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Study Introduction and Report Structure
Aylesbury Town Centre has and continues to evolve. Aspirations for the town centre are high with
further growth and change in the pipeline. Waterside North presents an exciting opportunity for the
town centre to further grow its offer and appeal
This study has been commissioned to update the evidence base, including retail capacity and to
help inform and direct investment decisions, with a specific objective to provide direction and
guidance to optimise the Waterside development opportunity
This Aylesbury Town Centre Growth Opportunity Assessment Study was commissioned by
Teresa Lane and Andy Kirkham on behalf of Aylesbury Vale District Council in July / August
2016 and this document represents the full study report and combines the two presentation
style reports delivered to the project team
The report has been divided into two parts, Part One details the findings of the study and Part Two
details the Conclusions and Outputs of the study
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Aylesbury Today: Achievements to Date
•
•
•
•
•
•

•
•
•

Aylesbury as the county town of Buckinghamshire and the largest urban settlement in the Vale continues
to be the main focus for growth and investment
Aylesbury has undergone much change and improvement in recent years
Considerable town centre investment and regeneration has taken place
New operators and attractions have been attracted to the town centre
New retail units and operators are trading in Friars Square, with Next relocating into a new larger unit in
the centre
Alongside the award winning Aylesbury Waterside Theatre (£48m), the Waterside South development has
delivered;
– New Waitrose store, Travelodge hotel and car parking in 2013 (£18m)
– Buckinghamshire University Technical College, Aylesbury Centre opened in 2015 (£16.5m)
Renovation of Vale Park £1.5m) and extended facilities at Aqua Vale Leisure Centre (£5.4m)
Town centre has achieved Purple Flag status for its evening economy
Extension of the railway line has improved transport links to and from the town centre; further
improvements also planned with a proposed east-west rail link
Much has already been achieved and there are further opportunities to build on this success
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Part One Contents
• Objectives and Target Outputs
• Scope and Approach
• Postcode Survey and Catchment Area Analysis
• Aylesbury’s Catchment, Profile and Expenditure
• Shopper Survey (Postcode Plus)
• Town Centre Operator Survey
• Stakeholder Contact
• Aylesbury Town Centre Retail Review
• Competing Centres
• Retail Trends and Context
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Objectives and Target Outputs
Summarised as;
•
•
•
•
•
•
•

•

Identify the future customer base (and groups) and their needs from Aylesbury Town
Centre
Identify the future vision for Aylesbury Town Centre, in terms of the range, mix and
content of offers
Identify the core content and component building blocks that are appropriate, to be
included in the Waterside North Phase 2&3 development phases
Provide an evidence base to help inform and direct investment decisions
Provide evidence and information to support the development of the Local Plan
Refresh the GL Hearn capacity assumptions using the latest catchment group expenditure
and accepted town centre performance information
Provide information to help secure future investors in the town centre; developers,
anchors, operators
To provide information to be shared with the key stakeholders and project partners across
the town centre
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Approach: Research Completed
Aylesbury Town Centre Operator
Survey

Previous Research Review
•

Research and reports reviewed include; GL
Hearn Retail Study, Town Centre Plan,
Local Plan, Coverpoint F&B Strategy,
Economic Performance Report, Bblurr
masterplan presentation

•

Direct distribution

•

90 responses; broad cross-section

•

Good quality input

Postcode & Street Survey

Customer Groups Lifestyle
Identification and Quantification

•

1,000 postcodes & c.500 street surveys

•

Catchment Area Definition

•

Dominant Acorn Lifestyle groups

•

Shopping behaviour / usage

•

Shopper vs. Catchment

•

Future requirements

•

Expenditure Patterns
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Approach: Research Completed contd.
Town Centre and
Local Hierarchy Reviews

Competing Centres and
Benchmark Locations Review

•

Mix and positioning

•

Review of current offers

•

Strengths and weaknesses

•

Future plans

•

Gaps and future opportunities

•

What do they offer, how are they evolving

Consumer and Retail
Trends Overview

Stakeholder Contact
•

Discussions / contact with key stakeholders

•

Views and opinions

•

Future opportunities and aspirations
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•

Accepted consumer trends

•

Shopping behaviour and town centre usage

•

Industry leading publications and research

Approach: Analysis and Outputs
Aylesbury Customer Base / Groups
and their Needs
•

Who, where, how many?

•

More than just the resident base

•

Future needs of all these customer groups

Waterside North

Town Centre Conclusions
•

Current town centre performance

•

Influencing factors and lessons (trends and
benchmarks)

•

•

Identify core content and building blocks Phases 2&3

•

Benchmark locations lessons and input

•

Indicative size and scale using recent
capacity update and benchmark review

Reasons to Invest in Aylesbury
• Rationale, supporting evidence and
information to help secure future investors
• Evidence and information to support
development decisions and share with
project partners

Strengths, weaknesses, opportunities and
threats
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Postcode Survey and Catchment Area Analysis

Methodology and Response Rate
•

Postcode Plus Survey was conducted in Aylesbury Town Centre during July 2016

•

Primary purpose being to obtain the home postcodes of people in the town centre and
therefore to provide insight into the origin of shoppers and other town centre users

•

The Postcode Plus Survey was carried out on Tuesday 12th, Saturday16th, Tuesday19th and
Wednesday 20th July 2016

•

Surveys were conducted in three primary footfall locations within the town centre;

•

–

1) Outside the main shopping centre Friars Square

–

2) Outside M&S on High Street and

–

3) Outside Costa Coffee at the entrance to Aylesbury Retail Park

The survey achieved a very robust sample of over 1,000 postcodes
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Postcodes Collected
Respondents stopped at random
within Aylesbury Town Centre;
weekdays and weekend and asked
for their home postcode
Responses by postal sector shown
opposite
Core response area of 6
postal sectors, each
representing 5-10% of
responses
20 postal sectors account for
circa 76% of all postcodes
collected
A further 5% of postcodes
are also of interest

HP20 1

10.1%

HP17 8

2.5%

HP21 7

7.9%

HP19 7

2.3%

HP21 8

7.8%

HP19 0

2.2%

HP20 2

6.9%

HP19 8

1.8%

HP21 9

6.6%

OX9 3

1.8%

HP19 9

6.4%

HP22 6

1.6%

HP22 5

3.8%

HP23 5

1.6%

HP22 4

3.4%

HP20 9

1.5%

HP18 0

3.1%

LU7 0

1.3%

HP23 4

2.6%

HP27 0

1.1%

* Shows postal sectors achieving above a 1% response rate
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Postcodes Mapped
• Shaded red area
represents the area for
76% of postcodes collected
in the town
• However another 5% of
postcodes nearby are
important and require more
investigation
• An additional group travel
in from outside this area;
amber shading represents
the main areas of inflow
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Postcode Responses Compared: 2010 to 2016
The tables below compare the results of a previous survey completed in 2010 with this year’s results
2016

2010

MK10 9

0.5%

-

0.6%

MK18 2

0.5%

0.1%

0.7%

1.3%

SL1 5

0.5%

-

HP21 1

0.6%

-

0.5%

HP27 9

0.6%

1.4%

1.6%

3.5%

MK18 1

0.6%

0.4%

HP23 5

1.6%

0.7%

OX39 4

0.6%

1.2%

3.0%

HP20 9

1.5%

0.1%

OX9 2

0.6%

-

3.1%

1.4%

LU7 0

1.3%

1.1%

HP18 9

0.5%

0.2%

2.6%

1.4%

HP27 0

1.1%

0.7%

LU1 3

0.5%

-

2016

2010

2016

2010

2016

2010

HP20 1

10.1%

5.1%

HP17 8

2.5%

2.6%

LU7 9

0.8%

0.6%

HP21 7

7.9%

5.8%

HP19 7

2.3%

5.4%

HP17 0

0.7%

HP21 8

7.8%

10.3%

HP19 0

2.2%

1.1%

MK18 3

HP20 2

6.9%

3.9%

HP19 8

1.8%

2.5%

HP21 9

6.6%

7.8%

OX9 3

1.8%

HP19 9

6.4%

8.1%

HP22 6

HP22 5

3.8%

6.0%

HP22 4

3.4%

HP18 0
HP23 4

* Represents all responses above 0.5% (5 responses) collected in 2016 survey
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Postcodes collected
are from a similar
area but with changes
in penetration in a
number of areas
5 ‘new’ postal sectors
identified

Areas for further Investigation
Postcode responses
from the blue circled
areas feature at
similar levels to 2010
Response from
Leighton Buzzard is
down on 2010,
however just beyond
Leighton Buzzard is
up
West of Thame is up
on 2010
North of Chesham is
down on 2010
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Aylesbury’s Defined Catchment, Profile and Expenditure

Aylesbury’s Catchment Area
The map shows the defined catchment area for 2016, based on the postcodes collected; this is broadly
similar to Aylesbury’s existing established trade draw area
Aylesbury
continues to
attract shoppers
from a wide area
This area contains
over 259,000
residents
Population is
growing,
significant further
housing in the
pipeline
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2016 Acorn Profile
•
•
•

Using the defined catchment area data has been sourced on the Acorn profile of residents
Acorn is a lifestyle classification system which classifies consumers into demographic types;
there are 6 categories, 18 groups and 62 types
This provides valuable insight into target consumers, their lifestyle and characteristics;
explored in more detail on the following pages
2016
Catchment

UK
Average

1 - Affluent Achievers

36.7

22.6

2 - Rising Prosperity

12.6

9.1

3 - Comfortable Communities

25.2

27.1

4 - Financially Stretched

17.0

22.7

5 - Urban Adversity

7.4

17.5

ACORN Category

* Excludes those classified as not private households
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Mass to mid
market and above
75%

Key Lifestyle Groups: Affluent Achievers
Affluent Achievers

Catchment

UK Average

Lavish Lifestyles

1.2%

1.3%

Executive Wealth

21.4%

12.3%

Mature Money

14.1%

8.9%

Healthy, wealthy, confident
consumers

Mature Money
These people tend to be older
empty nesters and retired couples.
Many live in rural towns and
villages, others live in the suburbs
of larger towns. They are
prosperous and live in larger
detached or semi-detached
houses or bungalows

Executive Wealth
These are wealthy families living in larger
detached or semi-detached properties
either in the suburbs, the edge of towns
or in semi-rural locations. While these are
generally family areas there are also
some empty nesters and better-off retired
couples
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Confident with new
technology and top of the
social ladder
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Key Lifestyle Groups: Comfortable Communities
Comfortable Communities

Catchment

UK Average

Countryside Communities

1.8%

6.3%

Successful Suburbs

7.9%

6.1%

Steady Neighbourhoods

7.4%

8.2%

Comfortable Seniors

1.1%

2.5%

Starting Out

7.1%

4.0%

Successful Suburbs
This group comprises homeowning families living
comfortably in stable areas in
suburban and semi-rural
locations…Families might
include young children,
teenagers or even young adults
who have not yet left home

Steady Neighbourhoods
These home-owning families,
often middle–aged, are living
comfortably in suburban and
urban locations
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Middle-of-theroad Britain
Comfortably off
Few major
financial worries

Starting Out
Younger couples in their first
home, starting a family, and others
who are at an early stage of their
career form a substantial
proportion of the households in
these areas

Key Lifestyle Groups: Financially Stretched
Catchment

UK Average

Student Life

0.5%

2.6%

Less likely to use new
technology, shop online or
research using the internet

Modest Means

2.2%

7.7%

Do use the internet socially

Striving Families

12.3%

8.0%

Poorer Pensioners

2.0%

4.4%

Many getting by with
modest lifestyles

Financially Stretched

Striving Families
These low income families typically live on
traditional low-rise estates. While many rent
their homes from the council or housing
association an equal number have bought
their houses…These families are struggling
to get by on limited incomes
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20

Some hardship

Key Lifestyle Groups: Rising Prosperity
Rising Prosperity

Catchment

UK Average

City Sophisticates

-

3.3%

Career Climbers

12.6%

5.9%

Career Climbers
These are younger people, singles, couples and
families with young children. They live in flats,
apartments and smaller houses…Overall they
tend to have higher educational qualifications
than average and incomes reflecting the urban
locations, are well above average
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21

Internet generation
Cosmopolitan outlook
Eat out in restaurants,
and go to the theatre
and cinema

Acorn Profile of Residents Mapped
The map shows the defined catchment area
for 2016, the colour-coding shows the
dominant lifestyle category in each postal
sector
Blue – ‘Affluent Achievers’ dominates
Aylesbury
continues to
attract shoppers
from a wide area

Orange – ‘Financially Stretched’ and
some Purple – ‘Rising Prosperity’
around the town centre

This area contains
over 259,000
residents

Purple – ‘Rising Prosperity’ and
Green – ‘Comfortable Communities’
around Leighton Buzzard
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2016 Shopper vs. Resident Lifestyle Profile
The shopper postcodes collected in the town centre have also been profiled in order to compare the
profile of actual shoppers to that of residents living within the defined catchment area
The table below compares the two datasets
ACORN Category

Shopper
%

Catchment
%

Shopper vs
Resident

1 - Affluent Achievers

28.1%

36.7

down

2 - Rising Prosperity

9.4%

12.6

down

3 - Comfortable Communities

27.7%

25.2

up

4 - Financially Stretched

16.9%

17.0

level

5 - Urban Adversity

14.1%

7.4

up

* Excludes those classified as not private households
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There are lower
proportions of the higher
profile resident groups
(Affluent Achievers and
Rising Prosperity)
present / shopping in the
town
This indicates that
Aylesbury currently has
a reduced appeal to
these consumers

Shopper vs. Resident Profile: Compared to 2010
Shopper
%

Catchment
%

GB
Average
%

Shopper Vs
Resident
%

Wealthy Achievers

31

41

25

down

Urban Prosperity

6

4

12

up

Comfortably Off

33

34

28

level

Moderate Means

15

11

14

up

Hard Pressed

15

11

21

up

Shopper
%

Catchment
%

UK
Average
%

Shopper vs
Resident

1 - Affluent Achievers

28.1%

36.7

22.6

down

2 - Rising Prosperity

9.4%

12.6

9.1

down

3 - Comfortable Communities

27.7%

25.2

27.1

up

4 - Financially Stretched

16.9%

17.0

22.7

level

5 - Urban Adversity

14.1%

7.4

17.5

up

2010 ACORN Category

2016 ACORN Category

** Acorn Groups have been reclassified since 2010 and so there are some changes in categories
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The 2010 results
showed a similar
pattern to 2016 and
indicate that
Aylesbury, as a
shopping location,
remains underachieving in terms
of its appeal to mid
market through to
upmarket profile
residents

Catchment Expenditure Patterns
•

Based on the defined catchment area, information was sourced on the likely expenditure
patterns of the residents living within it

•

Information is sourced via CACI; the figures are calculated from data from the Living Costs and
Family (LCF) survey conducted by the Office for National Statistics

•

The spend figures are based on current prices for 2016

•

Expenditure within each COICOP* have been compared to GB average on the following pages

* The Classification of Individual Consumption by Purpose (COICOP) is published by the UN Statistics Division to
provide an international standard for the reporting of expenditure
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Convenience Goods Expenditure vs.GB Average
The index shows how the value of weekly expenditure per person in the catchment compares to GB average

The catchment
spend above GB
average in all
categories,
except, tobacco
Convenience
Goods category
as a whole, spend
patterns are 3%
above GB average

GB Average
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Comparison Goods Expenditure vs.GB Average
The catchment
spend above GB
average in all
categories,
except telephone
/ fax equipment
Significantly
above are home
related products,
recreational items
and personal
goods

GB Average
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Expenditure Summary
•
•

Total available expenditure of circa £2bn (above 2010 when it was estimated at £1.4bn)
It’s a high spending catchment; over-indexing vs. GB average on nearly all categories;
Comparison goods +14%, Convenience Goods +3%, Catering +6%

Expenditure in Key Categories:

Clothing &
Footwear
£267m p.a.

Personal
Care
£102m p.a.

Home &
Household
£172m p.a.

Recreational
Items
£192m p.a.

Catering
£364m p.a.

Food (convenience)
£356m p.a.

Source: CACI Expenditure Report 2016
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Other Non-Resident Consumer Groups
•

•

•

•

Visitors: Over 3 million visitors to Aylesbury
Vale (3-year average 2012-2014) generating
expenditure of £73 million
Students: Aylesbury College has circa 4,000
students enrolled and there are high numbers
of mature students attending the new town
centre university campus
Workers: 79,400 jobs in Aylesbury Vale
(2014) +5.2% on the year; over 10,000 in the
town centre area (Aylesbury Central).
Postcode responses during the week includes
35 additional postal sectors
Leisure Users: Odeon c. 800,800 (estimated),
Theatre 300,000 p.a., Aquavale (tbc)

* Sources: Draft Local Plan (Summer 2016); Coverpoint Report (2013); Economic Performance Report (June (2016); Great Britain Tourism
Survey and Great Britain Day Visits Survey
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Catchment Summary
•
•

•
•
•

•

Catchment population of 259,000, this has
grown since 2010
Catchment area is broadly similar to 2010;
evidence of some consolidation within the
core area and a broader reach in peripheral
areas
Catchment extends roughly to a 20-25 minute
drive time around Aylesbury
It is constrained by the presence of competing
locations in most directions
It is the most constrained towards the south
east by the close proximity of Hemel
Hempstead, St Albans and even Watford
It is the least constrained to the north east
extending up to Buckingham and to the West
towards Oxford

•

•

•

•

•
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Mid to upmarket residents dominate the
catchment; ‘Affluent Achievers’ make up over a
third (37%)
The top three Acorn groups account for circa
75% of catchment residents
The majority are consumers with good levels of
disposable income, they are discerning
shoppers seeking good quality products and
shopping / leisure experiences
It’s a high spending catchment over-indexing
vs. GB average on nearly all categories; total
available expenditure of circa £2bn
Aylesbury is under-achieving in its appeal to the
more affluent and discerning of these
consumers

Shopper Survey (Postcode Plus): Results and Findings

Methodology and Response Rate
•

As part of the Postcode Plus Survey conducted in Aylesbury Town Centre during July
2016 four bespoke questions were included to obtain further insight into town centre
usage and visit patterns

•

The questions asked explored the following;
–

Reason for visiting

–

Frequency of visit

–

Other shopping locations used

–

Future improvements

•

Along with the 1,000 postcodes collected the survey also achieved a very good
response to the shopper surveys with 462 surveys completed

•

The results of the survey are summarised on the following pages
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Reason for Visiting
What are your main
reasons for being in the
town centre area today?
Shopping dominates
Living nearby, working
nearby, food shopping,
meeting friends and using
service facilities and
catering operators are all
secondary reasons
However the primary driver
for being in the town
centre is to visit the shops
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Frequency of Visit
How often do you visit Aylesbury Town Centre?
Visits to Aylesbury Town
Centre are frequent
Over 75% of those
surveyed are visiting at
least once a week; circa
a half visit 2-3 times
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Other Shopping Locations Used
Which other centres do you regularly use and how frequently?
Most respondents did
not claim to regularly
use other shopping
locations
Milton Keynes
followed by High
Wycombe Town
Centre are the other
centres most used
However even these
are only visited
‘monthly’ and / or
‘occasionally’
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Future Improvements
What would make you visit
Aylesbury Town Centre
more often?
Better quality shops
dominates responses
Followed by more
independents, better
department stores and
more high street brands
It’s all about the retail
offer
But environment and car
parking also feature
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Summary
•
•
•
•
•
•
•

Shopping is the primary reason for visiting Aylesbury Town Centre
Visits to the town centre are frequent; over 75% visiting at least once a week local residents and workers?
A third visit weekly; indicating that Aylesbury is viewed as a ‘shopping’ destination
Milton Keynes followed by High Wycombe are the most used other centres, albeit
not frequently
High proportions don’t appear to have high usage of other centres
Better quality shops is the main improvement wanted, by some margin
Improvements to the ‘retail offer’ is a common thread, from more independents to
more high street brands
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Town Centre Operator Survey

Town Centre Operator Survey
• Bespoke questionnaire created for Aylesbury Town Centre
• Pre-announced to encourage participation and to ensure as many town centre
operators as possible were given the opportunity to participate
• Direct distribution approach adopted, this ensures a good completion rate and direct
face to face contact
• Surveys distributed Wednesday 3rd August and Thursday 4th August
• Targets customer facing open door businesses in the core town centre area and also
Aylesbury Shopping Park
• 90 completed surveys obtained; plus one operator contacted us direct as a result of
the pre-announcement
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Survey Respondents
How long has your business been trading in this location?
Respondents include a
high proportion of long
standing businesses
circa two thirds; as well
as circa a third that are
newer to the town centre
having traded there for 5
years or less
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Customer Types
How would you describe your customers?

•
•
•

•

•
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Local residents and local workers are
the dominant customer types
Common age groups are 25-44 years
and 45-64 years
Workers, students and those passing
through are all important secondary
customer groups
Typically retailers describe customers
as being on a budget, value seekers
or comfortably off; a bias towards the
mass market reflective of the retail
offer as much as town centre users
Interestingly described profile is
reverse of actual!

Customer Numbers
Are you serving more or fewer customers?
• The largest group 57% serve over 50
customers a day
• Marginally more retailers are serving fewer
customers than last year
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Visit Frequency
How often do your customers typically visit your shop?
•

•

•
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High visit frequency; over
70% visit at least once a
week
Aylesbury is a regular and
frequent visit destination for
many
It is the ‘convenient’ location
for many

Current Trading Performance
How are you currently trading compared to last year?

43%

42%
• Trading patterns are fairly
evenly split
• There are similar
proportions of operators up
and down on last year
• Where applicable
respondents mostly stated
performance typically in
line with regional (40%)
and national (31%)
averages
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Average Transaction Values (ATV)

•

•

Average transaction values stated
vary according to business type, the
most common bands included; under
£5 (16%), £5-£10 (12%) and £16£20 (12%)
For most average transaction values
have stayed the same compared to
last year

How has ATV changed over the last year?
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Overall Performance Satisfaction
How satisfied are you with the overall performance of your store / business?

68%
• The majority of
businesses are satisfied
or very satisfied with the
performance of their
business
• Only 20% are
dissatisfied
• Ratio of circa 3:1
satisfied to dissatisfied

46

Future Plans
What are your company’s future plans for ongoing trading in Aylesbury Town Centre?

• Responses reflect the overall
satisfaction with Aylesbury as a
trading location
• The vast majority plan to stay in
Aylesbury with some planning to
expand or move within the town
• Stable location outlook
• A positive message for future
retailers
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Business Outlook
Over the next 12 months do you think business performance in the town centre will stay the
same, decline or improve?
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•

Realistic outlook by many
retailers and largely
positive

•

The majority (70%) think
it will stay the same or
improve

•

A quarter think it will
decline

•

To a large extent
responses reflect the
mixed fortunes on the
high street currently

Reason for Visiting
Why do people come to the Aylesbury Town Centre?

•

•
•
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Aylesbury’s main visit
driver is its
convenience; its close
to where people live
and work
It’s also performing an
important social role
Events and the shops
themselves are also
drawing people to the
town

Areas for Improvement
How would you rate Aylesbury Town Centre for the following?
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•

Many areas are rated OK /
good by circa half of
respondents

•

Highest rated is the
services offer / provision,
ease of use, daytime safety
and catering are also
viewed positively

•

Lowest proportion of OK /
good and highest ‘needs
improving’ received for;
retail mix / offer, public
perception, parking
provision and facilities

Summary Areas for Improvement
In summary based on the responses to the previous question;
OK / Good

Needs Improving

Priority to Improve

Services offer
Ease of use
Catering mix / offer
Safety and security (day)
Transport links
Markets
Cleanliness

Facilities
Parking provision
Safety and security (night)
Customer experience
Promotional activity
Signage / information

Retail mix / offer
Public perception
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Improvement Aspects
What three aspects would you like to change the most about Aylesbury Town Centre?
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•

This was an open, unprompted question

•

Responses were
wide-ranging

•

‘More variety’ stands
out as the main area
for improvement

•

Parking / parking
prices also features

Improvement to the Offer
How would you like the offer in
Aylesbury Town Centre to improve?
•

More shops in general is the most
requested

•

More leisure and more aspirational
stores the second most requested

•

Overall more variety and a wider
town centre offer in general

•

Chart shows responses above
15%, below this and therefore not
needed; more cafes and coffee
shops and more service retailers
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Views on the Town Centre
Please rate how strongly you agree or disagree with the following statements?
•

•

•
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Ease of access
rates the most
highly; 73%
agree
Family appeal,
views are split
circa 50/50
Year on year
improvement
rates the lowest,
over a third
disagree

Summary
•
•
•
•
•
•
•
•
•

Good level of engagement and response from retailers; 90 completed surveys
Local residents and local workers are described as the main consumers; however the
typical ‘described customer’ is different to the resident catchment
Retailers also report a high visit frequency (as per the consumer survey) – Aylesbury is
a regular and frequent destination for many
Trading patterns and customer numbers reveal mixed fortunes; similar proportions are
up and down on the year and circa half are serving more customers and half fewer
Satisfaction levels are good at 68%, a ratio of 3:1 satisfied to dissatisfied and the vast
majority are committed to Aylesbury for the future
Retailers are pretty realistic about the town’s future outlook with the status quo being
maintained as is
Aylesbury’s main visit driver is its convenience, its close to where people live or work
Retail offer / mix (more shops, more variety) is considered the main area for
improvement, followed by public perception, parking and facilities
Room to improve as a destination, including family appeal
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Operators Survey 2016 vs. 2010
•
•

•
•
•
•

2016 was a much more comprehensive survey; 90 completed responses vs. just 57 in 2010
Some evidence to suggest that the shopper base is less overtly mass and value driven than it
was in 2010; in 2010 majority described their typical customers as both ‘value seekers’ and ‘on a
budget’ - responses are still high but less so
Trading performance is better – In 2016 57% report trading level or up on the year (of which
42% are up) vs. 45% level or up in 2010 and 51% were down
High Wycombe has overtaken Watford as the next most visited location after Milton Keynes
Greater choice of shops remains the most requested improvement to the town centre
Convenience remains the key driver of visit; it’s convenience rather than strength and appeal of
the offer
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Stakeholder Contact

Stakeholder Contact Process
• Target stakeholders identified with Council input and priority stakeholders for face to face meeting also
identified
• Discussions followed a pre-prepared but open-ended discussion prompt to guide the conversation and to
ensure a degree of consistency in responses and input obtained
• Discussions have been very productive
• Contacted as part of this stakeholder consultation were (*those who responded and took part)
– *Waitrose, Rose Freeman Lawrence
– Bucks County Council, Ian Boll
– *Friars Square, Andy Margieson
– JLL, James Nash and Edward Peck
– Theatre, Lee Duffy,
– *Hale Leys, John Watson
– Rockspring, Shaun Hose
– *Letting Agent, Christopher Pallett
– M&S, Simon Martin
– *Don Gordon, McDonalds
– The Works, Roger Bolton
– *Ian Harper, University
– Bucks County Museum, Richard de Peyer
– Letting Agent, Martin Kemp
Stakeholders’ views have been reported under the following headiings; Strengths of Aylesbury, Weaknesses
of Aylesbury, Wants and Aspirations
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Strengths of Aylesbury
•
•
•
•
•
•
•
•

Town centre management team seen as a major strength for the town - good people in charge
Quote "Diana Fawcett single handedly kept this town afloat during the recession"
Heritage and environment
Great events programme
Theatre seen as a major strength, ditto Roald Dahl connection
Lots of growth happened and happening
Some nice independents but these are hard to find
It’s a great place to live and work (but not shop)
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Weaknesses of Aylesbury
•
•
•
•
•
•

Aylesbury car parking is expensive and not enough of it. Much easier to drive up to Milton Keynes
which is cheaper, has enough car parking and has a much bigger offer
Better quality consumers visit Waitrose and theatre but don't venture into town
Good quality catering / F&B is a major gap in existing offer and essential to fill to move the town
forward
Key issue holding the town back is the lack of integration between the various town centre
components. Shopping layout and routing is poor and painful
Shopping offer is seen as basic and weak. Shop sizes are very small. Many of the retailers you
would expect to be in a Waitrose location are missing
Town has no heart. Market Square is very weak as an anchor / fulcrum for the town
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Wants and Aspirations
•
•
•
•
•
•
•

Town centre stakeholders need to work more closely together for good of the town, not just their
own priorities
Aylesbury is a town on the ‘up’ and has bags of potential
Key challenge is to provide an offer and experience that will tempt the ‘monied’ living in the
surrounding catchment for who Aylesbury is just not on their horizon
Town needs lots more and bigger anchors
Other towns such as Chesham / Berkhamsted and Tring have clear and visible character
strengths – What are Aylesbury’s?
Lets provide lots more opportunities to stay and shop local
Town needs much better mid market offer to capitalise on new housing growth
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Aylesbury Town Centre Retail Review

Aylesbury Town Centre
•
•

•

•

Retail review of Aylesbury Town Centre
conducted end of July 2016
Review included the core town centre area
plus Aylesbury Shopping Park, Vale Retail
Park and B&Q
Purpose being to identify the current mix and
positioning of the offer, its customer appeal
and any deterrents
Input and basis for future gap analysis and
future opportunities assessment
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Aylesbury Town Centre contd.
• The retail offer is focused around Market Square and the
streets running off it; it includes the two shopping centres;
Friars Square and Hale Leys and supporting retail parks

• Both shopping centres have seen recent improvements; in
particular Friars Square
• Town centre anchors / major stores include House of Fraser,
M&S, Wilko, QD, Sainsbury’s and the market; plus Waitrose
albeit not fully integrated to the town centre offer

• A number of the anchor stores are small scale and older in
fit out and format, in particular House of Fraser; they also
have limited impact and tend to feel hidden rather than
promoted
• The town centre is visibly busy, the market and other events
adding vibrancy to the town centre

• The retail offer is main stream and mass market in focus;
there is very little for more discerning consumers
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Aylesbury Town Centre contd.
Friars Square
• The centre has seen recent refurbishment to
maximise the space and incorporate new large retail
units
• Friars Square is the better quality of the two town
centre shopping centres and houses the bigger
brands, however still relatively ‘soulless’
• Brands include; House of Fraser, Top Shop / Man,
River Island, H&M, Pandora and more recently the
relocated larger Next
• Food and beverage offer includes a large, modern
BB’s Coffee and Muffins and New York Deli located
prominently in the middle of the centre
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Aylesbury Town Centre contd.
Hale Leys
• Older style centre but has benefitted from some
modernisation; in particular the signage is good and clear
• The centre has a predominantly mass market / value
focus to its offer, with Poundworld one of the largest
occupiers
• The centre is also home to Boots, Brighthouse, Clarks,
Thomas Cook, Card Factory, Accessorise and at the time
of the review, Next (though soon to relocate to Friars
Square)
• There also appeared to be one other vacancy next to
NatWest
• The food and beverage offer is mainly a good size coffee
shop One4Six which appears popular, with seating both in
the centre of the mall and outside backing onto the
Exchange Car Park, includes a small outdoor children's
play area
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Aylesbury Town Centre contd.
Aylesbury Shopping Park
• While very close in distance the shopping park is not integrated
with the town centre; there is no signage for shoppers
– Brand names trading on the park include; Argos, Currys PC
World, B&M Bargains, Maplin, Sports Direct, Hobbycraft,
Lidl
– The offer at the shopping park also includes supporting
F&B, including; Costa, KFC, Greggs and Frankie & Benny’s
– The offer is predominantly traditional retail park operators
trading from large-scale ‘out of town’ units
– Potentially represents a conflict / competition / benefit in
terms of parking and appeal (2 hours free); on the day of
the review at lunchtime the car park was pretty full
• Vale Retail Park also adjacent houses other large-scale
operators; Staples, Pets at Home, Original Factory Shop,
Mothercare (includes Clarks and ELC) and Brantano
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Aylesbury Town Centre contd.
• The leisure and supporting retail around the cinema and the
theatre are good quality, with a good selection of quality F&B
located in a cluster, creating impact; Wagamama, Nando’s,
GBK and Costa
• Other F&B around the town centre is largely mass market and
feels dispersed, in particular the locations of Pizza Express
and Prezzo; while located with other F&B and leisure
operators they feel away from the main drag
• The other F&B operators around Kingsbury are primarily
independent operators, cafes and takeaways
• There are a few better quality independents both retail and
F&B that appear to be catering for more discerning
consumers, though dotted around, with opportunities to
increase choice / offer and impact
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Aylesbury Town Centre contd.
• The town centre environment is poor in a number of
instances; condition of pavements and paving, signage and
rubbish collection, all reduce the appeal of the town centre
• The town centre overall feels disjointed and difficult to shop;
it has evolved and grown organically over time, but as a
result feels unplanned, lacking collective appeal; and
presenting a ‘poor face’ in a number of instances; service
yards and large dead frontages / side returns
• There are a few vacancies in evidence around the town, but
they tend to be dotted around and therefore does not feel
blighted by vacancies as many locations can do
• The hanging baskets and planting on approach roads
around the town centre, namely Exchange Street project a
quality image, higher and better than in the town centre itself
• Opportunities to improve signage and orientation with a
stronger focus on ‘shopping’ messages and integration of
different parts of the offer
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Aylesbury Town Centre contd.
• Access by car is good, with opportunities to improve
directional signage to ‘shopper’ car parks; the
environment and appeal of car parks is mixed
• Where is the station? – opportunities for more overt
signage and routing
• While well served by buses the bus station is dark and
unappealing, the information centre was unmanned
and looked disused
• The town benefits from a number of leisure anchors,
including; Aquavale, Cinema, Theatre and the Roald
Dahl Museum
• While very close by geographically the leisure
operators feel disconnected, despite their proximity to
the town centre
• There is a wide range of charity shops in the town
centre, including a British Heart Foundation
homewares and electricals shop, mostly located in
secondary areas of the town centre
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Aylesbury Town Centre contd.
Summary of Issues;
• Limited retail offer – lots of growth potential, one dimensional in many areas
• Small, often hidden and low impact anchors
• Hidden retail offer; offer feels small scale, especially compared to hierarchy centres; lacks
large-scale double height street frontages
• Non active frontages in retail core area on Market Square
• Mass market dominated, better quality is hidden or small
• However the town centre feels busy
• Disjointed – poor retail circuit
• Number of disparate elements, not currently working together as ‘one’ town centre
• Need for better integration and collective appeal
• Aspects of leisure offer feel disconnected, but are clear visit drivers, but not integrated
• Opportunities to improve the customer experience
• The town centre has opportunities to present a ‘better face’ for offer and services
• Recent investment at Waterside has raised the quality positioning and appeal of the town
centre
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Competing Centres

Competing Centres
• Shopper Survey identified Milton Keynes and High Wycombe as the most used; albeit only
on a monthly or occasional basis
• Desk-based review of the major competing centres has been completed; Milton Keynes,
and High Wycombe Purpose of the review to identify the primary visit drivers;
– Why do people go there?
– What are the centres strengths and weaknesses?
– Lessons to learn
– Competitive opportunities?
– How are / will these planned to evolve in the future?

* Sources: published information and websites
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Centre:MK – Latest News
•

•
•
•
•
•

£10m refurbishment programme for centre:mk’s Sunset Walk creating a new premium quarter
(complete late October)
– “These works are only one part of a five-year investment programme for centre:mk and
demonstrate our ambitious vision and commitment to maintaining the centre’s status as the
region’s leading retail destination. Sunset Walk already has a strong reputation amongst some
of the UK’s most highly regarded premium brands, and our plans are set to further increase its
appeal” - Ed Sellick, Asset Manager at Hermes Investment
Opened in the last 18 months, Jigsaw, Hobbs, Joules, White Stuff, The White Company, Pandora,
Kiehl’s and KIKO
They join brands such as House of Fraser, L’Occitane, Phase Eight and Kurt Geiger creating a
concentration of premium fashion and lifestyle brands on Sunset Walk
Alongside a strong line-up of restaurants, including Jamie’s Italian, Carluccio’s, Byron, Yo! Sushi
and Wagamama.
The investment also reflects the strong performance at centre:mk, with Q1 sales up 2 per cent
compared to the same time last year.
Roaming Information Officers, Customer Service Desk, Shopmobility, and a free buggy and
wristband hire service, largest events area of any UK shopping centre
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Intu – Latest News
•

•

•

•

Creation of an integrated retail, leisure and dining offer at intu Milton Keynes; includes a new dining
quarter over two levels and a five-screen boutique cinema, new landscaped areas and public space
providing a relaxing area for local workers and families (day and evening)
The redevelopment will add a further 100,000 sq ft to the prime 430,000 sq.ft shopping centre, which has
annual footfall of 16 million and boasts top retail brands such as Apple, Debenhams, H&M, Hugo Boss,
Superdry and Zara
Encompasses the space in and around Oak Court and Midsummer Boulevard, intu’s proposals are in
line with Central Milton Keynes’ continuing growth ambitions as set out within the local Business
Neighbourhood Plan. This plan calls for an expanded and diversified retail offer in the city centre, a
greater mix of dining and leisure in the evening as well as an emerging role as the centre of a
prosperous and growing region of the country
The proposed work at intu Milton Keynes is part of a £1.5bn development pipeline in the UK over the
next 10 years by intu. “The mission here is twofold: to create prime, well configured retail and catering
space and also high quality public spaces. intu Milton Keynes is the busiest part of the city centre with
the strongest retail mix and now we are looking forward to making the most of the Boulevard area” Martin Breeden, regional director of intu

75

Milton Keynes
•
•

•
•
•

•

5 minutes’ drive from Junction 14 on the M1 and over
16,000 parking spaces
centre:mk and intu Milton Keynes reportedly combine to
make one of the largest covered shopping centres in
Europe
The city centre alone has over 400 shops
The Hub in Central Milton Keynes has a mix of shops,
restaurants and bars
The recently opened MK1 Shopping & Leisure Park at
stadium MK houses a huge Primark store as well as M&S,
River Island, Outfit, BHS and H&M
Xscape Milton Keynes – “The Ultimate Entertainment
Destination” - the country’s biggest indoor real snow slope,
Europe’s first purpose-built body flying tunnel, rock climbing
walls, bowling, multiplex cinema, gym and fitness centre,
numerous bars and restaurants and urban retail outlets

76

Overall size and scale along with future
development plans for both Centre:MK
and Intu mean Milton Keynes’ future
regional dominance is assured
MK is a city-scale retail destination; big,
indoors, manufactured charm, size,
variety and range is the attraction and
also the reason to limit visits

High Wycombe
•

•
•
•
•
•
•
•

Eden Centre described as ‘a shopping and entertainment complex’ opened in 2008
– Floor area of 850,000 square feet (79,000 m2), it is the 32nd largest shopping centre in the UK and
the largest in the surrounding area
107 shops, a bowling alley, a cinema and a library (which opened on 3 June 2008), as well as parking for
1,600 cars on site with other car parks available nearby and a park and ride scheme
Anchors; House of Fraser, M&S. Other brand names include; Wallis, Zara, River Island, Topman, H&M,
Monsoon, Lush, Principles, Waterstones, Office and others.
Entertainment area with a multiplex cinema, bowling alley, and several chain restaurants (Yo Sushi,
Frankie & Benny's, Zizzi, Nando’s, Wagamama and Pizza Express.)
Part of a major regeneration of High Wycombe to transform the town into a regional shopping destination,
complex also includes a new bus station and 48 residential apartments
Eden attracted one million visitors within two weeks of opening and regularly attracts over 350,000 visitors
per week
Markets are held in High Wycombe High Street on Tuesdays, Fridays and Saturdays.
Large out-of-town John Lewis near the M40, some initial competition from Eden, especially House of
Fraser, John Lewis appears to have retained its customers, refurbishing and expanding the store in 2013
to include clothing and other departments, incorporating some designer brands
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High Wycombe
•

High Wycombe reviews on Google;
– "Plenty of places to eat and a decent cinema
& bowling alley too."
– "Excellent shopping, so many shops and
great food and parking!“
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Competing Centre Summary;
– Both Milton Keynes and High
Wycombe are outside the Aylesbury
catchment area
– Both have large retail offers, both
are predominantly indoor locations
– Both have multi-faceted offers,
combining retail, leisure, catering,
F&B and events
– Both are improving, MK certainly
– Both may not view Aylesbury as
competition
– Both attract expenditure from
Aylesbury’s catchment, at low levels

Retail Trends and Aylesbury's Future
Opportunity in Context

Approach
•
•
•

•

A summary of recent trends has been compiled to provide an overview of the current, dominant trends
affecting the retail sector and town / city centres
An extensive review of published research, reports, articles and insight from industry leaders has been
undertaken
This broad research approach has enabled us to collate the views of a wide audience from industry
leading bodies such as the ATCM, BCSC and Institute of Place Management; to research and insight
specialists including Deloitte and Dunnhumby; to retail property and planning specialists, government
bodies and other industry specialists
The headline trends have been summarised under the headings;
– Consumer Trends
– Retailer Trends
– What it means for Town Centres
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Consumer Trends
•
•
•
•
•
•
•
•
•
•
•

Consumer behaviour continues to change at a rapid pace
‘Convenience’ remains the watchword
‘Connected Consumers’
‘Shopping around’ is an established behaviour
Big food stores too big to shop
Blurring of boundaries between shopping and leisure
Continued influence of ageing population and search for perceived value
Consumers are still visiting shops
Understanding your customer base is at the heart of any retail proposition
Ease of shopping extends to facilities
Customers are increasingly able to choose ‘where’ for many other reasons
than the list of shops
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Retailer Trends
•
•
•
•
•
•
•
•
•

Dichotomy emerging in terms of retailers’ requirements
New players on the scene including pure play (on-line only)
An age of ‘Retail Darwinism’
Diversity in both store formats and retail channels as well as new product categories
and ‘mix’ of categories
What is the new multichannel?
While value operators continue to drive expansion, aspirational retail brands are also
demonstrating growth potential
People and the service experience are key to the success of bricks and mortar stores
Enhancing the visit experience ‘beyond retail’
Lessons for town centres from the big regional malls
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What it Means for Town Centres
•
•
•
•
•
•
•
•
•
•
•

The retail landscape remains in a state of flux
Successful town centres will be those with multiple purposes and multiple reasons for use and ‘footfall’
Currently many town / city centres have the wrong type of space
Ongoing role for out-of-town retail serving the needs of those retailers that require large-scale retail space
Increasingly important role for local authorities to ‘facilitate’ and stimulate town centre improvement
‘Convenience’ remains the watchword at the heart of the town centre’s appeal
There are rewards from investment, proactive strategies and collaboration
Understanding what drives the footfall in a location; where retail is a key driver this needs to be
maintained and built on, not lost
‘Click and Collect’ potentially has an important role to play in driving footfall and turnover
High street is still a proven destination but adapting it to changing consumer behaviour and to retailers’
needs is paramount to future success
Town centre ‘content’ will continue to change and evolve
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Part Two – Conclusions and Outputs

Part Two: Contents
• Conclusions
– The Aylesbury Customer
– Aylesbury Town Centre: SWOT Analysis
• Aylesbury’s Future Opportunity
• Benchmark Locations
• Waterside North Sustainable Opportunity and
Direction
• Summary Developer and Operator Rationale
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The Aylesbury Customer

Where do Aylesbury’s Target Consumers Live?
Typically within a 20-25
minute drive time around
Aylesbury

Area is broadly similar to
2010; evidence of some
consolidation within the
core area and a broader
reach in peripheral areas
Aylesbury continues to
attract shoppers from a
wide area
This area contains over
259,000 residents
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Comfortably Off Residents Living Nearby (c.75% of catchment)

“I tend to go for premium
rather than standard goods /
services” (Affluent Achievers)

“It’s worth paying extra
for quality goods”
(Comfortable Communities)

“I am prepared to pay more
for products that make life
easier” (Rising Prosperity)

•

Families dominate but also some empty nesters and better-off retired couples

•

Combination of wealthy families and comfortably off

•

Market positioning from upper mass through to upmarket

•

Better quality is an important attribute for them; from products and experience, to
environment and facilities

•

Full range of product needs and leisure activities (restaurants / theatre / cinema)
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Budget Driven Residents Living Nearby (c.25% of catchment)
“I like to pay cash for everything I
buy” (Financially Stretched)

•

Typically families struggling to get by on limited incomes

•

Less likely to use new technology, shop online or research using the
internet

•

Do use the internet socially

•

Many getting by with modest lifestyles

•

Some hardship
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What are their Lifestyle Profile and Spend Patterns?
•
•
•
•
•

Mid to upmarket residents dominate the resident catchment; ‘Affluent Achievers’ over a third (37%)
The top three Acorn groups account for circa 75% of catchment residents
The majority of residents are consumers with good levels of disposable income, they are discerning
shoppers seeking good quality products and good shopping / leisure experiences
Total available expenditure of circa £2bn
It’s a high spending catchment; over-indexing vs. GB average on nearly all categories;
Comparison goods +14%, Convenience Goods +3%, Catering +6%
Expenditure in Key Categories:

Clothing &
Footwear
£267m p.a.

Personal
Care
£102m p.a.

Home &
Household
£172m p.a.

Recreational
Items
£192m p.a.

Catering
£364m p.a.

Food (convenience)
£356m p.a.
Source: CACI Expenditure Report 2016
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How Well is Aylesbury Appealing to These Residents?
•

•
•

The percentage of ‘actual’ shoppers from the higher profile customer groups is notably below that of
the catchment
Meanwhile the percentage of those from the budget / value oriented groups is above
Aylesbury is under-appealing to the more affluent and discerning consumers living within its resident
catchment
ACORN Category

Catchment
%

UK
Average %

Shopper
%

Shopper vs
Resident

1 - Affluent Achievers

36.7

22.6

28.1

down

2 - Rising Prosperity

12.6

9.1

9.4

down

3 - Comfortable Communities

25.2

27.1

27.7

up

4 - Financially Stretched

17.0

22.7

16.9

level

5 - Urban Adversity

7.4

17.5

14.1

up

* Excludes those classified as not private households
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Shoppers surveyed
in the town centre
want better quality
shops and more
choice overall
Aylesbury has a
proven, good quality
and large customer
base

Other Groups are Significant Potential Consumers
Workers

•
•
•
•
•
•
•

Established inflow (10%)
10,000 in and around town centre
Daytime, week day ‘daily’ needs
Mix of profiles
Lunchtime and after work
F&B, top-up shopping and limited
impulse / comparison needs
Social role

Students

•
•
•
•
•
•
•
•

Growing in number
4,000 enrolled
High proportion of mature
students (town centre)
Daytime, week day needs
Lunchtimes busy
Social role important
Fashion conscious
Budget driven

Visitors

•
•
•
•
•
•

Additional layer of consumers
Circa 3m per annum
Focus is leisure
Leisure appeal therefore very
important
F&B, impulse and distress
needs
Away from home, ‘day out’
needs

These consumer groups are already there, in the town centre, for a variety of reasons
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Aylesbury Town Centre: Summary
SWOT Analysis

Strengths and Weaknesses
Strengths
• Good size catchment
• High quality catchment profile
• High spending customer groups
• Population is growing
• Proven additional consumer groups and inflow
• New recent quality development sets the
benchmark
• Environment has character in parts
• Good transport and easy access
• Broad and established leisure
• Frequent, regular visits
• Events and market activity

Weaknesses
• Limitations of retail offer
• Limitations of F&B offer
• Layout of town centre
• Environment of town centre
• Lack of integration
• Low impact and statement
• Unit sizes
• Anchor store sizes
• Perception
• Piecemeal components
• Low appeal to quality residents
• Under-delivering for current consumers
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Opportunities and Threats
Opportunities
• Population and catchment growth; forecast
continued growth is well documented
• Development opportunities
• Recent additions raise the bar and
expectation
• Support of retailers, stakeholders and
consumers – they want more, they want
better
• Lots of room to grow retail and F&B offers
• Clear quantitative and qualitative opportunity
• Different consumers are in the town centre
already for different reasons; how can they
be encouraged to stay longer, use more,
return
• Visit frequency, loyalty

Threats
• Under-achieving with the current offer
• Continued strengthening of nearby and
competing centres
• Not capitalising on recent development
and investment
• Will significantly under deliver vs. future
town centre aspiration
• Fast changing retail environment and
consumer behaviour is continuing to raise
the bar in terms of retail needs and
expectations
• Increasing expenditure leakage online and
elsewhere
• Falling further behind through failure to
evolve; inactivity
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Benchmark Locations

Benchmark Locations
A desk-based review of benchmark locations was completed to understand their success factors and
to mine information on their format, content and active retailers
Locations selected were as follows;
•
•
•
•
•
•
•

Woking Shopping Centre, Woking
Trinity, Leeds
The Rock, Bury
The Lexicon, Bracknell
SouthGate, Bath
Westgate, Oxford
Market Place, Bolton

Included new or recent schemes with
lots of active retailers (new openings
or upsizing)

Many ‘close’ to Aylesbury in terms of
position in historic retail rankings
All have (or will) become proven or
improved shopping ‘destinations’

Most have nearby competing offers
and centres
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Attributes of the Benchmark Locations
•
•
•
•
•
•
•
•
•

•
•
•

Multi-reasons to visit and clear, visible layers of appeal; leisure and F&B, plus facilities
Size and scale of additional development; minimum 50 retailers plus F&B
Anchors – retail and non-retail – Department stores, multiplex and boutique cinemas, bowling, soft play
Public and open space; promotions / relaxation / events with well designed public realm
More ‘open’ than covered
High impact retail provision often with landmark retail statements and large contemporary glass frontages
High design credentials
Range of high quality facilities as standard
Customer needs focused; late night shopping, student shopping evenings, click and collect, shop and
drop, mobile phone charging, free parking after 6pm, free Wi-Fi
Well integrated and connected to the established centre
All have good quality and quantity of car parking; several underground
Many include residential elements
They all make a statement with critical mass, collective or individual anchor operators
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Woking Shopping Centre, Woking

The Rock, Bury

Trinity, Leeds

The Lexicon, Bracknell

SouthGate, Bath

Westgate, Oxford

Market Place, Bolton

Retail Brands Active in Benchmark Locations
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F&B Brands Active in Benchmark Locations
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Aylesbury’s Future Opportunity

Aylesbury Town Centre Plan (April 2014)
•
•
•

Existing Town Centre plans sets out aspiration to address many of the identified town centre issues
Provides a summary of current challenges and opportunities and a clear vision
Reflects the findings of much of the recent research
Challenges

Guiding Principles

Recession

Position the town centre correctly

Attractiveness and identity

Be different rather than clone, but base on reality

A growing population
Protecting the investment

Offer what the market is looking for to capitalise on
enviable catchment

Competition and changing expectations

Encourage social interaction

Failure to capitalise on the catchment

Build community spirit
Take a connected ‘whole town’ approach

Appeal to all the different town centre users
Aspiration is for Aylesbury to be a destination of choice, not just convenience
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Town Centre Plan

Town Centre Plan and Vision
will address many of the wider
town centre issues
What will provide the step
change to position Aylesbury
as a destination of choice?
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Creating a ‘Destination of Choice’
The aspiration for Aylesbury is to become a ‘destination of choice’ and not solely convenience

To achieve this will require a significant and ‘noticeable’ step change in Aylesbury’s offer and appeal
What needs to be in place to deliver the step change, what are the key attributes that proven
shopping destinations share?
In summary; providing the ‘Step Change’;

Primary Success Drivers
• Good quality anchors
• Size and breadth of provision
• Ease of use
• Facilities, including parking
• F&B
• Non-retail attractors
• Supporting cast of operators

Secondary Success Drivers
• Services
• Leisure
• Events and markets
• Environment / public realm
• Independents
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Waterside North: Delivering the Step Change

Waterside North: Potential Development Site Area

The potential
development site is of
the size and scale to
make a significant impact
on the current Aylesbury
Town Centre offer, it is
well located with links to
the town centre and
visible from major
approach roads
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Waterside North: Delivering the Step Change
The physical components that Waterside North can deliver include;













Serious, credible blocks of retail names
Visible critical mass
Additional anchors and trip generators
Mid market, aspirational offer
Mid market, aspirational environment
Leisure includes F&B – through social activity and shopping
As well as additional leisure components
Interaction, dwell time, environment
Complementary offer
Alternative event space
Integration of existing established successful components
Improved distribution of footfall
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Waterside North is
physically well positioned
to deliver the step change
for Aylesbury

Successful delivery will
raise the profile, image
and appeal of Aylesbury
as a destination to its
target customers

Aylesbury’s Future Positioning, Growth and Appeal
Aylesbury’s future growth and appeal focuses on improving its mid market offer and appeal across all
factors and building on the investment and success of Waterside South

Upper
Additional growth / customer appeal

Mid
Mass

Aylesbury today

Value
Retail

Anchors

F&B
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Environment

Service

Facilities

Phase 1: Well Underway

* Preliminary CGIs

•
•
•
•
•

Phase 1 is well underway with a primarily F&B focus
4 / 5 restaurants, 47 apartments, new public square
Developer appointed and work due to commence
Has included extensive research by Coverpoint
Updated marketing collateral content now available
and additional target names identified as part of this
study
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Remaining Phases 2 and 3: Key Criteria

 Anchor store provision

 Evening F&B

 Mid market provision

 Additional leisure

 Quality of retail environment  Memorable blocks of retail
 Supporting line up

 Events

 Daytime F&B

 Connected

117

Phases 2 and 3: Indicative Size and Components
•
•

•
•
•
•

•

A ‘mixed use’ scheme
Strong mid market anchors,
options include; JLP at Home,
Fenwicks, HofF, large full line M&S
Mid to upmarket aspirational
brands
Strong F&B component included
‘Independents’ type – ‘supporting’
Non-retail anchors such as
boutique cinema or connectivity to
existing
Residential town centre living

Component(s)

Indicative size
(sq.ft.)

Anchor store

60,000-80,000

Large multiple units 3 x 15,000

45,000

MSU 25 x 3,000-5,000

80,000

F&B units 8-10 x 3,000-4,000

30,000

Smaller units, e.g. service 5-10 x 500-1,000

5,000

Total (not all comparison)

c. 220,000

Visibly different formats; big impact, double-height units
Delivering; convenience, good parking and access, integrated and connected with clear & active
footfall routes
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Target Retail Operators
Anthropologie
Ann Summers
Apricot
Beaverbrooks
Bentalls
Boux Avenue
Bravissimo
Build-a-bear
Cath Kidston
Charles Clinkard
Coast
Cotswold Outdoor
Crew Clothing
Debenhams
Deichmann

Dune
East
Ecco
Electric bike shop
F Hinds
Farrow and Ball
Fat Face
Feather and Black
Fenwicks
Field & Trek
Fired Earth
Food for Thought
Foot Asylum
Footlocker
Fossil

Fraser Hart
French Connection
Gap and Gap Kids
Goldsmiths
Harvey Jones (kitchens)
Hawkins Bazaar
Hobbs
Hollister
Hoopers
Hotel Chocolat
Hotter
House of Fraser (bigger)
Ikon
Inn at Home (craft beer)
Jack Jones
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Jack Wills
JD Sports
Jigsaw
JLP / JLP Home
Jo Malone
Jojo Maman Bebe
Jones Bootmakers
Joules
Karen Millen
Kiko
Kuoni
L’Occitane
Lakeland
Le Creuset
Levi

Target Retail Operators contd.
LK Bennet
London Camera Exchange
Lush
M&S (bigger)
Mango
Menkind
Mint Velvet
Miss Selfridge
Mistral
Molton Brown
Mountain Warehouse
Neal’s Yard
Nine West
Non Stop Party Shop
Oasis

Oliver Bonas
Outfit
Paperchase
Phase Eight
Primark
Quiz
Regis
Reiss
Richer Sounds
Robert Dyas
Rohan
Rush (hair)
Ryman
Sally
Schuh

Scribbler
Sevenoaks Sound & Vision
Shoon
Skate Shop
Smiggle
Sofa Workshop
Sole Trader
Space NK
Sta Travel
Steamer Trading
Sunglass Hut
Superdry
Swarovski
Sweaty Betty
Ted Baker
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The Case Place
The North Face
The White Company
The Zip Yard
Tiger
Tinc
Trailfinders
Urban Outfitters
USC
Vapouriz
Warehouse
Warren Evans
White Stuff
Zara

Target F&B Operators
All Bar One
Ask Italian
Auntie Anne’s (Pretzels)
Ben’s Cookies
Bill’s
Brasserie Blanc
Burrito Loco
Byron
Café Rouge
Carluccio's
Chimichanga
Chopstix
Coal Grill and Bar

Comptoir Libanais
Cote
CUPP
De Nada (tapas)
Ed's Diner
El Mexicana
Five Guys
Fuel (Juice)
Giggling Squid
Giraffe
Jamie’s Italian
Kokoro (sushi)
Krispy Kreme

Las Iguanas
Loch Fyne
Maccheroni (pasta)
Maison Blanc (bakery)
Millie’s
Moka Caffe e Cucina
Mr Pretzels
Muffin Break
Patisserie Valerie
Piccolino
Pizza GoGo
Pret
Shakeaway

121

Soho Coffee Co.
Starbucks
Subway
TGI Friday’s
Thaikhun
The Stable
Turtle Bay
Wrapchic
Yo! Sushi

Is Waterside North Sustainable?
Part of this study included an update of retail capacity and this has been reported in a separate Retail
Capacity Update Report. However, the findings of this update have been considered in relation to future
development proposals for Aylesbury Town Centre, specifically Waterside North. The quantitative
summary capacity tables are included as an appendix
In addition the research in this study has identified many qualitative factors that also support future
development in the town centre
In summary;
 Future quantitative comparison capacity identified is in excess of comparison floorspace required
 There is F&B capacity over and above that planned in Phase 1 (Coverpoint research)
 Clearly evident qualitative need; gap analysis compared to customer needs
 Firmly established consumer demand
 Waterside North can deliver many, if not all, the step change criteria; large scale, visible, access,
mixed use, etc.
 Capacity estimates have been prudent and conservative, successful delivery of Waterside North will
raise Aylesbury’s profile and appeal, the quantitative capacity is therefore likely to be even greater
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Waterside North and Hale Leys in Context
•
•

•

•

•
•
•
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Waterside North is well connected
The location of Hale Leys makes it an
important ‘active connector’
As a component of the development Hale
Leys has the opportunity to improve
connectivity to the wider town centre, and
provide more development space
Without Hale Leys sightlines to and from
existing components and Waterside North
are potentially blocked
Connections to rest of town centre
restricted or less effective
Opportunity to ‘open up’ and connect all
parts of the town centre
A possible two-stage approach; Waterside
North first, Hale Leys as a Waterside North
extension, second

Investment Rationale for Developers and Operators

Information and Content for Investors, Developers and Operators
•

•

•
•

This research study has provided new and updated content which can be used as input to a
targeted prospectus or other marketing collateral with which to inform potential developer /
investor partners and to attract operators for all future phases of the development and to the
town centre in general
At the macro level there is a host of current and detailed information to share with potential
developers that clearly sets out the opportunity, customer demand and drivers for tenant interest
The research has also identified a range of robust and appropriate information that will be of
interest to potential operators
The primary objective being to clearly and objectively demonstrate the sustainable opportunity
available for Aylesbury, to change potential operators’ perceptions of Aylesbury and tell the
‘story’ of the success to date and the exciting future potential
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Investment Rationale for Developer Partners
Wide range of up to date performance and market potential information available to develop an
Investment Opportunity Brochure – ‘Reasons to invest in Aylesbury’
To include;
• Facts and figures (‘biggest and best’ numbers and figures) – levels of implemented and committed
regeneration investment, employment, housing growth and infrastructure
• Clearly articulated ambition of Council, investment already achieved; Theatre, Waitrose and so on
• Big statements; “Aylesbury will be in the top ten for… e.g. housing growth”, “Sits in the top 150 for
comparison goods expenditure, above other major centres such as Staines, Bracknell, Ashford and
Maidenhead”, etc.
• Expenditure growth forecasts as % uplifts, population growth as a national barometer, most growing
catchment, etc.
• Identified floorspace capacity, identified target operators, consumer demand, available expenditure
The second stage is to target operators with clear reasons to trade in Aylesbury; a traditional opportunity
prospectus

126

Trading Rationale for Operators: Summary
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Catchment area of 20-25 minutes; 259,000
Growing catchment population; 30,000 new homes in the pipeline
Other significant consumer groups are also already using the town; 10,000 workers, 4,000 students and
3m leisure visitors
Attracts inflow from a wide area
Catchment profile is dominated by mid to upmarket residents
Top three Acorn groups account for 75% of the catchment population
Available expenditure in excess of £2bn
High spending catchment over-indexing on nearly all categories; +14% comparison, +3% convenience,
+6% catering
Affluent discerning consumers are under-provided for
Existing town centre shoppers when surveyed want better quality shops and more choice overall
Waterside North will deliver a high quality shopping and leisure offer for these consumers
Proven qualitative and quantitative capacity; the development opportunity is sustainable
Research identifies a wide range of target operators
Waterside North will enhance Aylesbury’s appeal effectively changing perceptions of the town centre
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Appendix: Retail Capacity Tables

Convenience Quantitative Floorspace Capacity Identified
Residual Available Convenience Expenditure and Capacity in Aylesbury
2019

2024

2029

2033

Headroom

£74.4m

£98.5m

£121.4m

£138.6m

Turnover of Commitments

£68.8m

£68.8m

£68.8m

£68.8m

Residual spend

£5.6m

£29.7m

£52.6m

£69.8m

£10,000 / sq.m.

£10,000 / sq.m.

£10,000 / sq.m.

2,970 sq.m

5,260 sq.m

6,980 sq.m

Generic Sales Density £10,000 / sq.m.
Floorspace Capacity

560 sq.m.

•

There is sufficient headroom to sustain the existing planned commitments over the short
term

•

Furthermore by 2024 there will be the potential to sustain a further 2,970 sq.m of
convenience space in Aylesbury
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Comparison Quantitative Floorspace Capacity Identified
Residual Available Comparison Expenditure and Floorspace Capacity
2019

2024

2029

2033

Identified Headroom

£95.6m

£162.3m

£241.6m

£317.4m

Turnover of Commitment

£60.7m

£67.4m

£75.2m

£82.0m

Residual Spend

£34.9m

£94.9m

£166.4m

£235.4m

£5,949 / sq.m.

£6,807 / sq.m.

£7,367 / sq.m.

£8,037 / sq.m.

5,866 sq.m.

14,364 sq.m.

22,587 sq.m.

29,289 sq.m.

Benchmark Sales Density
Floorspace Capacity

•

The additional floorspace in 2024 equates to circa 65% of the current town centre comparison
floorspace

•

A post-improved retail offer scenario with a slightly improved district wide market share
to 41% (from 37.2%) would result in increased floorspace capacity to the following figures;
15,129 sq.m. in 2019 and 24,686 sq.m. in 2024
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The Retail Group
Informed Solutions

The Retail Group: Dunnings Oak Offices, Dunnings Road, East Grinstead, West Sussex RH19 4AT
Tel: 0844 209 8480 Web: www.theretailgroup.co.uk Email: info@theretailgroup.co.uk

