Transforming High Streets

Challenges & Solutions, Toolkits & BesPractice.
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An alliance of placemaking s
experts and organisations
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and local government to




Locations we have worked with

January 2023:

108
79

Places diagnostic visits
Dedicated 1:1 support
packages
53 Specialist workshops
500 people recorded 90%
satisfaction rating.
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Internet Sales as a % of total retall sales.

—— [nternet sales as a percentage of total retail sales {ratio) (%)

Source: ONS
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Footfall change in UK
2022compared to 2019

High Streets -16.9%

Retall Parks -3. 7%

Shopping
Centres

-18.8%

Source: Springboard



Vacancy rates in the UK (Q3 2022)

High Streets

-

-

13.9%

Retail Parks 9.7%

Shopping

Centres

BRC and the Local Data Company 2022



Chains vs Independents

I_AI\I#M M&S

EST. 1884

John Lewis
RIVER ISLAND
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-10,059 chain units

+2,157 iIndependent units

LDC 2021
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COVIDL9 CRISIS

-43.4%

FOOTFALL DROP IN 2020

Source : BRC-ShopperTrak




SHOP?EAT-SPEND-EzJOY

Less commuting, more Working and shopping Staycations /- Reorientation of public Car ownership falling
walking and cycling locally reonentaﬂc:(n tOf visitor transport networks and cities banning cars
markets

/,

LEVELLING
V% - W’P besmare
COWORKIN
the future of enterp
Slow recovery of Suburban commercial Underserved Poverty and Levelling up
comparison centres development, flexible communities / food deprivation, digital
shared workspace deserts divide

Online retailing New activity hours Quality and quantity of Environment, blue and Liveability, climate
public realm green infrastructure change, 20 min places



@ il minding centre . @ Baby-Change Facilities/Toilets

Not worth it! Get on with it!

Merchandising Tenant/manager ’ Cleanliness
Centre support for the local community and environment ’ L 2 2 relationships @ Newworking @ Visual appearance
Personal  Centre marketing 4p @i & ¢ @ Anractions @ Opening hours
. Centre . (::::::l: ;:::' . 8iD's . ’ Assortments ’ Car-parking
Street trading {p SmPOWerment Entertainment Centre image @ Service quality
Upper floor usage . ’ Specialoffers o000 munities to Community leadership ’ Town Centre Management . Visitor satisfaction ’ Leadership
wation ( L 2 Protection from weting @ . General facilities ["m:" ‘ L 2 @ centre management
Communtty Public spate economy
Local resistance .ﬂ"ﬂ ' & Integration @ wearer @ repiltenant Trust @ @ Recreational areas/facilities  Shopping centre management Retaller offee
@ ehoic renaiters Open/closed centre ‘ @ cowss Store characteristics  Familiarity @ Anchor @ @ Walkability € Collabbration
Organic development . Retail fragmentation ’”’Snmnn.p,Q Pace ’ Shopping hours
Leisure offer, Managhmant
’ Open Space Cross-shopping Pedestrianisation (flow, routes, access)
@ sancing . ’ Store development Tenant mix ’“ﬂl’ﬂ'/wll-:v of shops ’ Footfall
’ Community Benefits Fungtionality ’ Chain vs independent  Linked trips . % e’qu"‘{m’ of goods . Retailer representation
Information Store/Centre Design on-retail off
Performance Indicators (KPis) 0 (se ) . ‘ Community power ’ Retail unit Jees . E Muz 1 nal vs functional . Area development strategies
Reputption %fanhblr.y of akernative formats . ’ Tenant variety
Media Coverage ’ Hprtage tail diversity
. Cycling . Property age Rents Turnover ’ Flexibility ‘ Retail flexibility 0 Sales/turnover
@ social enerprise urbjn Design Floorspacedyy, 5 Sarclyﬁnme @ retail spend Connectivity
treet takeholder
Supply of retail units .cmnncnm(, @ competition . Vacancy rates ’1 ’ @ Place agyactiveness
Ingtia Tourist/visitor attractions (tractiveness Convenience
atchmengcommutin Cuslnmw/cauhmt“c“" rison/convenience
C tion practices ) . . Land ownership Governance ‘ Alm ntre (mall N2 Barriers to Entry
Local ec ic ptegrat nau 3 Fops g tentre (5 ) views/behaviour :
’ CPOs Real estatefownership . cation Landlords ’ Public transport
@ social cohesion Merchandise valug Number of ’ Structure Property ownership
] giommercial yields yndiords ’
Social identity € Muttiple land ownershigh @ Retail X & @ reuichoce
Regeneration Liveability/Quality of Life 5
‘ Business Ownerdhip Fragmentation Planning Blight
Entry points ’ ‘ Low prices ’ Lease fengths ’ . Mobility ‘ Retail innovation
‘ S ¥ g/edge-of cent: Supermarket impact . Accessibility
@ Land contamination @ Regonal rental leved Location of Employment @ @ @ Resil ems @ @ Construction of 00T Centre
’ Tourism ’ Mode of transport Finance
. Healthcare ’ Credit . Retail change
Top 25 retailers ‘ Consumer Choice ‘ Transport route
Planning application . Use of technology ’ Retail centre preference ’ Planning
’ Unfair competition

. Deliveries

Enfironmental quality

’ Catchment income ’ E-Retail
’ Catchmentipyschographics Catchment age % ’ . Internet/Online Shopping
& cuture @ Technoiogy @ ‘m zw Recession
. Car ownership Household Prosperity of town ‘ Business Rates
@ Ageing poputatid @ consumercuture  XPenditures K3 @ Retal Planning Policy
Employment @ cconomy
@ Poitcal cimate @ consumer trends

Catchmert view/

-

. Economic base
‘ Methods of classification ’ Centre size
. Catchment size

Amount of influence high street has over factor

. Population density

@ ivitits @ ropuiation

’ Distance to centre
’ Drive time ‘ Size/Type of town
. Place hierarchy
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Amount of influence factor has over vitality and viability




Evidence suggests there are 25 Priorities (A-L)
25 key factors that can be Accessible
used to identify local Actvity
strengths and challenges Adspabilty

Anchors
Appearance
Attractiveness
Barriers to Entry
Diversity
Experience
Functionality
Innovation
Liveable

Select all

Source: Institute Place Management

25 Priorities (M-W)

Markets
Merchandise
Necessities

Networks and
Partnerships with

Council

Non-Retail Offer
Place Management
Place Marketing
Recreational Space
Redevelopment Plans
Retail Offer

Safety and Crime
Vision and Strategy

Walking
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Challenges

40

= =
3 2

Aouanbaig

10

Innovation
Functionality
Redevelopment plans
Liveable
Adaptability
Safety and crime
Barriers to entry
Recreational space
Markets
Attractiveness
Diversity

Accessibility

Networks and partnershig
with council

Place marketing
Walking

Non-retail offer
Anchors

Place management
Appearance
Experience

Vision and Strategy
Retail Offer
Activity



Partnerships
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THE FHSF EOI VISIONSAMRALYSEBD 9 w9 X

NOT TRANSFORMATION 65%

NOT SPECIA 65%

NOT COMPELLIN( 65%

NOT LINKED TO CHALLEN(

NOT CLEAR 30%

A I

PERCENTAGE % OF EOIS
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Percent
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Yes

High St Activation

No
High St Activation

Unknown
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Putting Iin place the
capacity, leadership and
partnerships to deliver

change. Considering
large-scale spatial change
that will be needed to
transform your centre
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Economy

Developng the town centre

business ofter
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retail/commercal sector

Working with landlords and

apr s

Vision

Pioneering
Partnerships

Place

Working with maor developers

and irvestors

Public Realm
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People

NS K Culture

MHealth & Wellbeing
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Events
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Young People







BuxtonTownTeam kit

All together, better

Buxton Town Team celebrates ten years
working to improve town

BuxtonTownleam
101t anniversary year
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Repositioning s Ms

knowing your town, using
relevant data and

Information to develop a
collaborative, inspiring
vision that achieves change




SHREWSBURY
1% BIG TOWN PLAN

SHREWSBURY
STEP INTO THE
STORY

Book your free place now at

festival.shrewsburybigtownplan.org
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Make Space

Waterloo
Studios

St George's
Arches

Circus

REVEALING WATERLOO
Learn from other places

Creative and

considered

Green and
welcoming
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Reinventing

Activate and animate the

town, diversify its attractions.
Multifunctional places offer
different things that serve the
community and draw In footfallf
and spend |
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Transforming
Heritage

We help communities across the UK find enterprising
new ways to revitalise the old buildings they love. We
provide advice, grants and loans, and our support
acts as a catalyst for putting sustainable heritage at
the heart of vibrant local economies.

Find out more E

Station South
Levenshulme, Manchester,
England
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