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THE NATIONAL RETAIL PLANNING FORUM

« The work in setting up NRPF Is
precisely to create a knowledge
base where at least we can retain
some memory of what has
happened — good and bad
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Retall - A Vital Resource

£238bn sales - 21% of GDP
3.5m employees

4,600 separate trading locations
200 shopping trips per annum

larrods / Marks and Spencer / Regent
Street

65% Pension Fund Property Assets




Markets Iin the UK

e Over 1100 retaill markets in the UK
e 150,000 stalls available every week
e 46,000 market traders

* 96,000 people employed In market
iIndustry

« 435 million shopping visits per year
e £1.1 billion spent at markets each year

Nabma survey 2005



Spending growth 2006 - 2015

40 yeqr average
20 year average
Forgcast

40 year average
Household Spending 20 year average
Forecast

40 year gverage
20 year gverage
ForecaT

Spending on Retail
Goods

40 year ayerage
Comparison Goods 20 year averag
Forecgst

. Consumers



tum

10N galns momen

Regenerat

0
@®
()
S
@®©
'
S
]
c
()
o
=
=
=]
o]
()
(8]
©
o
0
<
+—
(<))
S
+—
c
()
o
S
)
o

Trendline

Planning



Growth of specialist retailers

Second hand
Other specialists
Books

Hardware
Electrical
Furniture
Footwear
Clothing

Textiles
Pharmacy & medical
Food specialists

Non-specialist, other

Non-specialist, food
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Foreign retailers entering the
UK

Number

: Retailers
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Competition Is rife

Tesco 82.3 83.1 -0.8
Sainsbury 86.7 86.6 0.0
Asda 82.6 84.2 -1.6
Morrisons 87.5 90.3 -2.8
Average of big 4 84.3 86.1 13




Allders

Retal Ier Casua-ltles Styling You and Your Home

furnitureland  [Y7 P *
— el

inSpred InTRviors
= powertiouse

SERVING YOU SINCE 1843

silverscreen

gadgetshop



Vacancy rate (%)
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97

Dec-
98

Dec-
99

Dec-
00

Dec-
01

Dec-
02

Dec-
03

Dec-
04

Dec- Dec- Dec-

05

06 07

Source: IPD Monthly Index, Goodman



Lease lengths are shortening
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Source: IPD, Goodman



Grocers’ non-food sales are still growing strongly

Change 2001-6 (%)
0 50 100 150

Clothing and
Footwear

Electricals
Health and Beauty
Homewares

Music & Video

Source:Verdict, Goodman



The rise of the chameleon retailer

A [ZER TERE

Extra (approx. 60,000 sqg. ft. Superstore (approx. 20,000- Metro (approx. 7,000-
and above) 50,000 sq. ft.) 15,000 sq. ft.)

-

| '“-:‘.'*_. —al

Express (up to 3,000 sq. ft.)

Homeplus (35,000-50,000
sq. ft.)



Changes in the retail mix 2005-7:
national average

Change 2005-7

-1.0% -0.5% 0.0% 0.5% 1.0% 1.5% 2.0% 2.5% 3.0%

Comparison

Convenience

Service

Vacant

Multiples

Source: Experian Goad 2007, Goodman
Note: Floorspace change



How dominant are the multiples?

Share of total floorspace
0% 20% 40% 60% 80% 100%
Major City
Major Regional
Regional
Sub-Regional
Major District
District
Minor District

Local

All centres

B Multiples B Independents

Source: Experian Goad 2007, Goodman



Current retailer mix across the hierarchy

Share of total floorspace
0% 20% 40% 60% 80% 100%
Major City
Major Regional
Regional
Sub-Regional
Major District
District
Minor District

Local

All centres
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Source: Experian Goad 2007, Goodman



Changes in the mix 2005-7: by status

Change 2005-7
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Recent rental growth by town

Change Q3 05 to Q3 07 (%)
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Revival of the independent
retailer?

| Home H Confectioners H Online Shop H A Good Yarn H Cake Craft ” 0ld Photos ” Links H Small Print

C.R.WICKENDEN LTD
11, HIGH STREET, EAST GRINSTEAD, WEST SUSSEX. ENGLANWD. RHI19 3AF
Tel +44 (0)1342 321192 Faz +44 (0)1342 327585 E-mail enqumes@sweetsuk co.uk

ONLINE SWEET SHOP

Weigh Out & Personalised Jars Menu | | Gift Bags Menu H Meridian Boxes Menu ‘
With over 160 different sweets to choose from you should find your favourites here.

s =

d If you are locking for a gift then many of
our weigh out sweets are now avalable in
gift bags, for quantity's of 20 or more then
the labels can be personalised with your
own design

TUnique to us are our personahsed
Jars, choose your sweets, choose
your label and then tell us what
message yon would like on the label

Sweets subject to availability.
Prices subject to change (and human error!)

SITE HOME i ke cok




Town centre rental growth: winners and losers

Rental change Q3 05 to Q3 07 (%)
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Ripon

Ringwood
Stratford (Newham)
Marlborough
Dorking

Gosport

Sheffield
Shrewsbury
Harrogate
Burton-upon-Trent
Maidstone
Castleford

Airdrie

Accrington
Kirkcaldy

Source: Goodman



What makes for a successful town centre?

Rental value growth
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Footfall effects on trading performance

Concentration: Hanley Dilution: Hull

@ Key attractors Pedestrian flows

Source: Property Market Analysis, Goodman



A new agenda for shopping place
design

Place-making will be at the forefront of
strategies for retail development. But in
pursuit of competitive advantage, shopping
nlaces will seek to innovate by becoming
nighly differentiated environments

Future Shopping Places
Building Design Partnership, 2007

Design



