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1. Introduction & Background

Introduction & Scope of Assessment

1.1 ELG Planningvere commissioned by North Lincolnshire Council to prepare the North Lincolnshire Retail

& Leisure Study 2019which wasprepared in line with the National Planning Policy Framework (NPPF)

and National Planning Practice Guidance (NPR&provide a robust and credible evidence base to

inform the

Council Ns

1.2 However, the plan period has subsequently been altered to cover the period 228B8 and the

selective updateto the Retail & Leisure Study provides updated commentary on the current economic

climate and changes within the retail and leisure sectors, as well as updated assessments of the need

for new main town centre use floorspace to reflect the revised plan [oet.

1.3 The Study undertakes the following key tasks outlined by North Lincolnshire Council:

Task One: Planning

Background & Retail

Trends

| preparation of the Retail & Leisure Study and provides an overview

The study will outline the relevant planning policy context for th

economic conditions and recent trends in the retail sector that are lik¢
to impact on the need for new retail flooggace in North Lincolnshire ove

the Plan period.
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Task Two: Future The study will assesghe quantitative capacity and qualitative need fq

Shopping Needs additional convenience and comparison goodsross North Lincolnshire
in the period to 203.

TaskThree: Town The Retail & Leisure Study will also assess the quantitative g

Centre Leisure Uses qualitative need for other main town centre uses across Nor

Lincolnshire over the Plan period.

Task Four: Health of The study will assess the vitality and viability of the main town ar
L RIS e eEhiiscl district centres across North Lincolnshire based upon a number of |

in North Lincdnshire indicators.

Structure of Assessment

14 This Retail & Leisure Study is structured as follows:
15 Section 2summarises the relevant policy context.
1.6 Section 3considers the current economic outlook and recent retail trends.

1.7 Section 4provides a guantitative assessment of the capacity for additional retail floorspace within

North Lincolnshire over the Plan peiib
1.8 Section 5provides an assessment of the need for other main town centre uses over the Plan period.

1.9 Section 6considers the qualitative need for new retail facilities and other associated improvements

within centres across North Lincolnshire to maintatheir long term vitality and viability.
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1.10 Section 7provides a summary of the health check assessments of the individual centres within North

Lincolnshire.

1.11  Section 8provides a summary and conclusions.
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2.2

PolicyContext

National Planning Policy

The revised National Planning Policy Framework (NPPF) was published in February 2019 and sets out
the GovernmentNs planning policies for Engl and

framework within which localy- prepared plans for housing and other development can be produced.

Paragraph 7 of the NPPF confirms that the purpose of the planning system is to contribute to the
achievement of sustainable development. Paragraph 8 goes onto state that achieving soslie

development means that the planning system has three overarching objectives, which are
interdependent and need to be pursued in mutually supportive ways (so that opportunities can be taken

to secure net gains across each of the different objectives)

a) An economic objectivd to help build a strong, responsive and competitive economy, by
ensuring that sufficient land of the right type is available in the right places and at the right time
to support growth, innovation and improved productivity; and hgentifying and coordinating
the provision of infrastructure;

b) A social objectived to support strong, vibrant and healthy communities, by ensuring that a
sufficient number and range of homes can be provided to meet the needs of present and future
generations; and by fostering a welllesigned and safe built environment, with accessible
services and open spaces that reflect curre

health, social and cultural welbeing; and
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2.3
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¢) An environmental objectivé to contribute to protecting and enhancing our natural, built and
historic environment; includig making effective use of land, helping to improve biodiversity,
using natural resources prudently, minimising waste and pollution, and mitigating and adapting

to climate change, including moving to a low carbon energy.

These objectives should bdelivered through the preparation and implementation of plans and the
application of policies in the Framework. Planning policies and decisions should play an active role in
guiding development towards sustainable solutions, but in doing so should takealocircumstances

into account, to reflect the character, needs and opportunities of each area.
PlanMaking

Section 3 of the NPPF reiterates that the planning system should be genuinely fgdisth Succinct and
up-to-date plans should provide a positiveision for the future of each area; a framework for
addressing housing needs and other economic, social and environmental priorities; and a platform for

local people to shape their surroundings.

Paragraph 17 confirms that the Development Plan must inclugigategic policies to address each local
planning authorityNs priorities for the devel
onto advise that strategic policies should set out an overall strategy for the pattern, scale and quality of
devebpment, and make sufficient provision forinter alia housing (including affordable housing),
employment, retail, leisure and other commercial development. Strategic policies should look ahead
over a minimum 15year period from adoption to anticipate ancespond to longterm requirements

and opportunities, such as those arising from major improvements in infrastructure.
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2.6

2.7

Paragraph 31 advises that the preparation and review of all policies should be underpinned by relevant
and upto-date evidence. This shuld be adequate and proportionate, focused tightly on supporting

and justifying the policies concerned, and take into account relevant market signals.

Ensuring the Vitality of Town Centres

Paragraph 85 of the NPPF confirms that planning policies and idiens should support the role that
town centres play at the heart of local communities, by taking a positive approach to their growth,

management and adaptation. Planning policies should:

a. Define a network and hierarchy of town centres and promote thdimg-term vitality and
viabilityt by allowing them to grow and diversify in a way that can respond to rapid changes in
the retail and leisure industries, allows a suitable mix of uses (including housing) and reflects
their distinctive characters;

b. Define the extent of town centres and primary shopping areas, and make clear the range of
uses permitted in such locations, as part of a positive strategy for the future of each centre;

c. Retain and enhance existing markets and, where appropriatejmgoduce or ceate new ones;

d. Allocate a range of suitable sites in town centres to meet the scale and type of development
likely to be needed, looking at least ten years ahead. Meeting anticipated needs for retail,
leisure, office and other main town centre usesver this period should not be compromised by
limited site availability, so town centre boundaries should be kept under review where
necessary;

e. Where suitable and viable town centre sites are not available for main town centre uses,
allocate appropriate ede-of-centre sites that are welconnected to the town centre. If
sufficient edge of- centre sites cannot be identified, policies should explain how identified needs

can be met in other accessible locations that are welbnnected to the town centre; and
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2.10

f.  Recognise that residential development often plays an important role in ensuring the vitality of

centres and encourage residential development on appropriate sites.

North Lincolnshire Local Plan (2003)

The North Lincolnshire Local Plan was adopted in 20@8hd cont ains a number
policies relating to new retail and leisure development within the designated centres, as well as inedge
of-centre and out of-centre locations. The adopted Local Plan also includes policies in relation to the

provision of small local shops and restaurant and hot food takeaway uses.

North Lincolnshire Core Strategy (2011)

TheNorth Lincolnshire Core Strategy was adopted in June 2011 antk out the long termvision for
North Lincolnshire and provides a blueprint for managing growth and development in the area up to

2026.

Policy CS14 sets out the following hierarchy of centres in North Lincolnshire:

0



Town Centre

Market Towns

District Centres

Local Centres / Corner Shop

Figure 2.1: Retail Hierarchy in North Lincolnshire
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There area network of local centres and corner shops providing vital dal

to- day shopping facilities for local communities across the area.




2.11 Policy CS15 of the adopted Core Strategy confirms that a balanced and socially inclusive cultural and
evening economy will be promoted within North Lincolnshire by supporting uses such as museums,
theatres, restaurants, café bars and leisure uses withinudthorpe Town Centre and market towns.
Elsewhere, Policy CS15 suggests that schemes that extend the range of cultural and evecioigomy

uses will be supported where they are consistent with the size and function of the centre.

North Lincolnshire Housing & Employment Allocations DPD (March 2016)

2.12 The Housing & Employment Allocations DPD was adopted in March 2016 setd out which sites
the council has allocated for future housing development and where new employment opportunities
will be located. It also defines town and district shopping centre boundaries to show where future

retail development should take place and settlement development limits.

2.13 The Housing & Employment DPD considers treguirements for future retail development ad the
town centre boundaries of Scunthorpe, Brigg, Barton upon Humber, Crowle, Epworth and district
shopping at Ashby High Street and Frodingham Road in Scunthpgsewell as at Kirton in Lindsey

and Winterton.

2.14 The DPD outlines that Scunthorps NorthL i ncol nshireNs main retail and
provides the bulk of the areaNs housing, empl oy
have seen significant investment in Scunthorpe town centre with the opening of the muftillion
pound Parishes retail complex, which has improved the range and type of shops on offer and
provided a new multiscreen cinema. However, it is noted that much still needs to be done to improve

the retail offer and improve the town centreNs e
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2.15 TheHousing & Employment Allocations DPD also reiterates the key objectives of the adopted Core
Strategy interms of safeguarding and enhancing Scunthorges a major subregional shopping
destination as envisaged by the Scunthorpe Urban Renaissance Prograniimesuggested that this
will introduce a new mix of uses to the town centre including enhanced opportunities for retail and
cultural development within a high quality, well designed built environment and public realm. This will
help to secure highquait new devel opment, which substantial/l
offer in quantitative and qualitative terms. The overall aim is to create a centre where people chose

to shop because of its excellent range and offer of shops and attractiveness eetail destination.

2.16 Paragraph 5.5 of the Housing & Employment Allocations DPD makes reference to the retail hierarchy
contained within Policy CS14 of the adopted Core Strategy, whitates that, following the sub
regional town centre of Scunthorpe aréne Market Town centres of Barton upon Humber and Brigg
with further smaller town centres in Crowle and Epworth providing for convenience and comparison
shopping needs. These town centres also offer a range of leisure facilities and other supporting
services. Kirton in Lindsey and Winterton are also classed as Market Towns and are important service
centres but due to fewer services and retail provisigmre considered to be district centres rather
than town centres. In terms of retail hierarchy, below the Market Towns fall the district centres of
Ashby High Street and Frodingham Road, both of which are located in the Scunthorpe urban area.
Both providefor local shopping needs but not on the same scale as the Market Towns. Elsewhere a
range of smaller local centres, shopping parades and corner shops provide a vital range of shops and

facilities for their local communities, both urban and rural.
2.17 Policy TE1 sets out the range of uses that will be permitted within the town centre boundary of

Scunthorpe, as well as within the defined Primary Shopping Frontages. The policy also outlines the

range of uses that will be permitted within the other desigited centres across North Lincolnshire.
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2.18

Lincolnshire Lakes Area Action Plan (May 2016)

The Lincolnshire Lakes AAP was adopted in May 2016 and sets out the planning policy framework for
the delivery of the Lincolnshire Lakes development. The project wiéate a number of high quality
sustainable village communities on land between the western edge of Scunthorpe and the River Trent

and will include a new District Centre and a network of Local Centres.
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National Retail Trends




3.1

3.2

3.3

3.4

National Retail Trends

This section of the assessmentonsiders recent economic conditions and the near to letgm
outlook, as well as recent trends in the retail sector that are likely to impact on the need for new retalil

and main town centre uses in dtth Lincolnshire over theevisedPlan period.

Economic Outlook

The latest Experian Retail Planner Briefing Note 17 (February 2020) identifies that the UK economy
remains on a slow growth path due to lingering uncertainty during the Brexit transition period and a
sluggish global economy. The UK economy slowed over 2@ growth sliding to a 7 year low by the

end of the year. However, there were indications of a pick up in business confidence and investment
intentions. The recovery in consumer spending is also forecast to remain muted, reflecting sluggish
income grovith. On this basis, Experian project GDP growth to remain in the region of 1.0 to 1.5% in

2020 and 2021, which is well below the performance of earlier years.

In terms of consumer spending, Experian highlight that household spending growth slowed to yeei
low of 1.2% in 2019. Consumer appetite for durables, property and, in particular, cars was notably
muted. Looking ahead, prospects for incomes remain mixed. Real income growth is projected to average

1.3% in 2020 and consumer spending growth will reimédelow 1.5%.

Experian identify that retail sales volumes grew by 3% in 2019, the weakest reading since 2014. The

weakening trend was concentrated in noefood stores. Department stores and household goods
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3.5

3.6

3.7

retailers bore the brunt, suffering from a fallni sales of durable goods. In contrast, sales from
predominantly on line retailers picked up momentum with growth rising to 15%, compared with 10% in

2018. Retail spending growth per head is expected to be 2.0% in 2020 rising to 2.3% in 2021.

For the 2022 2026 period, Experian expect retail spend per head to average 2.2% per annum with a

contrast between 0.1% p.a. for convenience goods and 3.2% p.a. for comparison goods.

In terms of the longterm outlook, Experian highlight that the final terms of the newconomic
relationship between the UK and EU will be a major consideration. It is suggested that the new terms
are unlikely to be as favourable as full EU membership, which in turn impacts the-ltaxgh outlook for
trade, investment and GDP. Experian émast that long term GDP growth will average 1.7% per annum,
which is below the historic longterm trend growth of 2.3%. Consumer spending growth is now forecast
to average 2.2% in the period to 2040, with retail sales growth averaging 2.3%, again withrked

difference between 0.1% p.a. for convenience goods and 3.0% p.a. for comparison goods.

Internet & Multi- Channel Retailing

One of thekey influences on the retail sector in the last decade has been the significant increase in the
popularity of internet shopping with the majority of retailers now having an dime presence. The
growth in on-line retailing has lifted the share of specifdrms of trading (SFT) to a level where it now
accounts forapproaching onefifth of total retail sales. Experian data shows that the value of internet
sales in 2018 was estimated at £6.7bn at current prices, with the internet share of total retail sales

standing at approximately1 9% ir2018 compared with under7% in 2008.
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3.8

3.9

3.10

Experian forecast that nosnstore retailing will continue to grow rapidly and will continue to outpace
traditional forms of spending. There were however estimated to be 63.1 milliotemet users in the

UK in December 2017 (representing 94.7% of the population) and, accordingly, growth in the internet
user base will be less of a driver than over the course of the last decade. However, it is anticipated that
growth momentum will be sugained as new technology such as browsing and purchasing through
mobile phones and the development of interactive TV shopping boosts internet retailiByg 2038, the

end of the Local Plan period, Experian project a nsiiore retail sales market share of aund 32%.

The recently publishedUGr i ms e yN Redwingw f2 es that shoppers ar

goods online, whilst visiting the physical shopping locations for services such as hairdressers, nail bars
and coffee shog. The review highligts that over 17% of consumers now shop online at least some of
the time and that habits have been changing rapidly, as new technology offers cheaper online
alternatives to high streets and retail parks, driven in particular by the rapid growth in smaripdo

ownership.

It is anticipated that click and collect -upil]l
sites, lockers and existing stores rising in importance as locations for the receipt or return of products
ordered online. WT h ei cMuantnel High Street: Weparinprepaged in h e
partnership with the Retail Trust and British Retail Consortium identifies that approximately 60% of

retailers surveyed as part of the study already offered click and collect withny others intending to

launch the service in 2015. For example, ASDA had in excess of 600 click and collect locations at the

end of 2014, including existing supermarkets, petrol station forecourts, tube stations and business park
sites. ThellGr i mwsieeyhigiiggNs that it is estimated that click and collect will be used for £9.6bn

of retail sales by 2022.
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3.11

3.12

3.13

However, a network of storess likelytor e main a key component of reta

wider multi-channel offer, providing a showroom setting and showroom experience incorporating new
retail concepts and further technological advances such as augmented reality technology (ARl

reality (VR) shopping experiences.

Since March 2020 the retail sector and the UK economy as a whole have been very significantly affected
by the Covid19 pandemic. It has had a dramatic impact on shops and spending patterns, as shown by
the closue of numerous retailers and indications of poor retail prospects. Retailing has experienced a
downturn in 2020 which will have a bearing on future levels of expenditure. The short term effects are
likely to be significant. It is expected that there will lerecovery in the national economy and in the
retail market but the timing is uncertain. It has been reported by the Office for National Statistics (ONS)
that Internet sales as a proportion of all retailing increased between June 2019 and June 2020 by 6.0
percentage points for predominantly food stores. For predominantly ndood stores and other non

store retailing the increases were 17.4 and 2.2 percentage points respectively. The weighted average

for non-food retailing combined is 6.7%.

Food Retailing

TheWBi gs&per Markets continue to dominate the foo

largest food and grocery retailer with@6% of the market, followed b8ainsburys (14.9%ASDA (4.3%),
and Morrisons (12%). However, thelB i g ha¥e@luexppriened difficult trading conditions in recent

years with their collective market share having fallen from 75.7% in June 20136:0% inrAugust2020.
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3.14

3.15

Food Retail Market Share (August 2020)

Other
Iceland
Waitrose
Lidl
Co-Op
Aldi
Morrisons
ASDA
Sainsburys
Tesco

o
:
S

5.0%

10.0%

15.0%

W Market Share

20.0%

25.0%

30.0%

The difficulties faced by the leading food retailereflect the fact that there is over capacity ithe

market with Tesco, Sainsburys and Morrisons having expanded their floorspace by more than the

growth of UK grocery sales. In view of weak growth in convenience goods expenditure, changing UK

demographics, increasing online sales and a growing emphasisongst consumers on price and value

for money in convenience goods, the leading grocery retailers have, on the whole, cut back their plans

for new investment in recent years.

In response to trading difficulties over recent years, Tesco completed theetaker of cash and carry

group Booker in 2018 and also announcedWs t r at e gmthcFreiach tetailarrCareefiur in an

attempt to use their joint buying power to cut costs and offer lower prices to customers to counter the

increased competition from e rapidly expanding discount chains Aldi and Liflesco also unveiled a

new di scount

chai

n

cal

| ed

JackNs

n

at e

2018

the closure of a number of Tesco Metro stores in October 2018. Tescaadse continuing to repurpose

their existing space in an attempt to improve sales densities in their larger stores and improve the
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customer offer. This haincluded opening 49 concessions within their stores, with partners including

Arcadia Group and Holt & Barrett and the closure of 90 deli counters in stores across the UK.

3.16 Tesco also announced towards the end of 2019 that they are planning to open 150 Express format
stores across the UK over the next three years, as well as a further four superstokdiilst the first
JackNs store in Rawtenstall closed in September

to close the chain, it has recently been announced thatd1Bac k Ns st ore is due to

3.17 Sainsburys and ASDA announced mergdansin 2018 and the combined business wuld havebecome
the largest grocery retailer in the UK with a market share in excessof 3Whe f i rms N r ati or
the merger was to make significant cost savings to make them more competitive on pricesyell as
being able to make greater levels of investment. However, the proposed merger was recently blocked
by the Competition and Markets Authority (CMA), who concluded that the deal would lessen
competition at both a national and local level. Sainspsihave subsequently undertaken a review of
their store estate and are proposing to close 105 existing supermarkets with 10 new stores to be
developed. They are also planningtoclose105 Sai nsbur yNs Local format s
todevd op a further 110 new convenience Local store
parent company in 2016 and have announced that they are going to close 70 Argos stores with a

further 80 to be provided as concessions at existing supermarkeesi

3.18 Despite challenging market conditions, Morrisons achieved more than three years of positivefike
like growth up to September 2019 and are continuing with their estate renewal programme with a
number of new store openings announcedvorrisonshave also begurwholesale supplywith Harvest
Energy, which together with partnerships with Rontec, Sandpiper and McColls, will mean that Morrisons

will be supplying over 1,700 convenience stores with branded and ebrand products.
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319 Whi |l st Ftohue NWBiagre | argely experienced difficult
owned discount food retailers, Aldi and Lidl, have increased their collective market share from 6.6% in
June 2013 to 2.8% inAugust 2020. Aldi overtook CdOp in 2017t o become t he UKNSs
supermarket and now have a market share of96. Al di and Lidl Ns specific
to offer high quality food items at low prices anthey are continuing to expand with further store
openings planned aass the country. Aldi have also recently opened their fisdtA | d istoré io Soath N
London, which is a smaller format store for urban environments which will stock approximately 300

fewer product lines than a standard Aldi store.

3.20 Thechanginghabite f consumers with a move away from | ar ge
shopping trips has also led in recent years to many of the main retailers investing in smaller format C

stores such as Tesco Express, Sainsburys Local and Little Waitrose.

3.21 TheCuwid-19 pandemic has seen supermarkets experienced unprecedented sales growth, which has
been the highest since records began in 1994. Morrisons saw the strongest growth of the Big Four
during this period, which saw them gain market share for the fitghe since 2015. Tesco sales rose by
15.1%, Sainsburys by 13.5% and ASDA by 11.0%. Online sales accounted for 13% of all grocery sales, up
from 7.4% in March. Aldi and Lidl lost some market share during this period, largely attributable to their
limited online offer. This sales growth has slowed slightly as households begin to emerge from
lockdown restrictions, however, it is anticipated that strong sales for supermarkets are likely to continue

due to continued worries surrounding G- 19.
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Non- Food Retailing

3.22 Therehave been fundamental changes in the retail sector in recent years, influenced heavily by the
global economic crisis and the growth in elme retailing. These changes have led to changing shopping
habits amongst consumers with kock-on implications on the space requirements of individual
retailers. There is no longer a need for retailers to be represented in every town in order to achieve
national coverage and retailers are increasingly focusing investment on flagship storeprime
locations, supplemented by smaller satellite stores and an-tine offer. The prime sulregional towns
and cities are continuing to attract key retailers, however, the middle ground tovems being squeezed
and are potentially struggling to attracinvestment A often leaking trade to the more dominant
centres and having lost a number of multiples and anchor units during the recession. Rg@amshave
seen a number of high profile nefiood retailers faling or undertaking significant restructuringncluding
Mot hercar e, House of Fraser, New Look, Debenham
number of the retailers in question have announced the closure of unprofitable stores, which are often

located within the secondary or middle graul towns.

3.23 The strong, more dominant centres are getting stronger and thelarisation of retail between large
destination malls / centres and secondary High Streets is increasihgcal and neighbourhood centres

are less affected; offering convenienceag to-day needs and topup shopping.

3.24  The comparison goods market has become more competitive, in the same way as convenience goods,
as consumers look for the best offersivhich has meant the discount netiood sector has performed
strongly in recent years Although there remains a strong market for high value comparison goods, the
market for lower-priced comparison goods shopping has grown during the recession and is expected

to continue performing strongly.
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3.25

3.26

3.27

In clothes shopping, Primark has expanded rapidly in the last deca@¢her retailers have benefitted
from the trend towards best value in norfood shopping, as consumers seek value for money in a
competitive market. B&M Stores has been one of the fastegrowing businesses in this market.
Poundland has also gained in popularity in the discount field as more shoppers lookdine products.
Wilkinsons (now Wilko) has made recent growth lepncentrating on household products, including
home-brand items. These trends suggest that there will be further polarisation of comparison goods
shopping in the future between different types of centres, with the secondary centres concentrating
more on lower value comparison goods. Discount rémod shopping is likly to be a strong feature in

the survival of smaller town centres.

However, the discount nofnfood sector is not immune from the current challenges facing high streets
across the country, with Poundworld falling into administration in 2018 and the OrigiRalctory Shop

having agreed a CVA, which will lead to the closure of a number of stores across the country.

High streets and town centres across the UK have therefore been facing significant challenges and the
COVIBR19 pandemic has placed an increased blen on shops and businesses, with neessential

businesses having to close during lockdown and others having to adapt to continue operating, with

footfall across the UKNs high streets down appr

approximately 24,348 jobs were lost in the retail sector alone in the first half of 2020 and it is expected
that this figure will continue to rise as further retailers enter administration or undergo further
restructuring in response to the economic impact of the pdemic. Footfall across high streets is
struggling to return to prelockdown levels as lockdown restrictions are being eased and a humber of
major retail and leisure operators have announced that they are highly unlikely toopen all their

outlets.
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Section 4:
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