmark
(SqM) (SqM) e A Turnover (£m)
SgM Net)
Tesco 8,862 1 1,812* 6,000 10.87
Toys R Us 3,716 1 3,344 2,230 7.46
Mothercare 1,359 1 1,223 2,420 2.96
Currys 2,323 1 2,091 6,160 12.88
PC World 2,323 1 2,091 6,300 13.17
Multi York 697 1 627 2,500 1.57
28,142 U777/ 11,188 4,372 48.91
Notes:
Sources: 1) Institurte of Grocery Distribution; 2) Colliers CRE estimate
* Net floorspace excludes estimated convenience goods floorspace.




APPENDIX 4C

Details of Retail Floorspace
Commitments within
Babergh District




Retail Commitments: Babergh District

Tesco — Retail Commitment

Tesco, Woodhall, Sudbury
(extension to store is currently under construction)

Comparison good floorspace: 2,397 sq m gross
Estimated net comparison goods floorspace: 1,558 sq m
Estimated sales density: £6,000 psm net @2008 in 2006 prices

Turnover estimate: £9.3 million @ 2008.

Aldi — Retail Commitment

Girling Street, Sudbury
(extension to store is currently under construction)

Convenience goods floorspace: 213 sq m gross
Estimated net convenience goods floorspace: 138 sq m net

Estimated sales density: £3,700 psm net @ 2008 in 2006 prices

Turnover estimate: £0.5 million @ 2008




APPENDIX 5

Retail Floorspace Need
Assessment




APPENDIX 5A

Methodology for Assessing
Retail Floorspace
Need/Capacity




Colliers CRE
July 2008

Babergh District Retail Study
Babergh District Council

Step 1
Step 1A

Step 1B

Step 1C

Step 1D

Step 2

Step 2A

Step 2B

Step 2C

Step 2D

Methodology for Assessing Quantitative Retail Need / Capacity

Catchment Area Definition and Study Time Frame
The catchment (or survey) area should be defined with regard to the study objective.

The catchment should then be subdivided into zones (or sub-areas) to reflect the number and
location of retail centres and the accessibility between them.

The number of zones will depend on the size of the sample for the household survey. Ideally a
minimum of around 80 interviews should be carried out within each zone.

Zone boundaries are normally defined in terms of administrative boundaries or postal geography.

An assessment will normally adopt the current year as its starting point or “base year”. The end
year, or “forecast year”, will normally be determined by the end date of the Plan.

In preparing quantitative need studies it is normally helpful to also produce need estimates for
selected intermediate years, since this will show how floorspace need (if any) changes or grows
over time.

A constant price base must be adopted for the quantitative need assessment. Thus all monetary
figures are given in real values and discounted for the affects of price inflation.

Analyse Consumer Demand

Population estimates for each zone at the base year are required. Each of the zone populations
must then be projected forwards to the forecast year(s).

Estimates of retail expenditure per head are required for either the catchment area as a
whole or ideally for each zone.

Estimates are also likely to be required for different categories of goods; the most common are:
convenience goods and comparison goods.

All expenditure data providers produce estimates for user defined areas which reflect the socio-
demographics and affluence of the localities.

It is essential that the expenditure per head estimates are adjusted to the correct price base (see
Step 1D) and also that spending on special forms of trading is excluded (i.e. this is expenditure
that does not take place in shops e.g. that through mail order, through vending machines and also
over the internet).

Projection of Expenditure Per Head Estimates Through to the Forecast Year(s)

National expenditure growth forecasts are published by a number of organisations (e.g. Experian).
Total available retail expenditure (for each goods category) should be calculated for the survey
area and the constituent zones at both the base year and the forecast year(s). Thus the “growth” in

available expenditure can be identified.

Total available expenditure at any particular year will originate from two sources:- inside the
survey area and from outside the survey area.

Step 3

Step 3A

Step 3B

Within the survey area — generated expenditure is calculated by multiplying the resident
population by the estimate of average spend per head. This calculation can also be undertaken for
each zone.

Outside the survey area — it is likely that there will be an in-flow of retail expenditure from people
living outside the survey area. This is likely to be particularly significant if the survey area
contains higher order centres and/or a popular tourist centre. The main types of in-flow are as
follows:-

- Long distance shopping trips — the amount of spending from this source can be determined
from household surveys carried out in adjoining areas or should be estimated by reference to
the best available sources.

- Workers — a large daily working population will generate retail expenditure. For major
commuter areas the spending produced by workers who live outside the survey area should be
estimated and included.

- Tourists — visitors from the UK and overseas may for certain locations be an important
generator of retail expenditure. Using survey data where available the spending from this
source must also be estimated and included.

Estimates must be made of the extent to which the scale of in-flow retail expenditure will change
through to the forecast year(s) in real terms.

Analyse Retail Supply

The existing stock of retail floorspace in the Plan area must be determined by the main goods
categories analysed at Step 2B. This is essential since it is virtually impossible to provide a robust
estimate of future quantitative need if the current floorspace supply is unknown.

All retail floorspace must be included — in centre, edge of centre and out-of-centre.

If existing stock figures are unavailable, it will normally be necessary to undertake or commission
a thorough retail audit of the current retail provision.

As well as estimates of floorspace quantity, a survey of retail occupiers should ideally be carried
out. This will ascertain information on the quality of the retail offer, the physical condition of the
floorspace stock (e.g. size and configuration of units) and the trading performance of the shops.

The combination of comprehensive information on both the quantity and quality of the existing
retail offer / floorspace stock will inform the assessment of whether the retail economy is currently
trading at equilibrium or not (see Step 4A below).

A household survey should be commissioned to establish the existing pattern of shopper behaviour
and retail consumer expenditure flows within the Plan area and between the Plan area and
adjoining areas.

This survey as a minimum should cover the whole of the Plan area. However, there are important
benefits if the survey can be extended to cover other adjoining and nearby areas (i.e. it can then

inform on the extent of in-flow expenditure from beyond the Plan area).

The most cost-effective form of household survey is by telephone. As stated at Step 1B, a
minimum of 100 completed interviews per zone is recommended.

The survey should quantify shopper behaviour separately for the main goods categories.
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Step 3C

Step 3D

Step 4

Step 4A

Step 5

Step 5A

The household survey results can then be applied to the totals of available expenditure by zone
(from Step 2D) in order to estimate the existing retail turnovers of centres and stores within the
Plan area.

For centres which attract long distance shopping trips and/or which benefit from commuter and
tourist expenditure (see Step 2D), allowances must be made for turnover contributions from these
sources.

The actual centre and store turnovers derived from the household survey should, wherever
possible, be cross-checked against actual turnover figures from other sources (e.g. the retailers
themselves) where these are available.

The household survey will determine the actual levels of available retail expenditure retained by
individual centres and the Plan area as a whole. These are the base year market shares and can be
calculated for each main category of goods.

A “benchmark” turnover for each of the main goods categories must be derived for the Plan area
as a whole and for each centre. When compared to the actual turnovers calculated at Step 3C, this
allows one to determine whether the existing floorspace is under or over-trading.

The best way to identify whether the existing floorspace is over or under-trading is to carry out a
survey of the retailers themselves.

If this is not possible, then published company average sales densities for leading retailers may be
used, although this will only give a partial view. In any event, company averages should be
weighted up or down as appropriate to reflect local circumstances (e.g. the affluence of the area,
the type and size of stores and the costs of the location to retailers).

Retail Demand vs. Retail Supply in the Base Year

It is necessary to test the adequacy of existing retail provision in the Plan area. If actual turnovers
(from Step 3C) exceed the benchmark turnovers (from Step 3D) then it can be said that the current
floorspace stock is over-trading, and that there is an existing need for additional floorspace.
Conversely, if actual turnovers are less than the benchmark turnovers then there is an existing
over-supply of floorspace. Lastly, if actual and benchmark turnovers are the same (or close) then
the Plan area’s retail economy for that category of goods can be said to be in equilibrium.

The extent of the existing retail floorspace over or under-supply can be estimated by converting
the existing turnover surplus or deficit into floorspace by applying an appropriate average sales
density.

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

Step 2D estimated the total available retail expenditure within the Plan area at the forecast year(s)
for each of the main goods categories. The base year market shares (from Step 3C) may then be
applied in order to obtain estimates of the levels of retained available expenditure at the forecast

year(s).

It should be considered whether the application of the base year market shares are appropriate at
the forecast year(s) in relation to the Plan area as a whole and/or individual centres. If it is
considered that expenditure outflow (or leakage) is too high, or a centre is not achieving its true
retailing potential, then a case could be made for increasing the market share(s). Alternatively, if it
is thought that the proportion of expenditure being retained is too high, then the market share(s)
could be reduced.

Step 5B

Step 5C

Step 5D

In either situation, the adjustment of the market shares should be the result of an interactive
process, which focuses on realistic expectations of trade retention within individual zones within
the Plan area.

It should also be borne in mind that adjusting the market share of a centre will have direct
implications for the market shares of other centres. Similarly, increasing the market share for the
Plan area as a whole will mean adjoining areas will lose their share of available expenditure. This
may require collaboration and agreement with nearby Planning Authorities otherwise double
counting of available expenditure is likely.

Step 3D estimated the benchmark retail turnovers generated within the Plan area in the base year
for the main categories of goods. These turnovers must then be projected to the forecast (year(s))
by taking into account any expected improvements in store efficiency (i.e. sales densities). In
addition, the turnovers of any retail commitments (normally taken as comprising floorspace under
construction or with planning consent) within the Plan area, must be added. It may also be
appropriate to take into account the turnover associated with retail proposals and / or the re-use of
vacant space.

The monetary difference between the total potential retained expenditure at SA and the forecast
retail turnover at 5B gives a measure of the quantitative need for additional retail floorspace within
the Plan area since the base year. If there is an expenditure surplus this is converted into a
floorspace total by dividing through by an appropriate average sales density. Similarly, if there is
an expenditure deficit, a floorspace over-supply can be calculated in the same way.

To arrive at a final estimate of overall quantitative need the floorspace outputs from Step 5C must
be combined with the existing floorspace over / under supply figures derived at Step 4A.
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TABLE 1 - POPULATION CHANGE BY ZONE

2008 Pobulation Total Percentage
(BasepYear) 2011 Population 2016 Population 2021 Population Increase Increase
(2008-2021) (2008-2021)
Zone 1 17,980 18,417 19,097 19,807 1,827 10.2%
Zone 2 31,412 32,538 34,321 36,035 4,623 14.7%
Zone 3 19,508 19,676 19,967 20,294 786 4.0%
Zone 4 20,665 20,843 21,152 21,498 833 4.0%
Zone 5 7,474 7,538 7,650 7,775 301 4.0%
Zone 6 12,346 12,452 12,637 12,844 498 4.0%
Zone 7 26,664 26,893 27,292 27,739 1,075 4.0%
Zone 8 11,744 11,959 12,257 12,526 782 6.7%
TOTAL 147,793 150,316 154,373 158,518 10,725 7.3%
Notes:
Population figures for zones 1 to 8 are based on ward populations for 2005 produced by ONS and incorporate forecasts from 2005 to 2021
produced by Suffolk Observatory, Braintree District Council and Colchester Borough Council for the appropriate wards.




TABLE 2 - EXPENDITURE ON COMPARISON GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

Expenditure Per Head (£) "

Increase (£) Increase %

2008 (Base Year) 2016 2021 (2008-2021)  (2008-2021)
Zone 1 3,382 3,644 4,075 4,911 5,701 2,057 56.4%
Zone 2 3,295 3,550 3,970 4,784 5,554 2,004 56.4%
Zone 3 3,345 3,604 4,031 4,857 5,638 2,034 56.4%
Zone 4 2,896 3,120 3,490 4,205 4,882 1,761 56.4%
Zone 5 3,707 3,994 4,467 5,383 6,249 2,255 56.4%
Zone 6 3,320 3,577 4,001 4,821 5,596 2,019 56.4%
Zone 7 3,417 3,682 4,117 4,962 5,760 2,078 56.4%
Zone 8 3,199 3,447 3,855 4,645 5,392 1,946 56.4%

Notes:

(1) Average consumer expenditure per head on comparison goods for 2006 has been estimated by Experian for each zone. The 2006 expenditure per head
figures in each zone have been projected forwards to 2008 (the base year) and the forecast years of 2011, 2016, and 2021 by using UK expenditure per
head growth forecasts published by Experian (see Appendix 3c).




TABLE 3 - EXPENDITURE ON COMPARISON GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE
BY SPECIAL FORMS OF TRADING)

Expenditure Per Head (£)

Increase (£) (2008- Increase % (2008-

2008 (Base Year) 2016 2021

2021) 2021)
Zone 1 3,203 3,501 4,204 4,880 1,677 52.4%
Zone 2 3,121 3,411 4,095 4,754 1,634 52.4%
Zone 3 3,168 3,462 4,158 4,827 1,659 52.4%
Zone 4 2,743 2,998 3,600 4,179 1,436 52.4%
Zone 5 3,511 3,837 4,608 5,349 1,838 52.4%
Zone 6 3,144 3,437 4,127 4,790 1,646 52.4%
Zone 7 3,236 3,537 4,247 4,930 1,694 52.4%
Zone 8 3,030 3,311 3,976 4,616 1,586 52.4%

Notes:

(1) Expenditure per head on comparison goods has been discounted by 12.1% (over the figures in Table 2) for the base year of 2008, to exclude non
store retail which includes e-tailing. At 2011 and 2016, discounts of 14.1% and 14.4% have been assumed. For the forecast year of 2021 we assume
the same discount of 14.4%, since the level of SFT is expected to plateau.

The SFT percentages are derived from in-depth research carried out by Experian (see Appendix 3d).




TABLE 4 - TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL
FORMS OF TRADING)

Total Available Expenditure (£€m)

Increase (£) (2008-

Increase % (2008-

2008 (Base Year) 2016 2021 2021) 2021)

Zone 1 57.6 64.5 80.3 96.7 39.1 67.8%
Zone 2 98.0 111.0 140.6 171.3 73.3 74.8%
Zone 3 61.8 68.1 83.0 97.9 36.1 58.5%
Zone 4 56.7 62.5 76.1 89.8 33.2 58.5%
Zone 5 26.2 28.9 35.2 41.6 15.3 58.5%
Zone 6 38.8 42.8 52.1 61.5 22.7 58.5%
Zone 7 86.3 95.1 115.9 136.8 50.5 58.5%
Zone 8 35.6 39.6 48.7 57.8 22.2 62.5%
TOTAL 461.0 512.5 632.0 753.5 292.4 63.4%

Notes:

(1) Total available expenditure totals for comparison goods are calculated as follows: Population (Table 1) multiplied by consumer expenditure after

making appropriate reductions for SFT (Table 3).




TABLE 5 - TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE ZONE (EXCLUDING
EXPENDITURE BY SPECIAL FORMS OF TRADING) DISAGGREGATED BETWEEN NON BULKY
AND BULKY COMPARISON GOODS

Non-Bulky Comparison  Bulky Comparison Goods "’ Total Comparison Goods ®

Goods (£m) (Em) (Em)
A B C=A+B
Zone 1 39.1 18.5 57.6
Zone 2 67.5 30.6 98.0
Zone 3 42.2 19.6 61.8
Zone 4 39.5 17.2 56.7
Zone 5 17.8 8.4 26.2
Zone 6 26.7 12.1 38.8
Zone 7 58.8 27.5 86.3
Zone 8 24.4 11.2 35.6
TOTAL 316.0 145.0 461.0
Notes:
(1) For each zone, the total available comparison goods expenditure (excl. SFT) has been disaggregated into
available spend on non-bulky and bulky comparison goods. This allocation is based on the consumer expenditure
per head data provided by Experian for each zone (see Appendix 3b).
(2) Figures derived from Table 4.




TABLE 6a - ESTIMATED NON BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE IN
THE BASE YEAR, 2008 (COLUMN PERCENT)

Consumer Demand: Where the Money Comes
From (Zone)
Retail Supply: Where the Money is Spent Study Area

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT

Sudbury 28.5 | 23.2 | 28.8 | 61.0 | 37.7 | 6.7 0.0 0.0

Hadleigh 0.0 0.0 3.9 0.0 1.2 5.8 0.0 0.0

Copdock Mill 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Other Centres / Stores 3.4 0.9 2.9 0.0 0.0 0.3 0.0 0.0
SUB TOTAL 319 | 241 | 355 | 61.0 | 389 | 128 | 0.0 0.0

OUTSIDE BABERGH DISTRICT

All Centres / Stores 68.1 | 759 | 64.5 | 39.0 | 61.1 | 87.2 | 100.0 | 100.0
SUB TOTAL 68.1 | 759 | 64.5 | 39.0 | 61.1 | 87.2 | 100.0 | 100.0

TOTAL 100.0{100.0{100.0{100.0{100.0{100.0|100.0|100.0

Notes:

The market share percentages are derived from the household telephone survey carried out within Babergh District

and its shopping hinterland during April/May 2008.




TABLE 6b - ESTIMATED BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE IN THE

BASE YEAR, 2008 (COLUMN PERCENT)

Consumer Demand: Where the Money Comes

From (Zone)
Retail Supply: Where the Money is Spent Study Area

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT

Sudbury 31.8 14 .1 54.7 90.0 35.7 8.4 0.0 0.0

Hadleigh 0.0 0.0 8.3 0.0 4.6 15.6 0.0 0.0

Copdock Mill 0.0 0.0 0.0 0.0 0.0 17 1 416 | 33.8

Other Centres / Stores 0.8 3.4 1.7 0.0 0.0 0.0 0.0 0.0
SUB TOTAL 325 | 176 | 64.7 | 90.0 | 40.3 | 411 | 41.6 | 33.8

OUTSIDE BABERGH DISTRICT

All Centres / Stores 675 | 824 | 3563 | 10.0 | 59.7 | 589 | 58.4 | 66.2
SUB TOTAL 67.5 | 824 | 353 | 10.0 | 59.7 | 58.9 | 58.4 | 66.2

TOTAL 100.01100.0|100.0{100.0|100.0|100.0/100.01100.0
Notes:

The market share percentages are derived from the household telephone survey carried out within Babergh District
and its shopping hinterland during April/May 2008.




TABLE 7a - ESTIMATED NON BULKY COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£

MILLION)
Consumer Demand: Where the Money Comes From (Zone)
E)r(:vs:dlixl;: Estimated Cor;lr;:ilson
. . Infl
Retail Supply: Where the Money is Spent Study Area TOTAL Survey Area nHowW @  Goods
HOUSEHOLD Ry ZV PR ) (LI O Turnover
SURVEY AREA
Zone1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone$8 A B C=A+B
WITHIN BABERGH DISTRICT
Sudbury 11.1 15.7 12.2 241 6.7 1.8 0.0 0.0 71.6 71.6 0.0 71.6
Hadleigh 0.0 0.0 1.6 0.0 0.2 1.5 0.0 0.0 3.4 3.4 0.0 3.4
Copdock Mill 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Other Centres / Stores 1.3 0.6 1.2 0.0 0.0 0.1 0.0 0.0 3.2 3.2 0.0 3.2
SUB TOTAL 12.5 16.3 15.0 24.1 6.9 3.4 0.0 0.0 78.2 78.2 0.0 78.2
OUTSIDE BABERGH DISTRICT
All Centres / Stores 26.7 51.2 27.2 15.4 10.9 23.2 58.8 24.4 237.9
SUB TOTAL 26.7 51.2 27.2 15.4 10.9 23.2 58.8 24.4 237.9
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA) 39.1 | 675 | 422 | 39.5 | 178 | 26.7 | 58.8 | 24.4 316.0
Notes:
(1) Estimated by Colliers CRE.
(2) Floorpsace estimated from a range of sources (see Appendix 4b for full details).
(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4b for full details).




TABLE 7b - ESTIMATED BULKY COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

Total
Comparison
) Goods

Expenditure
Drawn From
Survey Area

Estimated
Inflow

Study Area TOTAL

KL ILE  (7ones 1.g) EXpenditure ¢ Turnover
SURVEY AREA

Retail Supply: Where the Money is Spent

Zone1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone 8 A ] C=A+B

WITHIN BABERGH DISTRICT
Sudbury 5.9 4.3 10.7 15.5 3.0 1.0 0.0 0.0 40.4 40.4 0.0 40.4
Hadleigh 0.0 0.0 1.6 0.0 0.4 1.9 0.0 0.0 3.9 3.9 0.0 3.9
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.1 11.4 3.8 17.3 17.3 0.0 17.3
Other Centres / Stores 0.1 1.0 0.3 0.0 0.0 0.0 0.0 0.0 1.5 1.5 0.0 1.5

SUB TOTAL 6.0 5.4 12.7 15.5 3.4 5.0 11.4 3.8 63.1 63.1 0.0 63.1
OUTSIDE BABERGH DISTRICT
All Centres / Stores 12.5 25.2 6.9 1.7 5.0 7.2 16.1 7.4 81.9

SUB TOTAL 12.5 25.2 6.9 1.7 5.0 7.2 16.1 7.4 81.9
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD

SURVEY AREA) 185 | 30.6 | 19.6 | 17.2 8.4 121 | 275 | 11.2 145.0

Notes:
(1) Estimated by Colliers CRE.
(2) Floorpsace estimated from a range of sources (see Appendix 4b for full details).
(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4b for full details).




TABLE 8 - ESTIMATED ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

Expenditure Total Comparison Benchmark  Benchmark

Esti
Study Area (0 (e sl:w:vtled (Ll EEEED g‘:rsai?e(iaif NTEEEDEEED e EJX\::: ; 8:122:/
Retail Supply: Where the Money is Spent TOTAL Survey Area = diture Goods Floorspace ™ my ne!r; Density (£ per Goods Trading (Em)
HOUSEHOLD R 2 et e Sl Turnover  (sq.m.net)(2) o™ sq.m net)® Turnover (Em) 9
SURVEY AREA|
Zone1 Zone?2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone 8 G=FxD
[WITHIN BABERGH DISTRICT
Sudbury 17.0 20.0 22.9 39.5 9.7 2.8 0.0 0.0 111.9 111.9 0.0 111.9 18,180 6157.4 3,748 68.1 43.8
Hadleigh 0.0 0.0 3.2 0.0 0.6 3.4 0.0 0.0 73 7.3 0.0 7.3 7,496 972.6 2,051 154 -8.1
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.1 11.4 3.8 17.3 17.3 33.5 50.8 15,416 3294.0 3,173 48.9 -
Other Centres / Stores 1.5 1.6 1.6 0.0 0.0 0.1 0.0 0.0 4.8 4.8 0.0 4.8 - - - 4.8 -
SUB TOTAL 18.5 21.6 27.7 39.5 10.3 8.4 11.4 3.8 141.3 141.3 33.5 174.8 41,092 10424.1 137.2 35.7
[OUTSIDE BABERGH DISTRICT
All Centres / Stores 39.1 76.4 34.1 17.1 15.9 30.4 74.9 31.8 319.7
SUB TOTAL 39.1 76.4 34.1 171 15.9 30.4 74.9 31.8 319.7
TOTAL AVAILABLE EXPENDITURE (WITHIN
HOUSEHOLD SURVEY AREA) 57.6 | 98.0 | 61.8 | 56.7 | 26.2 | 38.8 | 86.3 | 35.6 461.0

Notes:
) Estimated by Colliers CRE.

(1
(2) Floorpsace estimated from a range of sources (see Appendix 4b for full details).
(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4b for full details).




TABLE 9a - UNADJUSTED ALL COMPARISON GOODS CENTRE MARKET SHARES BY ZONE
(COLUMN PERCENT)

Consumer Demand: Where the Money Comes

From (Zone)
Retail Supply: Where the Money is Spent Study Area

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT

Sudbury 29.5 | 204 | 37.0 | 69.8 | 371 7.2 0.0 0.0

Hadleigh 0.0 0.0 5.3 0.0 2.3 8.9 0.0 0.0

Copdock Mill 0.0 0.0 0.0 0.0 0.0 5.3 13.2 | 10.6

Other Centres / Stores 2.6 1.7 2.5 0.0 0.0 0.2 0.0 0.0
SUB TOTAL 321 | 221 | 448 | 69.8 | 394 | 21.7 | 13.2 | 10.6

OUTSIDE BABERGH DISTRICT

All Centres / Stores 679 [ 779 [ 55.2 [ 30.2 [ 60.6 | 78.3 | 86.8 | 89.4
SUB TOTAL 679 | 779 | 55.2 | 30.2 | 60.6 | 78.3 | 86.8 | 89.4

TOTAL 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100
Notes:
Market share percentages are derived from the figures in Table 8.




TABLE 9b - ADJUSTED ALL COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN
PERCENT)

Consumer Demand: Where the Money Comes

From (Zone)
Retail Supply: Where the Money is Spent Study Area

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT

Sudbury 295 | 204 [ 37.0 | 69.8 | 371 7.2 0.0 0.0

Hadleigh 0.0 0.0 5.3 0.0 23 | 20.0 { 0.0 0.0

Copdock Mill 0.0 0.0 0.0 0.0 0.0 5.3 13.2 | 10.6

Other Centres / Stores 2.6 1.7 2.5 0.0 0.0 0.2 0.0 0.0
SUB TOTAL 321 | 221 | 448 | 69.8 | 394 | 328 | 13.2 | 10.6

OUTSIDE BABERGH DISTRICT

All Centres / Stores 679 | 779 | 55.2 | 30.2 | 60.6 [ 67.2 | 86.8 | 89.4
SUB TOTAL 679 | 779 | 55.2 | 30.2 | 60.6 | 67.2 | 86.8 | 89.4

TOTAL 100.0{100.0{100.0|{100.0{100.0{100.0|100.0|100.0

Notes:

Some of the market shares for Sudury and Hadleigh have been adjusted from those set out in Table 9a, to reflect the future

potential of these towns to retain higher proportions of locally generated retail expenditure, which is in line with Council

aspirations and the Government's sustainability objectives of reducing the number and distance of car journeys for shopping

purposes.




TABLE 10 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

Total
Comparison
) Goods

Expenditure
Drawn From
Survey Area

Estimated
Inflow

Study Area TOTAL

KA OILE  (7ones 1.g) EXpenditure ¢ Turnover
SURVEY AREA

Retail Supply: Where the Money is Spent

Zone1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone 8 A ] C=A+B

WITHIN BABERGH DISTRICT
Sudbury 19.0 22.6 25.2 43.6 10.7 3.1 0.0 0.0 124.3 124.3 0.0 124.3
Hadleigh 0.0 0.0 3.6 0.0 0.7 3.8 0.0 0.0 8.0 8.0 0.0 8.0
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.3 12.6 4.2 19.1
Other Centres / Stores 1.7 1.9 1.7 0.0 0.0 0.1 0.0 0.0 5.3

SUB TOTAL 20.7 24.5 30.5 43.6 11.4 9.3 12.6 4.2 156.7
OUTSIDE BABERGH DISTRICT
All Centres / Stores 43.8 86.5 37.6 18.9 17.5 33.5 82.5 35.4 355.7

SUB TOTAL 43.8 86.5 37.6 18.9 17.5 33.5 82.5 35.4 355.7
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD

SURVEY AREA - FROM TABLE 4) 64.5 | 111.0 | 68.1 62.5 28.9 42.8 95.1 39.6 512.5

Notes:

For each cell, the monetry figure is derived by multiplying the 2011 available comparison goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted comparison goods market share
of the specific centre in that zone (Table 9b).

(1) Estimated by Colliers CRE.




TABLE 11 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

Turnover Allocation for

Residual Turnover Potential Headroom

2008 Turnover 2011 Turnover Potential Existing Zzt:;lers 2008- Potential by 2011 Expenditure by 2011
© (1)
(Table 8, C) (Table 10, C)
Sudbury 111.9 124.3 1.2 123.1 11.1
Hadleigh 7.3 8.0 0.3 7.8 0.5
TOTAL: BABERGH DISTRICT 174.8 132.3 15 130.8 11.6
Notes:

(1) We assume that all existing comparison goods floorspace at the base year (2008) will achieve a real sales productivity gain of 2.2% per annum. This figure is based on in-depth
research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark comparison goods turnovers of each centre as set out
in Table 8 (Column G).




TABLE 12 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

Reduction in Expenditure
. Adjustment for Over / . due to Comparison Adjusted Residual A les Density i Estimated Retail
Ex P:;ZE:?Lieazd(;?:gm) Under Trading in Base EXA::‘:?::iieazdgffr&m) Goods Floorspace Headroom Expenditure by Z::I:"g)d ?a s ensnytln Floorspace Need in 2011
P Y Year (Em) P Y Commitments (as at May 2011 (£m) (£ per sq.m ney) (sq.m net)
Centre 2008) (1)
A B C=A+B D E=C-D G=E/F
(Table 11, E) (Table 8, H)
[Sudbury [ 1.1 | 43.8 [ 54.9 | 10.0 [ 44.9 | 5,070 [ 8,859 |
|Hadleigh | 0.5 [ -8.1 | 7.6 [ 0.0 | 7.6 | 5,070 | -1,502 |
%
TOTAL: BABERGH DISTRICT 11.6 35.7 47.3 10.0 B3] / / 7,356
i

Notes:

(1) Details and estimated 2011 turnovers of comparison goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2011 benchmark centre sales density estimates are set out in Section 3.




TABLE 13 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

Total
Comparison
) Goods

Expenditure
Drawn From
Survey Area

Estimated
Inflow

Study Area TOTAL

KA OILE  (7ones 1.g) EXpenditure ¢ Turnover
SURVEY AREA

Retail Supply: Where the Money is Spent

Zone1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone 8 A ] C=A+B

WITHIN BABERGH DISTRICT
Sudbury 23.7 28.7 30.7 53.1 13.1 3.8 0.0 0.0 153.0 153.0 0.0 153.0
Hadleigh 0.0 0.0 4.4 0.0 0.8 4.6 0.0 0.0 9.8 9.8 0.0 9.8
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.8 15.4 5.2 23.3
Other Centres / Stores 2.1 2.4 2.1 0.0 0.0 0.1 0.0 0.0 6.6

SUB TOTAL 25.8 31.0 37.2 53.1 13.9 11.3 15.4 5.2 192.8
OUTSIDE BABERGH DISTRICT
All Centres / Stores 54.5 | 109.5 | 45.8 23.0 21.4 40.8 | 100.6 | 43.6 439.3

SUB TOTAL 54.5 | 109.5 | 45.8 23.0 21.4 40.8 | 100.6 | 43.6 439.3
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD

SURVEY AREA - FROM TABLE 4) 80.3 | 140.6 | 83.0 76.1 35.2 52.1 115.9 | 48.7 632.0

Notes:

For each cell, the monetry figure is derived by multiplying the 2016 available comparison goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted comparison goods market share
of the specific centre in that zone (Table 9b).

(1) Estimated by Colliers CRE.




TABLE 14 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

Turnover Allocation for

. . .. ; Residual Turnover Potential Headroom
2008 Turnover 2016 Turnover Potential Existing Zzt:ﬁllers 2008- Potential by 2016 Expenditure by 2016
(e 1)
(Table 8, C) (Table 13, C)

Sudbury 111.9 153.0 3.3 149.7 37.8

Hadleigh 7.3 9.8 0.8 9.0 1.7

TOTAL: BABERGH DISTRICT 174.8 162.8 41 158.7 39.5

Notes:

(1) We assume that all existing comparison goods floorspace at the base year (2008) will achieve a real sales productivity gain of 2.2% per annum. This figure is based on in-depth
research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark comparison goods turnovers of each centre as set out
in Table 8 (Column G).




TABLE 15 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

Reduction in Expenditure

. Adjustment for Over / . due to Comparison Adjusted Residual A les Density i Estimated Retail

Ex P:r:zri‘tt?::[:eazd(:?g '(gm) Under Trading in Base ExA:AZT::iieasz:)g r(gm) Goods Floorspace Headroom Expenditure by Z::I;"g;j ?a s ensnytln Floorspace Need in 2016

P Y Year (Em) P Y Commitments (as at May 2016 (£m) (£ per sq.m ney) (sq.m net)
Centre 2008) (1)
A B C=A+B D E=C-D G=E/F
(Table 14, E) (Table 8, H)
|Sudbury [ 37.8 | 43.8 [ 81.6 | 11.1 [ 70.5 | 5,653 [ 12,465 |
|Hadleigh | 1.7 [ -8.1 | 6.3 [ 0.0 | -6.3 | 5,653 | 1,121 |
7
TOTAL: BABERGH DISTRICT 39.5 35.7 75.2 1.1 64.1 / / 11,344
i

Notes:

(1) Details and estimated 2016 turnovers of comparison goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2016 benchmark centre sales density estimates are set out in Section 3.




TABLE 16 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

E)r(:vs:dlixl;: Estimated Cor;lr;:ilson
. . Infl
Retail Supply: Where the Money is Spent Study Area TOTAL Survey Area nHowW @  Goods
HOUSEHOLD (Zones 1-8) S{pRAeliilE Turnover
SURVEY AREA
Zone1 Zone2 Zone3 Zone4 Zone5 Zone 6 Zone7 Zone 8 A ] C=A+B
WITHIN BABERGH DISTRICT
Sudbury 28.5 34.9 36.2 62.7 15.4 4.5 0.0 0.0 182.3 182.3 0.0 182.3
Hadleigh 0.0 0.0 5.1 0.0 1.0 5.5 0.0 0.0 11.6 11.6 0.0 11.6
Copdock Mill 0.0 0.0 0.0 0.0 0.0 3.3 18.1 6.1 27.5
Other Centres / Stores 2.5 2.9 2.5 0.0 0.0 0.1 0.0 0.0 8.0
SUB TOTAL 31.0 37.8 43.9 62.7 16.4 13.3 18.1 6.1 229.3
OUTSIDE BABERGH DISTRICT
All Centres / Stores 65.6 133.5 54.1 27.2 25.2 48.2 118.6 51.7 524.1
SUB TOTAL 65.6 | 133.5 | 54.1 27.2 25.2 48.2 | 118.6 | 51.7 524.1
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4) 96.7 | 171.3 | 97.9 89.8 41.6 61.5 | 136.8 | 57.8 753.5

Notes:
For each cell, the monetry figure is derived by multiplying the 2021 available comparison goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted comparison goods market share

of the specific centre in that zone (Table 9b).
(1) Estimated by Colliers CRE.




TABLE 17 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

Turnover Allocation for

Residual Turnover Potential Headroom

2008 Turnover 2021 Turnover Potential Existing Zzt;lers 2008- Potential by 2021 Expenditure by 2021
© (1)
(Table 8, C) (Table 16, C)
Sudbury 111.9 182.3 5.5 176.8 64.8
Hadleigh 7.3 11.6 1.2 10.3 3.0
TOTAL: BABERGH DISTRICT 174.8 193.8 6.8 187.1 67.8
Notes:

(1) We assume that all existing comparison goods floorspace at the base year (2008) will achieve a real sales productivity gain of 2.2% per annum. This figure is based on in-depth
research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark comparison goods turnovers of each centre as set out
in Table 8 (Column G).




TABLE 18 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

Reduction in Expenditure

. Adjustment for Over / . due to Comparison Adjusted Residual A les Density i Estimated Retail

Ex P:;Zﬂ:?;ieagggfr&m) Under Trading in Base EXA::‘:?::iieazdggfr&m) Goods Floorspace Headroom Expenditure by Z:;:"g)d ?a s ensnytln Floorspace Need in 2021

P Y Year (Em) P Y Commitments (as at May 2021 (£m) (£ per sq.m ney) (sq.m net)
Centre 2008) (1)
A B C=A+B D E=C-D G=E/F
(Table 17, E) (Table 8, H)
|Sudbury [ 64.8 | 43.8 [ 108.6 | 12.4 [ 96.2 | 6,303 [ 15,265 |
|Hadleigh | 3.0 [ -8.1 | 5.1 [ 0.0 | 5.1 | 6,303 | -803 |
7
TOTAL: BABERGH DISTRICT 67.8 35.7 103.6 12.4 91.2 / / 14,462
i

Notes:

(1) Details and estimated 2021 turnovers of comparison goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2021 benchmark centre sales density estimates are set out in Section 3.
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TABLE 1 - POPULATION CHANGE BY ZONE

2008 Pobulation Total Percentage
(BasepYear) 2011 Population 2016 Population 2021 Population Increase Increase
(2008-2021) (2008-2021)
Zone 1 17,980 18,417 19,097 19,807 1,827 10.2%
Zone 2 31,412 32,538 34,321 36,035 4,623 14.7%
Zone 3 19,508 19,676 19,967 20,294 786 4.0%
Zone 4 20,665 20,843 21,152 21,498 833 4.0%
Zone 5 7,474 7,538 7,650 7,775 301 4.0%
Zone 6 12,346 12,452 12,637 12,844 498 4.0%
Zone 7 26,664 26,893 27,292 27,739 1,075 4.0%
Zone 8 11,744 11,959 12,257 12,526 782 6.7%
TOTAL 147,793 150,316 154,373 158,518 10,725 7.3%
Notes:
Population figures for zones 1 to 8 are based on ward populations for 2005 produced by ONS and incorporate forecasts from 2005 to 2021
produced by Suffolk Observatory, Braintree District Council and Colchester Borough Council for the appropriate wards.




TABLE 2 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

Expenditure Per Head (£) "

Increase (£) Increase %

2008 (Base Year) 2016 2021 (2008-2021)  (2008-2021)
Zone 1 1,835 1,861 1,900 1,968 2,023 162 8.7%
Zone 2 1,800 1,825 1,864 1,930 1,985 159 8.7%
Zone 3 1,854 1,880 1,920 1,988 2,044 164 8.7%
Zone 4 1,674 1,698 1,733 1,795 1,846 148 8.7%
Zone 5 1,986 2,014 2,056 2,129 2,190 176 8.7%
Zone 6 1,794 1,819 1,858 1,924 1,978 159 8.7%
Zone 7 1,819 1,845 1,884 1,950 2,006 161 8.7%
Zone 8 1,698 1,722 1,758 1,821 1,872 150 8.7%

Notes:

(1) Average consumer expenditure per head on convenience goods for 2006 has been estimated by Experian for each zone. The 2006 expenditure per head
figures in each zone have been projected forwards to 2008 (the base year) and the forecast years of 2011, 2016, and 2021 by using UK expenditure per
head growth forecasts provided by Experian (see Appendix 3c).




TABLE 3 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

Expenditure Per Head (£)

Increase (£) (2008-

2008 (Base Year) 2016 2021 Increase % (2008-2021)

2021)
Zone 1 1,757 1,767 1,824 1,876 119 6.8%
Zone 2 1,723 1,733 1,789 1,840 117 6.8%
Zone 3 1,775 1,785 1,843 1,895 120 6.8%
Zone 4 1,602 1,612 1,664 1,711 109 6.8%
Zone 5 1,901 1,913 1,974 2,030 129 6.8%
Zone 6 1,717 1,728 1,783 1,834 116 6.8%
Zone 7 1,741 1,752 1,808 1,859 118 6.8%
Zone 8 1,625 1,635 1,688 1,736 110 6.8%

Notes:

(1) Expenditure per head on convenience goods has been discounted by 5.6% (over the figures in Table 2) for the base year of 2008, to exclude non
store retail which includes e-tailing. At 2011 and 2016, discounts of 7% and 7.3% have been assumed. For the forecast year of 2021 we assume

the same discount of 7.3%, since the level of SFT is expected to plateau.

The SFT percentages are derived from in-depth research carried out by Experian (see Appendix 3d).




TABLE 4 - TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL
FORMS OF TRADING)

Total Available Expenditure (£€m)

Increase (£) (2008- Increase % (2008-

2008 (Base Year) 2016 2021 2021) 2021)

Zone 1 31.6 32.5 34.8 37.1 5.6 17.6%
Zone 2 54.1 56.4 61.4 66.3 12.2 22.5%
Zone 3 34.6 35.1 36.8 38.5 3.8 11.1%
Zone 4 33.1 33.6 35.2 36.8 3.7 11.1%
Zone 5 14.2 14.4 15.1 15.8 1.6 11.1%
Zone 6 21.2 21.5 22.5 23.6 2.3 11.1%
Zone 7 46.4 471 49.3 51.6 5.1 11.1%
Zone 8 19.1 19.6 20.7 21.7 2.7 13.9%
TOTAL 254.4 260.3 275.9 291.3 37.0 14.5%

Notes:

(1) Total available expenditure totals for convenience goods are calculated as follows: Population (Table 1) multiplied by consumer expenditure after

making appropriate reductions for SFT (Table 3).




TABLE 5 - CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE IN THE BASE YEAR, 2008
(COLUMN PERCENT)

Consumer Demand: Where the Money Comes
From (Zone)

Study Area

Retail Supply: Where the Money is Spent

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT

Sudbury 25.0 | 334 | 41.3 | 84.7 | 481 5.2 0.0 0.0

Hadleigh 0.0 0.0 2.1 0.4 1.1 38.1 2.5 0.0

Copdock Mill 0.0 0.0 2.0 0.0 0.0 14.1 35.1 0.0

Other Centres / Stores 145 | 53 | 234 | 8.1 13.0 | 145 | 3.4 0.3
SUB TOTAL 395 | 388 | 688 | 93.1 | 622 | 719 | 410 | 03

OUTSIDE BABERGH DISTRICT

All Centres / Stores 60.5 | 61.2 [ 31.2 6.9 37.8 | 28.1 | 59.0 | 99.7
SUB TOTAL 60.5 | 61.2 | 31.2 | 6.9 | 378 | 28.1 | 59.0 | 99.7

TOTAL 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0

Notes:

The market share percentages are derived from the household telephone survey carried out within Babergh District

and its shopping hinterland during April/May 2008.




TABLE 6 - ESTIMATED CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

Expenditure Total Convenience Benchmark  Benchmark

Estimated . Average Sales . Extent of Any
Retai : . Study Area L Drawn From Inflow Convenience Goods Density (£ per Avera_ge Sales Convenience Over / Under
etail Supply: Where the Money is Spent SurveyArea e Goods Floorspace = " net) Density (£ per  Goods Trading (£m)
HOUSEHOLD R 2 et e Sl Turnover  (sqm.ney@ ST™ sq.m net)® Turnover (£Em) 9
SURVEY AREA
Zone1 Zone?2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone 8 G=FxD
[WITHIN BABERGH DISTRICT
Sudbury 7.9 18.1 14.3 28.0 6.8 11 0.0 0.0 76.. 76.3 0.0 76.3 7,540 10,116 9,294 70.1 6.2
Hadleigh 0.0 0.0 0.7 0.1 0.2 8.1 1.2 0.0 10.! 10.3 0.0 10.3 2,624 3,914 4,387 11.5 -1.2
Copdock Mill 0.0 0.0 0.7 0.0 0.0 3.0 16.3 0.0 20. 20.0 37.8 57.8 4,228 13,668 13,000 55.0 -
Other Centres / Stores 4.6 2.9 8.1 2.7 1.8 3.1 1.6 0.0 24. 24.8 0.0 24.8 - - - 245 -
SUB TOTAL 12.5 21.0 23.8 30.8 8.8 15.2 19.0 0.0 131.3 131.3 37.8 169.1 14,392 27698.7 161.1 5.0
[OUTSIDE BABERGH DISTRICT
All Centres / Stores 19.1 33.1 10.8 2.3 5.4 6.0 27.4 19.0 123.1
SUB TOTAL 19.1 33.1 10.8 2.3 54 6.0 27.4 19.0 123.1
TOTAL AVAILABLE EXPENDITURE (WITHIN
HOUSEHOLD SURVEY AREA - FROM TABLE 4) 31.6 54.1 34.6 33.1 14.2 21.2 46.4 19.1 254.4

Notes:

(1) Estimated by Colliers CRE.

(2) Floorspace figures derived from a number of sources (see Appendix 4a for full details).
(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4a for full details).




TABLE 7 - ADJUSTED CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE (COLUMN
PERCENT)

Consumer Demand: Where the Money Comes

From (Zone)
Retail Supply: Where the Money is Spent Study Area

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT

Sudbury 25.0 | 334 [ 50.0 | 90.0 | 60.0 1.6 0.0 0.0

Hadleigh 0.0 0.0 2.1 0.4 1.1 80.0 | 2.5 0.0

Copdock Mill 0.0 0.0 2.0 0.0 0.0 2.6 | 351 0.0

Other Centres / Stores 145 | 53 | 23.4 | 8.1 13.0 | 145 | 3.4 0.3
SUB TOTAL 395 | 388 | 775 | 985 | 741 | 98.7 | 410 | 03

OUTSIDE BABERGH DISTRICT

All Centres / Stores 60.5 | 61.2 | 22.5 1.5 25.9 1.3 59.0 | 99.7
SUB TOTAL 605 | 61.2 | 225 | 15 | 259 | 1.3 | 59.0 | 99.7

TOTAL 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0 | 100.0

Notes:

Some of the market shares for Sudury and Hadleigh have been adjusted from those set out in Table 5, to reflect the future

potential of these towns to retain higher proportions of locally generated retail expenditure, which is in line with Council

aspirations and the Government's sustainability objectives of reducing the number and distance of car journeys for shopping

purposes.




TABLE 8 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

E)r(:vs:dlixl;: Estimated Con-\ll-:;?tlence
. . Infl
Retail Supply: Where the Money is Spent Study Area TOTAL Survey Area nHowW @  Goods
HOUSEHOLD (Zones 1-8) S{pRAeliilE Turnover
SURVEY AREA
Zone1 Zone2 Zone3 Zone4 Zone5 Zone 6 Zone7 Zone 8 A B C=A+B
WITHIN BABERGH DISTRICT
Sudbury 8.1 18.9 17.6 30.2 8.7 0.3 0.0 0.0 83.8 83.8 0.0 83.8
Hadleigh 0.0 0.0 0.7 0.1 0.2 17.2 1.2 0.0 19.4 19.4 0.0 19.4
Copdock Mill 0.0 0.0 0.7 0.0 0.0 0.6 16.5 0.0 17.8
Other Centres / Stores 4.7 3.0 8.2 2.7 1.9 3.1 1.6 0.1 25.3
SUB TOTAL 12.9 21.9 27.2 33.1 10.7 21.2 19.3 0.1 146.3
OUTSIDE BABERGH DISTRICT
All Centres / Stores 19.7 34.5 7.9 0.5 3.7 0.3 27.8 19.5 113.9
SUB TOTAL 19.7 34.5 7.9 0.5 3.7 0.3 27.8 19.5 113.9
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4) 32.5 56.4 35.1 33.6 14.4 21.5 471 19.6 260.3

Notes:

For each cell, the monetry figure is derived by multiplying the 2011 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share
of the specific centre in that zone (Table 7).

(1) Estimated by Colliers CRE .




TABLE 9 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

Turnover Allocation for

Residual Turnover

Potential Headroom

2008 Turnover 2011 Turnover Potential Existing Zzt:;lers 2008- Potential by 2011 Expenditure by 2011
© (1)
(Table 6, C) (Table 8, C)
Sudbury 76.3 83.8 1.3 82.5 6.3
Hadleigh 10.3 19.4 0.2 19.2 9.0
TOTAL 169.1 103.2 15 101.8 15.2
Notes:

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth
research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out

in Table 6 (Column G).




TABLE 10 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

Reduction in Expenditure

. Adjustment for Over / . due to Convenience Adjusted Residual ol Estimated Retail
.Y d Sales D t
Ex P:r:zri‘tt?::l:eazd(;?:r(;m) Under Trading in Base ExA:;l(;?tt:iieazd J?:"(;m) Goods Floorspace Headroom Expenditure by :::J:ng) " ales Bensi ytm Floorspace Need in 2011
P Y Year (Em) P Y Commitments (as at April 2011 (Em) (£ per sq.m net) (sq.m net)
Centre 2008) Q]
A B C=A+B D G=E/F
(Table 9, E) (Table 6, H)

[Sudbury | 6.3 | 6.2 | 12.5 | 0.5 | 12.0 | 8,145 | 1,467 |
|Hadleigh | 9.0 [ 1.2 | 7.7 [ 0.0 | 7.7 | 8,145 | 947

TOTAL

=
b= B»h
L 50 202 05 197 é»éBTlfloo ol
’////////////////////////4
Notes:

(1) Details and estimated 2011 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2011 benchmark centre sales density estimates are set out in Section 3.




TABLE 11 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

E)r(:vs:dlixl;: Estimated Con-\ll-:;?tlence
. . Infl
Retail Supply: Where the Money is Spent Study Area TOTAL Survey Area nHowW @  Goods
HOUSEHOLD Ry ZV PR ) Sbenetie Turnover
SURVEY AREA
Zone1 Zone2 Zone3 Zone4 Zone5 Zone 6 Zone7 Zone 8 A B C=A+B
WITHIN BABERGH DISTRICT
Sudbury 8.7 20.5 18.4 31.7 9.1 0.4 0.0 0.0 88.7 88.7 0.0 88.7
Hadleigh 0.0 0.0 0.8 0.1 0.2 18.0 1.2 0.0 20.4 20.4 0.0 20.4
Copdock Mill 0.0 0.0 0.7 0.0 0.0 0.6 17.3 0.0 18.7
Other Centres / Stores 5.1 3.3 8.6 2.8 2.0 3.3 1.7 0.1 26.7
SUB TOTAL 13.8 23.8 28.5 34.7 11.2 22.2 20.2 0.1 154.5
OUTSIDE BABERGH DISTRICT
All Centres / Stores 21.1 37.6 8.3 0.5 3.9 0.3 29.1 20.6 121.4
SUB TOTAL 21.1 37.6 8.3 0.5 3.9 0.3 29.1 20.6 121.4
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4) 34.8 61.4 36.8 35.2 15.1 22,5 49.3 20.7 275.9

Notes:
For each cell, the monetry figure is derived by multiplying the 2016 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share

of the specific centre in that zone (Table 7).
(1) Estimated by Colliers CRE.




TABLE 12 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

Turnover Allocation for

Residual Turnover

Potential Headroom

2008 Turnover 2016 Turnover Potential Existing Zzt:ﬁllers 2008- Potential by 2016 Expenditure by 2016
© (1)
(Table 6, C) (Table 10, C)
Sudbury 76.3 88.7 3.4 85.3 9.0
Hadleigh 10.3 20.4 0.6 19.8 9.5
TOTAL 169.1 109.1 4.0 105.1 18.5
Notes:

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth
research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out

in Table 6 (Column G).




TABLE 13 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

Reduction in Expenditure

. Adjustment for Over / . due to Convenience Adjusted Residual ol Estimated Retail
.Y d Sales D t
Ex P:r:zri‘tt?::;eazd(ﬁg '(';m) Under Trading in Base ExA:;l(;?tt:iieazd J:’gr(;m) Goods Floorspace Headroom Expenditure by :::;ng) " ales Bensi ytm Floorspace Need in 2016
P Y Year (£Em) P Y Commitments (as at April 2016 (Em) (Es e S = (sq.m net)
Centre 2008) Q]
A B C=A+B D G=E/F
(Table 12, E) (Table 6, H)
|Sudbury [ 9.0 | 6.2 [ 15.2 | 0.5 [ 14.7 | 8,392 [ 1,755 |
|Hadleigh | 9.5 [ 1.2 | 8.3 [ 0.0 | 8.3 | 8,392 | 987
TOTAL

=
b= B»h
L 50 235 05 30 . " G
’////////////////////////4
Notes:

(1) Details and estimated 2016 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2016 benchmark centre sales density estimates are set out in Section 3.




TABLE 14 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

Consumer Demand: Where the Money Comes From (Zone)

E)r(:vs:dlixl;: Estimated Con-\ll-:;?tlence
. . Infl
Retail Supply: Where the Money is Spent Study Area TOTAL Survey Area nHowW @  Goods
HOUSEHOLD (Zones 1-8) sfpEaiile Turnover
SURVEY AREA
Zone1 Zone2 Zone3 Zone4 Zone5 Zone 6 Zone7 Zone 8 A B C=A+B
WITHIN BABERGH DISTRICT
Sudbury 9.3 22.2 19.2 33.1 9.5 0.4 0.0 0.0 93.6 93.6 0.0 93.6
Hadleigh 0.0 0.0 0.8 0.1 0.2 18.8 1.3 0.0 21.3 21.3 0.0 21.3
Copdock Mill 0.0 0.0 0.8 0.0 0.0 0.6 18.1 0.0 19.5
Other Centres / Stores 5.4 3.5 9.0 3.0 2.1 3.4 1.7 0.1 28.2
SUB TOTAL 14.7 25.7 29.8 36.2 11.7 23.2 21.1 0.1 162.6
OUTSIDE BABERGH DISTRICT
All Centres / Stores 22.5 40.6 8.7 0.6 4.1 0.3 30.4 21.7 128.8
SUB TOTAL 22.5 40.6 8.7 0.6 4.1 0.3 30.4 21.7 128.8
TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4) 371 66.3 38.5 36.8 15.8 23.6 51.6 21.7 291.3

Notes:
For each cell, the monetry figure is derived by multiplying the 2021 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share

of the specific centre in that zone (Table 7).
(1) Estimated by Colliers CRE.




TABLE 15 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

Turnover Allocation for

Residual Turnover

Potential Headroom

2008 Turnover 2021 Turnover Potential Existing Zzt;lers 2008- Potential by 2021 Expenditure by 2021
© (1)
(Table 6, C) (Table 14, C)
Sudbury 76.3 93.6 5.7 88.0 11.7
Hadleigh 10.3 21.3 0.9 20.3 10.1
TOTAL 169.1 114.9 6.6 108.3 21.8
Notes:

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth
research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out

in Table 6 (Column G).




TABLE 16 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

Reduction in Expenditure

. Adjustment for Over / . due to Convenience Adjusted Residual ol Estimated Retail
.Y d Sales Densit
Ex P:;Zﬂ:?;ieagggfr&m) Under Trading in Base ExA:;l(;?tt:iieazd J;or(gm) Goods Floorspace Headroom Expenditure by ::::ng) " ales Bensi ytm Floorspace Need in 2021
P v Year (£m) P v Commitments (as at April 2021 (£m) (B Gy et (sq.m net)
Centre 2008) Q]
A B C=A+B D G=E/F
(Table 15, E) (Table 6, H)
|Sudbury [ 11.7 | 6.2 [ 17.9 | 0.6 [ 17.3 | 8,647 [ 2,000 |
|Hadleigh | 10.1 [ 1.2 | 8.8 [ 0.0 | 8.8 | 8,647 | 1,021 |
TOTAL

-
7777/
26 7 0 6 26.1 V7777 /4 3 021
: : : : : o :
’////////////////////////4
Notes:

(1) Details and estimated 2021 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2021 benchmark centre sales density estimates are set out in Section 3.






