1

Retail and local centres- Extending
Localisation
Contents:
1.
2.
3.

Introduction- Trends, background, capacity, issues
Policy context
Localisation good practice activities within or
applicable to the West Midlands region
A. Localised retail
B. Local authority and economic planning
C. Support initiatives for local, independent retail
D. Local shop loyalty card schemes
Recommendations
References

4.
5.

1
7

10
12
16
18
20
24

1. Introduction- Trends, background, capacity
This section focuses not so much on the supply chains of the
goods sold in shops, but on shop ownership and shops and
facility availability on a local level. There is of course a link to the
supply chain issue, as many local shops will naturally source
more locally from small-scale producers in comparison with chain
stores; likewise as independent retail has been lost, so have
corresponding businesses down the supply chain: without the
shops, the independent suppliers and wholesalers may be
threatened and without these intermediaries the local
manufacturers and producers are also struggling. The negative
impacts of this are many and the issue’s profile has been raised in
recent years by work from the New Economics Foundation (nef) in
their Ghost Town and Clone Town Britain reports amongst others.
Although this section covers all types of retail and local centre
facilities there is inevitably a strong link with the food section of
Extending Localisation.
A range of issues and trends relating to the state of retail
localisation in the West Midlands are covered under the
subheadings that follow.

ACCESS AND SOCIAL INCLUSION
Many of the new patterns of retail and centre facilities provision
exclude some sections of society in some ways, despite perceived
and actual low prices sometimes available:
•

Edge-of-centre retail ‘sheds’ encourage car-based bulk
shopping, directing people away from high-street based

A basket of fruit and
vegetables can be
45% more expensive
in supermarkets
compared with the
same produce at a
traditional grocer .
vii
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and local centre retail that is often more accessible to those on low incomes, helps to build
social inclusion and reduces the need for the car in urban or semi-urban areas.
•

Loss of village shops, often with post office (for various banking and similar services)
combined, makes independent life within the village impossible for those without access to
a car. Many such village shops have been lost over the last few years, although a
community ownership movement is bringing some back.

•

Low prices, particularly in the area of food, the issue of chain stores and low pricing is
more complex than the supermarkets would like us to think. In some cases independent
shops - particularly grocery shops and street markets - can provide cheaper food. For
example, many of the supermarkets’ pricing structures involve buying larger amounts (Buy
One Get One Free, etc) that can lead to expensive food wastage; the conventional
supermarket shopper profile assumes the use of a car; and aggressive pricing that
damages economic viability of the supplier, producer or competition. This makes products
cheap for the immediate consumer but has external costs to society as a whole and
particularly to the poorest.

PLANNING AND POLICY ATTITUDES TO CHAIN RETAIL PROVISION
Nevertheless the immediate affordability of some goods to some sections of the population is not
an issue that planners and retail policymakers can ignore, nor is the popularity for various reasons
of many chain stores. Those with responsibility for town centre viability will often seek some chain
store presence in a town centre or new development – often described as ‘anchor stores’. Of more
concern, some planners and developers also hold a view that the presence of chain stores within a
shopping centre of any size is an indicator of success and their absence indicates centre failure.
In LWM’s work on the Heart of Shirley1 development, the fact that retail unit sizes were not large
enough to attract chain stores appeared to be seen by the developers and the council as a sign of
the centre’s failure, to which the only solution was to build a new centre, with large units and a car
park, distinct from and contributing little to the existing linear centre.

2,000 small shops
close every year
due to
supermarket
dominance

The merits of independents should be considered as well
and are often greater attractors in terms of many
audiences and of tourism. The balance that needs to be
struck here is difficult, but some towns have begun to
develop retail strategies that go some way towards
achieving it. For example, Lewes has been judged as a
‘Home Town’ in nef’s Clone Town report, with 70% of
shops on the high street being independent outlets. Shop
owners claim that this is much to down to the strict
planning restrictions, preventing chain stores from getting
the size of shop floor that they demand. A recent report by
the Work Foundation2 concluded that a successful city is
likely to have a balance of chain stores and independent
shops, which is also explored in nef’s ‘Plugging the Leaks’
report34. Such findings need to contribute towards a shift
in attitude of town planners.

Few consumers realise particularly when supporting a new supermarket development in a town
centre, that even if they split their own future shopping between the supermarket and the
independents, the percentage loss to the independents may mean the difference between viability
and closure. This leads to 2,000 small shops closing every year due to supermarket dominance5.
In rural areas this is a significant factor in the gradual transformation of the countryside from a
sustainable and inclusive living landscape in which those engaged in rural occupations and of
varying ages can thrive, into a zone for commuters of an age and wealth profile to be dependent
on long journeys by car.
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BUYING POWER AND ECONOMIES OF SCALE
As with all sectors, there is a major barrier to independents’ success in an economic system that
rewards centralisation, merging and scaling up. Chain stores can afford to undertake predatory
pricing practices and these are common, reducing the viability of any non-chain competition
without ensuring any permanent increase in product affordability for the consumer: chain coffee
houses are well known for this tactic.

LOCAL DISTINCTIVENESS
The prevalence of chain stores reduces local distinctiveness.
‘Identikit’ high streets have been common for some time. Chain
stores are popular within a culture that has grown used to such
standardisation: the reassuring predictability of a chain’s offer is still
unfortunately a factor for many in their shopping decisions, although
this attitude has now started to shift as the scale of independent
retail loss, the impacts on high streets and the dangers of
oligopolies within certain sectors become clearer6. The New
Economics Foundations Clone Town reports along with schemes
championing independents, such as Wedge card, have done much
to raise awareness the importance of local distinctiveness amongst
the general public.

Local
distinctiveness
makes quality
places

SOCIAL CAPITAL
While it is not always the case, those running local shops are often more committed to their local
community and invest time and effort in supporting the success of their local centres and
communities. In smaller towns, district centres and villages, tales of the extra social capital
functions carried out by local shopkeepers are many and varied. By contrast managers of multiples
are less likely to live locally and are likely to have a more transient career path requiring them
move from one branch to another, which reduces any natural commitment to and involvement in
the locality. Of course some chains have strong corporate responsibility policies or simply an
engaged and imaginative local workforce that can support local community issues.

SPECIALISM, PRODUCT RANGES AND GENERAL

For every £10 spent in an
independent shop, £25 in
generated for the local
economy, compared to just
£14 spent in multinationals.

OFFER TO THE CONSUMER
Local shopkeepers are also more likely to be
enthusiasts for their products, building up specialist
knowledge of their products and customers,
providing people with advice on what is most
appropriate for them and sourcing goods to meet
their needs that they would not normally stock. In a
yearly Which magazine7 survey of members’
attitudes to a range of chain shops (and
‘independents’) by sales category (e.g. electrical
goods), independent electrical retailers came third overall while independents came top in the
category for entertainment, and second in the categories for gardening, sports and leisure. The
knowledge and helpfulness of staff was particularly highly prized in the independents while many of
the biggest chain stores only scored highly on ease of access to their stores.

Against this, from a customer point of view, chains can buy products more cheaply through their
bulk buying power, advertise, build brand images, and often provide car parking and one stop
shopping. They provide ease of access and use, usually staying open longer than independent
stores.
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LOCAL MULTIPLIER EFFECT AND CONSUMER/RETAILER POWER RATIO
NEF have compared the local multiplier effect of chain stores and independent shops: for every
£10 spent in an independent shop, £25 is generated for the local economy compared to only £14
spent in multinationals. Independents are much more likely to use other local businesses (shop
fitters, accountants, cleaning services etc) than chains. Additionally if the retailer becomes too
large an imbalance of power is created over both its suppliers and customers. The damage done to
producers in this way is well documented, whereas less attention is paid to the long-term impact on
the consumer.

JOB CREATION AND SAFEGUARDING
Large new chain stores opening around a town or city centre usually employ a PR machine to
promote the job creation potential of the new development. But given that it most cases the
opening of the new store will result in a shift of purchasing from elsewhere, these are likely to be
displacement jobs; there may even be a net loss of employment over all - the British Retail
Planning Forum found that every time a large supermarket opens on average 276 jobs are lost8,
despite 1 in around 240 people being employed by Tescos9.

TRENDS IN SHOPPING HABITS
Despite the Which findings above, there has in recent decades been a centralising trend in all retail
and particularly food:
•
•
•
•

•
•

•

•

80% of our grocery spending goes to the supermarkets10;
40% of our independent food, drink and tobacco retailers have
been lost in the last decade11;
Comparison retail is also dominated by chains;
the growth in the use of the car for shopping along with higher
participation in the work force and longer working hours, greater
ownership of fridges and freezers means that people now buy
all their food and household goods once a week;
This trend has helped to undermine the local shop to which
people could walk and carry back their shopping;
Closure of the smaller local stores further encourages
individuals to take the car to the shops and to park and shop at
the large stores with car parks;
Changes to planning regulations has curtailed the growth of outof-town superstores, thus helping to strengthen centres, but this
have not reduced the domination of retail by national and
multinational chain stores;
Severe high street taxes have exacerbated the problem, according to the All-Party
Parliamentary Small Shops Group.

40% of our
independent
food, drink
and tobacco
retailers have
been lost in
the last decade

INTERNET SHOPPING
The growth of internet shopping provides both threats and opportunities to locally based retailers.
The biggest opportunity is for specialist shops to market their goods on a national basis while
keeping a local shop for those who wish to visit the store. It is easier for them to survive and locate
in smaller and thus cheaper local centres attracting visitors who may support other shops.
The growth of home working also provides some potential for the growth of local shopping centres
and with it independents as such workers may be more likely to visit the local shopping centres
especially if the centres provide the business and social facilities that home workers require.

TRENDS IN INDEPENDENT RETAILERS’ MARKET SHARE
These trends strongly favour supermarkets over the high street shops. According to the New
Economics Ghost Town Britain (2003) report between 1995 and 2000 we lost one fifth of our local
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shops. According to the Tescopoly campaign, Tesco the multinational supermarket now has 30%
of food retail in the UK, and together the 4 major supermarket chains control 75%12. There is little
research specific to the West Midlands on trends in independent retail provision, although one of
the region’s market towns – Shrewsbury – claims the largest number of independent shops in the
country13.
It is not just out of town supermarkets that impact on
local independents, but increasingly small branches of
the ‘big four’ supermarkets in local parades of shops.

IMPACT ON WIDER SUPPLY CHAIN
The local supply chain – i.e. the supply chain that is
made up of small local producers, distributors and
retailers - is impacted by what happens at the retail end:
local independent shops are more likely to use local
suppliers (certainly for food and other common products)
and many such wholesalers and manufacturers are
going out of business as the ‘critical mass’ of outlets for
their product is lost. Because suppliers have to be able to supply large volumes to supply to the
chain stores, there is a vicious circle effect on the viability of the smaller suppliers and in turn this
can affect both the supplier’s own suppliers, and their other customers.

RETAIL REDEVELOPMENT
Redevelopment of sites for retail has become a major feature of town centre and other
regeneration schemes. These often lead to the loss of independent retailers as their property is
demolished to make way for the new development and - unlike multiple stores - they cannot stay in
business on other sites and then move back into the new development. In addition new
developments are often designed specifically to meet the needs of the chains, particularly ones
that are seen as the most prestigious and which will require the largest space. Their rents are
almost always higher and unit sizes often larger than the previous premises they replaced which is
a further challenge to viability of independents.
The opening of major shopping centres such as Merry Hill in Dudley, and the creation of smaller
edge- of or out- of- town shopping centres, retail parks etc has led to the multiples relocating to
these centres leaving vacancies in the high street, reducing footfall in those areas and the viability
of the shops that remain there. Ample research shows that superstores built in out of town
locations cause local speciality shops and convenience stores to
lose between one fifth and three quarters of their market share.
This causes staff to be laid off and loss of shops and
independents altogether14.

Out of town
retail centres
exacerbate car
based travel,
increase social
exclusion and
cause high
street failure

New centres can further undermine whole local shopping centres
where the new centres provide free car parking and encourage
car based shopping which may be difficult and expensive in
traditional centres due to density and thus congestion. Even new
shopping centres well within the boundaries of a town centre can
cause displacement and leave areas of formerly diverse retail
provision unviable: Birmingham’s Bullring Centre, populated
almost entirely by chain stores, whilst successful in itself has led
to complaints from independent shops in the surrounding and
arguably more interesting traditional streets (for example the
Victorian Arcade) and the proposed “New Heart of Shirley”
development was aiming to attract mainly chain stores leaving
the town’s linear high street extremely vulnerable to reduced
footfall.
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OTHER CENTRE FACILITIES
There is also a trend to centralise other community facilities, from swimming pools to schools, to
hospitals, to local authority offices, to post offices. Some of this is exacerbated by the recession
and may be further exacerbated by the public sector cuts by which we hope to pay for banking
failures; but as a trend it has existed for decades driven by a local authority tendency to value for
publicity reasons a single, iconic new facility over the preservation of several small ones. These
trends have similar impacts on social exclusion and increasing traffic as well as reducing the
‘linked trip’ factor: numbers of people visiting in and working in local shopping centres and thus
reducing the level of shopping spend in such centres..

MARKETS
Traditional markets are a vital part of the affordable retail offer in many towns and cities.
Birmingham and many Black Country centres have thriving markets offering wide ranges of goods
– often for a diverse mix of customers in terms of social class and ethnic background. Markets tend
to interact well with the high street, but again are suffering a decline in user numbers in some
areas. In Birmingham the ending of the very close proximity of the retail and wholesale markets
may cause problems for the Bull Ring markets, one of the region’s most important sources of
affordable fruit and vegetables, when the wholesale markets are moved further away from the city
centre as proposed. PPS4 contains some measures to protect the role of markets in town centres.

Seven pubs a
day are
closing and
Pubcos are a
major culprit

PUBS, AND THE ABUSE OF THE PUB TIE
The decline of traditional pubs that cater for a local urban or rural
community is another well-known fact of the modern economy.
While there are some lifestyle and demographic factors in this
trend, pub viability is sometimes reduced by the involvement of pub
companies (pubcos) which took over during the last two decades
from brewery-ownership of pubs and independents: 37% of the
UK’s traditional pubs are tied to pubcos. By setting high rents,
unforgiving maintenance clauses and strict controls on tenants’
suppliers, a less community-based and more ‘vertical drinking
orientated’ culture can result in order to make the pub sufficiently
profitable to cover costs, as well as less opportunity to make links
within local supply chains.

It is common for a new tenant to invest their life savings in a tied pub, run it well as a popular pub,
but walk away with nothing when the pub fails, ready for another new tenant to do the same. The
tenants have started a national campaign, the Fair Pint Campaign15, to highlight the abuses that
can happen under this system and lobby for law changes to reduce the power of the pubco and
increase pub viability. Their main objective is to get the ‘tie’ removed from all leased pubs by
government intervention: the pubcos would still exist as pub owner but tenants would be free to
source from whoever made the best business sense for them. They are calling for the tenanted
pub sector to be referred to the Competition Commission, amongst other things.

FRANCHISES AND CO-OPERATIVES/WORKER OWNERSHIP
Franchises occupy a halfway house position in the retail world. In a franchise system, the shop
owner will often (though not always) have more control over sourcing policies and more
opportunities to circulate its income in the local area, whilst also having access to some of the bulkbuying advantages of the chain shops. Co-operative structures or worker ownership for chain retail
(John Lewis being the best known example) has its own benefits to local money circulation and
social capital: this is covered in the finance section of Extending Localisation.
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2. Policy context
Over the last few years, planning policy at least recognised the negative impacts of out-of-town
shopping centres and was altered to give preference to ‘edge of centre’ locations, introducing a
sequential test. This gave some small protection to ‘high streets’. It remains to be seen what the new
government, as of 2010, will do about retail planning centrally.

PLANNING POLICY STATEMENT 4 (PPS4)
PPS4 on Planning for Prosperous Economies replaced previous
retail-specific guidance in December 2010, effectively combining all
planning policy statements on economic development. Although this
has removed the previous policy’s ‘needs test’ (which required local
authorities to ascertain the need for a retail development) the impact
test, which tries to ascertain whether the development would impact
negatively on the viability of the centre as a whole, is to some degree
stronger and a stronger sequential approach, with edge of centre sites
more clearly defined. Some independent retail associations, planners
and campaign groups believe that this will allow development that will
damage town centres and independent retail. In a Friends of the Earth
survey 96% of planning officers reckoned that abolishing the needs
test would make it harder to protect town centres. However the detail
of the ‘impact test’ remains to be seen.

96% of planning
officers felt that
abolishing the
needs test would
make it harder to
protect town centres
from out-of-centre
and edge-of- centre
developments.

PPS4 is intended to strengthen the role of local authorities in protecting town centres by requirements
to have spatial vision and strategy for town centres - to plan proactively and positively for their town
centres: allocating sites for new development and expanding boundaries if necessary, and by
measures to protect character and diversity of town centres and high streets. Again it remains to be
seen whether these provide the protection that local supply chains require, but it should give
opportunities for communities to request stringent controls within a local action plan, for example by
measures to limit retail unit sizes.

COMPETITION TEST
The production of PPS4 included protracted negotiations as to whether there should be a ‘competition
test’ in order to prevent retailers from growing or developing new stores where they already have a
heavy presence. In autumn 2009 after a previous attempt and challenge by Tesco16, the Competition
Commission revised and renewed a decision to recommend that the Department for Communities
and Local Government (CLG) add a ‘competition test’ to PPS4.
CLG were considering this before the election and it is now
under consideration by the department for Business,
Innovation and Skills. If they accept the recommendation it will
be published separately, after the publication of PPS4, as an
additional policy. According to the Competition Commission’s
recommendations, applications would pass the competition
test if within the area bounded by a 10-minute drive-time of the
development site; the grocery retailer that would operate the new store was a new entrant to that
area; or the total number of fascias in that area was four or more; or the total number of fascias in that
area was three or fewer and the relevant grocery retailer would operate less than 60 per cent of
groceries sales area (including the new store)17.

The trend for smallformat stores is
exacerbating monopolies

In the past, civil society and small business lobby demands for the protection for retail diversity have
fallen foul of UK Competition Commission tendency to see the preservation of ‘independent shops’ as
being akin to preserving specific retailers, and thus uncompetitive. The two types of retail recognised
as to be preserved in competition tests are ‘convenience’ and ‘supermarkets’ (top-up shopping and
one-stop shopping) which does nothing to prevent the small-format versions of major supermarkets
from securing a monopoly on an area. Any comment on retail being affected that does not relate to
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the ‘vitality of the centre ‘ (reckoned in footfall) is assumed to be about ‘protecting individual retailers’
rather than being about protecting a type and scale of retail and the local multiplier, and so is
assumed to be anti-competitive.

CODE OF CONDUCT
A further and related Commission recommendation has been a much tighter Code of Practice to stop
unfair costs and risks being passed on to farmers and other suppliers, and the appointment of an
ombudsman to oversee its implementation18.
In August 2010 the formation of a supermarket Ombudsman was finally announced, accepting the
Competition Commission’s recommendation for a body to enforce the Groceries Supply Code of
Practice (GSCOP) despite supermarkets fighting hard against the proposal19. GSCOP looks to
regulate large companies and the way in which they procure and sell goods. The Code aims to
introduce clear standards to reduce uncertainty and to handle disputes between retailers and large
purchasers. Retrospective changes to terms and conditions will be prohibited, and the extents to
which suppliers are required to pay for listings, promotions, inaccurate forecasts or customer
complaints will be limited, amongst other regulations.
This should lead to a more secure investment environment for suppliers and allow them to know
where they stand. This coupled with the Ombudsman should improve relationships between retailers
and suppliers, ultimately being in everyone’s interest20. This was welcomed by the Association of
Convenience stores as a pro-competitive measure.

Tests needed for
healthy retail
planning: an
adapted needs test,
a delivery test and
a ‘local economic
yield’ test

Much work was done during the last government by trade
and third sector partners on developing proposals for an
effective town centre policy. An alliance consisting of the
Association of Convenience Stores, the Campaign for the
Protection of Rural England, the Food Access Network UK,
Friends of the Earth and the Womens’ Institute put together
recommendations to influence the drafting of PPS6, the
precursor to PPS421. This included retention of an adapted
need test, a new diversity test, a presumption against out
of town development, and a ‘local economic yield’ test, to
differentiate between types of development that bring more
and less into the local economy, and a requirement on
local authorities to assess the contribution to socially
inclusive patterns of development when allocating sites in
the plan. These proposals were put together in December
2007, but in the current government’s rethinking of
planning policy such thinking is still relevant.

The Town and Country Planning Association also make recommendations for sustainable and
accessible retail development, which recognises the importance of local distinctiveness, accessibility
and local economies. They also include the view that what the community want should have some
shaping in what is permitted where in the local centre.
The idea is also at the centre of policy conflict within national government where community wants are
upheld as important but cannot get in the way of retailers’ commercial freedom. Essentially, the
community’s views are not a planning consideration in retail. Impact on town centre viability and
vitality are, but impact assessors are chosen and paid for by the developer, which leads to a certain
pattern in impact assessment findings.

REGIONAL POLICY
Within the recently abolished regional economic and spatial strategies there was, as with other
sectors, little evidence of understanding of the collective strategic importance of smaller enterprises,
centres and sites, although the policies on centre hierarchy and reducing the need to travel at least
went some way towards a localist approach.
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However, the spatial strategy in accordance with its urban renaissance focus has some excellent
policies to protect retail diversity, including (Policy UR3) developing strategies to promote a sense of
identity and local distinctiveness, enhance the underpinning role of all urban centres to serve their
local communities in terms of retail provision (the centre hierarchy approach), access to services and
cultural/leisure activities, encourage more people to live in or close to centres. The strategy also of
course contains policies to avoid developments such as new out of town shopping centres that would
weaken urban centre development and others to support rural services.
There is a tendency for larger local authorities to ignore the RSS’s ‘centre hierarchy’ approach and
instead to focus their entire regeneration efforts on their ‘main’ centre, leaving smaller centres to fend
for themselves. This is a predictable side effect of urban competitiveness. The need to further
encourage diversification and improve the representation of small independent retail is also directly
acknowledged in the RSS.
These policies are not matched by the direction of economic development in the Regional Economic
Strategy and its Delivery Plan. The RES’s Sustainable Living objective refers to sustainable patterns
of travel and consumption, but not specifically with reference to retail, which is only referred to in
terms of increasing floor space availability for retail development in centres.
In terms of food retail, the Food and Drink Cluster Plan is driven largely by economic growth criteria
and therefore most emphasis on food retail is on market opportunities (such as trends for healthier
eating and local food) rather than on the social inclusion, diversity and social capital aspects of food
retail; the Farming and Food Strategy has objectives to strengthen the region’s direct selling (such as
box schemes and farmers’ markets); but with the abolition of the regional development agencies it is
unlikely that these strategic approaches, flawed or otherwise, will survive.
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3. Localisation activities
A. LOCALISED RETAIL
AREAS OF RETAIL DIVERSITY
By trading at the level of ‘the neighbourhood’, convenience
stores in particular are well placed to understand their
customers and meet their needs by effectively tailoring their
services. It is believed this is the reason that small shops are
heavily relied upon in less affluent urban areas, after a
survey of shopping habits found that consumers in these
areas (including council estates and multi-ethnic low-income
districts) were more likely to use independent retailers for
their main shopping22.
Some of the region’s urban areas, often with high Asian
populations (e.g. Sparkhill, Birmingham) have thriving local
retail scenes for food, clothing, appliances and many other
goods. These communities contain groups of people with
diverse demands and needs, therefore small shops will
reflect this in their offerings. Although the area might
technically, and in some real aspects, be ‘deprived,’ a strong
local multiplier is created and provides access to food (and
other essentials). In comparison to a supermarket-dominated
local centre perhaps only big enough to accommodate one
large supermarket, competition is also healthier which may
explain why the quality of the fresh food on offer within
walking distance is often plentiful and affordable23.
Some market towns in further corners of the region (such
as Bishops Castle, Shrewsbury, Leominster and Shipston on
Stour) have thriving local retail, perhaps because their
locations discourage centralised distribution networks.
Ludlow is also a “Cittaslow” town, in which the principles of
the Slow Food Movement are applied to town centres. A
Cittaslow signs up to working towards a set of goals that aim
to improve quality of life and protect local distinctiveness. It is
“about avoiding the ‘sameness’ that afflicts too many towns
in the modern world”. Cittaslow limits membership to
populations under 50,000, so larger towns, where such an
approach is equally if not more crucial, are excluded.
Cittaslow UK has received funding from Advantage West
Midlands.
East Suffolk provides an example of where local
distinctiveness has been retained upon a grand scale. An 8
year- long case study revealed that an interdependent, local
food web shaped a healthy environment for further
investment opportunities for new products and businesses.
Many areas, unlike many other market towns, had also
successfully maintained independent an independent
butchers, bakery and post office. However the opening of a
large superstore in a nearby area may detract from present
retail diversity24.

Thriving centres
These examples (with the
exception of the Cittaslow
intervention) demonstrate
where independent retail
serving a local market can
thrive without the prop of
public or charitable funding,
simply because they work well.
Public sector interventions in
these areas should therefore
aim to identify and then protect
such areas to ensure that the
beneficial characteristics of
these areas are not damaged
but strengthened by any new
development. Where possible,
economic development
interventions should aim to
replicate the conditions that
create such thriving areas in
areas lacking retail diversity –
but taking into account specific
local conditions.
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The Internet is now also playing an important role in
supporting some types of independent retail, even catering
for a local market, by providing a platform for small
businesses to advertise and sell their goods without requiring
a shop based presence. One such example is Kiss Me
Cupcakes, a company that uses locally sourced flour and
fruit and traditional baking techniques to make premium
cupcakes. Their website details their full product range
available to buy online as well as advertising their presence
at certain farmers markets and events, including sessions
where the public are invited to cake making lessons25. Made
in Moseley (detailed below) is a web-based initiative in
which locally produced art is available at one website,
making it easy to find, browse and purchase26.
SHOPPING CENTRE CONCESSIONS
The Bullring in Birmingham – not well known for its
independent outlets - now hosts a Created in Birmingham
Shop, where local craft, music, clothing and art producers
have combined in one shop. In support of local retail the
Bullring allows empty floor space to be utilised for free in this
way until a new company rents the store. It may not be a
significant addition to Birmingham’s independent retail offer
and not as good as had an independent retail strategy been
adopted in the Bullring as a whole, but the high profile
location for local creativity is at least provides a taster option
for those who might go on to open local shops in the city,
and it is good that the Bullring’s management understands
the value of these activities to their centre in comparison to
vacant units.

The Internet
Initiatives like Made In
Moseley are more appropriate
for higher-end and less
everyday products and are
probably a natural choice for
those with appropriate
businesses without the need for
intervention. The potential of
an internet presence to support
wholesalers aiming to sell to
corporate and public sector
customers is perhaps more in
need of attention: business
support for this area has been
available over the last few
years for those willing to
engage with it, and should be
maintained.

COMMUNITY-OWNED SHOPS
The concept of community-owned shops has been popular
for some years in rural areas where the absence of services
is keenly felt by the rural poor (see section C, VIRSA) and is
an essential part of a healthy and sustainable rural
environment. There is less of a support network for this
model in an urban area; there are two or three examples of
individual urban community-owned stores in the country,
though none in the West Midlands to date.
The Natural Food Store in Headingley, Leeds, has become
one of the first community-owned urban shops in the
country. Over 200 residents raised the £100,000 required to
buy the shop from its retiring owners, allowing it to retain its
important role within community and promote the sale of
ethical and Fairtrade goods27.
An interesting new development in independent, local, and
community led retail is the emergence of The People’s
Supermarket. This has now opened in Holborn, London.
Essentially it is a food co-op, operating as a supermarket.
Anyone can join The People's Supermarket, but all members
must work in the shop for a few hours every month. This
keeps staff costs down, making products cheaper, with any
profits made further contributing towards making food
cheaper rather than lining the pockets of rich directors. The

The People’s
Supermarket is run by
members and stocks
over 2000 product
lines
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store decor and marketing are also kept simple and
inexpensive to maximise the direct food benefits of the
scheme. The supermarket buys its 2000 lines28 from a range
of sources: brand-name goods as well as organic and artisan
goods from local and more distant suppliers.
The project did require set-up funding in the form of private
and council grants as well as loans, but it might be that in
areas with cheaper retail rental costs, and being able to
replicate an existing model, further People’s supermarkets
could be set up more cheaply and perhaps with only loan
financing.
Its author, chef Arthur Potts Dawson, thinks 300-500
registered member-customers will be needed to make it
viable – but within two weeks of opening 124 people had
signed up, so viability must be close. It is modelled on a
similar scheme in Brooklyn that has proved successful to
date. The People’s Supermarket is proving an interesting
new reinvention of co-operative and localised retail29.
Unicorn in Manchester is probably the best know example
of an urban community owned shop.. Whilst sourcing over
70 lines of organic produce from in and around the region,
they also own 21 acres of growing land 14 miles from the
shop, allowing them to further supplement regional fruit and
vegetable supplies. Unicorn is cooperative, owned and run
by its 50 strong workforce. The company now has a turnover
of £3.5million, donating 5% of this to local and international
projects and are part of a carbon tax scheme that contributes
to the planting of trees in order to offset the environmental
damages of running the business30.

Community owned shops are
an essential factor in rural and
urban retail provision as we
transition back to a sustainable
retail environment. However,
in both rural and urban
environments the importance of
protecting independent
privately owned convenience
retail should not be forgotten:
not in every area will there by
sufficient community capacity
to run a community shop.

B. LOCAL AUTHORITY PLANNING AND ECONOMIC
DEVELOPMENT

PLANNING- REACTIVE AND PROACTIVE
Oswestry2131 is an established local campaign group in
Oswestry, Shropshire, which has vehemently but informedly
objected plans for three separate out of town supermarkets
and a central car park for over two years. They have a
dedicated website, sound evidence and strong local
following, exerting enough pressure on the council that they
deferred their decision. However, there are no supporting
policies on which the council could reject the plan,
demonstrating the need for a proactive approach to retail as
well as for better national planning policies.
Islington’s 2007 Statutory Development Plan specifically
excludes dominance by any single large retailer, after public
concerns over the diversity of the high street sparked the
formation of the Better Archway Forum. The forum
continually lobbied the council, whilst retaining an amicable
relationship, eventually convincing them that their vision of a
progressive and organic regeneration was better than that
led by a large, generic retailer32. Whilst Tescopoly lists 16

Unit size
By adopting policies that
demand a variation in retail
unit size, larger chain stores
can be deterred. This has been
seen as a success factor in
centres that have retained a
health mix of independent
shops, dubbed ‘home towns’ by
nef’s Clone Town report.
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ongoing campaigns in the West Midlands there are no
documented cases here in which local policies have
changed in response to, or backed up, residents’ objections
to large superstores, unlike in other areas of the UK.
Sheringham Council made national news by not only
rejecting proposals for a large supermarket but by actively
supporting a viable, sustainable alternative. Tesco had been
applying for planning permission to build a store in the area
for nearly 14 years; however North Norfolk District Council
have instead approved an edge-of-town community store
proposed by a local landowner, which will have allotments
and a food academy33. The Greenhouse Community Project
will be run in partnership with Waitrose and aims to open in
2011 subject to legal checks34.
Proactive strategies need to be supported by good data on
local retail need. The exemplary case of East Suffolk’s
localised retail market is resultant of a proactive retail
strategy, after consultants found that there was no retailing
need for a large superstore in the area. By becoming policy
this has staved off many attempts by developers, retaining
the viability of all the areas 81 stores that have built a strong
web of interdependence.
A far-sighted planning policy teamed with the use of a
diverse range of floor spaces is extremely important in
adjusting the present planning system to better understand
and foster local economies35. Clone Town Britain (NEF,
2004) cites Lewes as retaining a diverse range of shop floor
sizes due to strict planning regulation, even causing chain
stores to pull out of the area. This has been key in
encouraging smaller, independent retailers, as larger
companies are not granted the large floor spaces they
desire.
Regeneration centred on independents or traditional markets
is another sustainable approach. A case study from
Nuneaton, Warwickshire, demonstrates how the
regeneration of their traditional market has not only improved
retail facilities within the town but has also acted to promote
local food and healthy eating. It has also attracted visitors
from outside the areas catchment, generally improving
business opportunities within the town through greatly
increasing footfall.
The proposal for a mixed use development in
Wolverhampton by AM Developments kept to traditional
streetscape rather than a segregated ‘mall’ style
development36, and ensured that a full range of unit types,
sizes and prices was available with the explicit intention of
having a full mixture of retail types including independents.37
RETAIL IMPACT ASSESSMENT
Active campaigns against supermarkets have been fought
across the West Midlands where local people have assumed
that, whatever the retail impact assessment says, the new

Mix of unit size
These case studies demonstrate
the need for a combination of
measures within local authority
planning and economic
development: proactive retail
strategies that value
independents, based on sound
evidence on local retail need
and the local multiplier; and
detailed planning policies that
limit unit sizes in appropriate
areas.
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store will have a negative impact on their independent
shops. Case studies on our changed shopping habits
indicate that these assumptions are often correct. In retail
impact assessments in the UK the developer (usually the
supermarket) chooses and pays the assessing consultant. It
is possible that this shapes the formation and content of
retail impact assessment towards the benefits of a
supermarket development.
Localise West Midlands at the request of the local Town
Centre Partnership carried out an independent retail and
community impact assessment of a proposed ‘mixed use
development’ including a large Asda in Shirley, Solihull
(which also included a critique of the developer’s
consultation process)38. Whilst the developer was
unimpressed by LWM’s findings, the local press, town centre
partnership and the Retail Enterprise Network found the
findings both sound and useful.
FOOD ACCESS MAPPING
Recently the public health sector has produced some
identification of ‘food deserts’ in the West Midlands,
especially within more deprived, suburban communities. This
followed the successful Food Access Mapping conducted by
Sandwell PCT39. The work in Sandwell revealed areas where
there was little local retail activity, and that shops offering
perishable, healthy food were regularly out competed by
larger supermarkets40 that were often more expensive for
fresh items as well as being less accessible.
Whilst Birmingham food access mapping revealed that 98%
of residents are within 20 minutes travel of their nearest local
centre by public transport/walking41, this does not necessarily
equate to access to affordable, fresh foods. The increasing
concentration of the major retailers as sources of good
quality, affordable foods, together with the demise of local
shops, have major implications for low income families, the
elderly or those with disabilities, who are often located in
areas poorly served by the retail sector. Regeneration efforts
often ignore food problems and needs of both retailers and
local communities, and allow – even encourage supermarkets to continue to undercut the prices and viability
of smaller, local shops42.
In Sandwell a scheme called Shopwell supports 43 retailers,
assisting with training and supplying the skills they need to
stock affordable and attractive fresh produce, combat ‘food
desert’ syndrome and support local retailers. Target
locations were selected using food access mapping data,
recognising the importance of the local shop in obtaining
long-term goals on health and local viability. Whilst the
scheme has suffered from short-term funding, 10 shops have
been selected to progress to the next stage in developing
their product base43.
ACCESSIBILITY MAPPING- GENERAL

Impact Assessment
It is clear that there could be
benefits in impact assessments
being commissioned by the
planning authority (with the
cost included in the planning
application) to ensure that the
assessment is independent of
both the developer and those
who might campaign against
it. In the absence of such an
approach, support or guidance
for community groups on
conducting their own retail
impact assessments could be
beneficial in contributing to a
balanced body of evidence for
the planning officer. Similar
reasoning could apply to traffic
and environmental impact
assessments, but it is the direct
retail impact implications that
concern us here.

Areas of deprivation often
experience least access to fresh
food such as vegetables, with
local shops selling unhealthy
snack foods and fruit and
vegetables where available
often of poor quality.

Mapping the
availability of
essential
services within a
walking distance
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Retail and other service accessibility mapping was carried
out in Birmingham (and other areas) in 2006. This mapped
journey times (by foot and public transport) for Birmingham
residents to destinations such as hospitals, GP, schools and
local shopping centres. The data has been used since and is
useful for strategic planning in terms of identifying where
facilities are and are not available to local people within a
short distance, as well as contributing to Core Strategy
accessibility standards. It is used to identify public transport
shortages44 and is a useful public sector tool for identifying
where interventions are needed.
ECONOMIC DEVELOPMENT
Coventry City Council has also actively encouraged the
independent retail sector, making it an essential element of
their Road Corridor Regeneration projects. Independent
retailers were offered incentives such as 50% rental and
capital grants, advice on premises searches and
improvement grants45. This was the first systematic support
scheme for independent retailers in Coventry. Initially, it was
intended to provide support for up to 100 independent
retailers on the Foleshill/ Longford Road and Stoney Stanton
Road corridors who were facing difficulties due to
competition from purpose-built shopping centres and the
national multiples46. Although the scheme is publicly funded
a return on the investment is likely in local multiplier terms,
though this has not been calculated.
Birmingham City Council, Retail Birmingham (Business
Improvement District) and Business Link WM have been
recently working in partnership to support up to 50 local
independent retail businesses through a pilot Retail
Development Programme. It offered retail-based SMEs
Financial Assistance including a grant award between
£2,500 and £10,000 towards the set-up and marketing of the
business, including installation, professional fees and rent
rates47. The programme runs until March 2011, with over 200
applications made since its launch in October 2009.
As one method of supporting town centres and high streets
above unsustainably located out-of-town developments,
Town centre shipment points are a ‘central point’
distribution model proposed by the TCPA to make delivery
into the centre easier and less disruptive. Small, pedestriancontrolled clean-technology trolleys would be used to
transfer incoming goods from a well-sited edge-of-centre
shipment point into the high street shops, avoiding the
various costs of city centre delivery problems. Some models
of urban freight consolidation centre deliver similar benefits.
According to the TCPA something similar to this was
proposed in Worcester48 a few years ago and rejected at the
time, although rising delivery costs and the impact of internet
shopping may make this more feasible now.

Economic development
Schemes to support
independent retail, whilst
beneficial are often only
needed because poor planning
and competition law has
jeopardised independent retail
survival in the first place. The
efficient solution for any local
authority must be to make sure
new retail development is of a
high standard of local return
and negative impacts are
mitigated to enable diverse
competition.

Low energy
centralised
distribution
services to
support town
centre shops
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C. SUPPORT INITIATIVES FOR LOCAL INDEPENDENT
RETAIL

The National Association of British Market Authorities
(NABMA) supports Markets 21, a policy developed in 2009
by the Retail Markets Alliance. Section 3 outlines a policy
agenda that acknowledges the role of traditional markets in
promoting local products and culture, as well as providing a
thriving hub for the local community and supporting almost
47,000 independent trader businesses49. The Nuneaton case
study in section 3B above was supported by NABMA: many
of the West Midlands Metropolitan Boroughs and county
councils are members of NABMA, indicating that such
results could be facilitated by NABMA engagement across
the region50.
The Town and Country Planning Association (TCPA)
have also produced a strong policy statement, again
outlining the benefits of rejuvenating traditional markets and
encouraging local distinctiveness through supporting the
independent retail sector51.

The National
Association of
British Market
Authorities
supports over
47,000
independent
trader
businesses.

The Association of Convenience Stores (ACS) provides a
strong campaigning voice for the protection of independent
retail, producing research to presentations to draw the
attention of Parliamentary decision makers. They also hold
events to inform and advise smaller shop owners on a wide
range of issues from business expansion to crime
prevention, encouraging innovation and creating a platform
for idea sharing and networking52.
The Retail Enterprise Network (REN) aims to ‘protect and
promote diversity in the small retail sector’, giving strategic
direction and a voice to a fragmented but key part of the
economy by working in partnership with those within the
sector.
The REN support Agora, a £2.7 million project, part-funded
by the European Social Fund's Equal programme. Agora is a
UK wide public-private partnership, led by the Manchester
Metropolitan University and the Association of Town Centre
Management, which aims to empower local communities in
predominantly deprived areas to manage their town or
district centres using sustainable social enterprise
management models. The program hopes to create
enterprises considered vital to the sustainability of those
communities, such as local food supply chains and
community services, thereby reversing economic decline and
ensuring the district centre is run for the benefit of all its local
stakeholders.
One of Agora’s eight pilot towns is Ludlow in Shropshire. It
is part-funded by their European Social Fund’s equal
programme, which shows recognition of the importance of
community-led centre management at European level

Agora:
community led
town centre
management
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Birmingham’s Shopeasy53 scheme, set up by the Chamber
of Commerce in response to the decline of local independent
food shops, addresses three aims: improving the quality of
retailing, reviving local areas and empowering retailers. The
project provides training and a ‘Symbol Group’ scheme for
small corner shops, and advice in retail management,
marketing and customer relations. It has been successful in
increasing turnover and improving profit margins in
participating shops, has helped East End Foods in growing
the local retail market and has brought benefits to local
communities through improved quality of local shopping54.
The Black Country and other Chambers of Commerce have
considered replicating this, with Regeneration West Midlands
recognising its transferability to other areas.
Moseley Community Development Trust has a website
that promotes locally produced goods and services, local
shops and a centre for home workers to meet and network.55
The development trust is also creating opportunities for the
retail of local artwork by creating the Moseley Creative
Village forum, providing a platform for artists to network, get
help on launching their products and instigate
collaborations56.

Ludlow is one of only nine
Citaslow towns and remains a
living, working market town
that serves a large natural
hinterland and still supports
five traditional butchers and
four bakers. Very few retailers
in Ludlow are part of national
chains- Ludlow is about as far
from being a ‘clone town’ as it
is possible to be.

The Shropshire Hills Sustainable Business Scheme,
supported by Shropshire Council and Natural England, has
produced a 2009 Directory of sustainable businesses. The
directory contains information on where to eat and stay, what
to buy and do and other sustainable services available in the
area. All businesses involved have pledged to support the
local economy and community involvement, as well as
mitigating their impacts upon the surrounding landscape,
designated an AONB. It is hoped that by providing people
with information upon the sustainable, local businesses in
the area informed decisions can be made on where they
spend their money.
The Pub Is the Hub is an advisory group57 making the point
that a pub, particularly in a rural community, provides far
more than a drinking outlet but also a community meeting
place, shop and even post office, as such deserving more
recognition and support. The organisation runs practical
projects to support such ‘hubs’. But with heavy involvement
of Pubco representatives the organisation perhaps does not
support the independence of these hubs as much as would
be most beneficial. One of their case studies is the George
Inn, Alstonefield, Staffordshire, and a combined pub and
village shop that also sources locally. The general thrust of
this campaign has also been supported by a recent report by
the Institute of Public Affairs58.
Rural Community Shops (formerly ViRSA), with help from
the Plunkett Foundation and Cooperative & Community
Finance, supports and promotes such community owned
village shops and recommends that government bodies at all
levels should undertake their role. In supporting local
producers the wider rural economy is supported and

The pub as the
hub of the
village
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provides essential retail access to those who do not have
access to a car, whilst providing an alternative for those who
do. (See also section A on community-owned shops).
The Plunkett Foundation website lists a directory of
community owned shops, detailing 14 across the West
Midlands region. The foundation also run a Community Shop
Networking forum, which enables communities to access
specialist advisory support on a range of issues, ask
questions, access information on funding and support
programmes and read up on news and case studies59. Most
recently the Eardisland Community Shop opened in
Herefordshire, along with the support of 6 charitable bodies
and managed voluntarily by the local Community Shop
Association. The shop aims to stock as much produce from
Herefordshire as possible, actively engaging with local
producers and suppliers60.
Whilst the resurgence of rural community shops is a positive
occurance, financial backing in the form of grants from
charitable bodies, council loans and voluntary contributions
from the local community mean that immediate replicability
of such projects unlikely. High levels of community support
are required to catalyse local donations61 and high quality
grant applications62, with community volunteers often also
required to run the shop on a day-to-day basis, although
some employ staff63. Many shops make a profit but this is
heavily subsidised by ‘in kind’ contributions of time from local
volunteers and may dwindle as initial excitement over the
reopening of an outlet begins to reduce. This is a potential
pitfall rather than an inevitable stumbling block of what is
essentially an equitable and empowering part of local service
provision.

Urban community owned shops
There may be potential to
extend support for such
projects into urban areas
where food or other retail
deserts have been identified
and there are clear public
health drivers for
interventions. Independent or
community-run retail could
also be invited into the retail
space for new housing
developments - rather than the
usual space for one of the big
four supermarkets. Whilst the
Plunkett Foundation supports
solely rural outlets, community
shops can be defined as any
small, profitable outlet that
engages volunteers. Family run
grocers on local street corners
could be seen as the urban
equivalent, and would also
benefit form-supporting
bodies.

A meeting organised by LWM for members of Planners’
Network UK and campaign organisations on the subject
of planning for retail diversity in January 2010 identified
some needs and recommendations for campaigning, policy
change, training and research, and these suggestions are
amalgamated with the recommendations in section 4 of this
report.

D. LOCAL SHOP LOYALTY CARD SCHEMES
Some areas including Leominster have had their own local
shop loyalty card scheme, usually in response to a new
supermarket. Loyalty cards tend to work as short-term
profile-raisers but can catalyse the recovery of a town centre
according to retail specialists at Surrey University64.
The Wedge Card65 is a London-wide loyalty card scheme
aiming to support independent retailers, wherein shoppers’
pay for a card in return for exclusive discounts. Wedge has
expanded across most of London over the past two years,
and now also covers parts of Bristol and Norfolk. 570
businesses have now signed up to the scheme and there are
120,000 Wedge Cardholders. Feedback from shops
indicates that people are pro-actively using their cards,

120,000 people
are now Wedge
card holders
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suggesting that local interest may be great enough to take
Wedge national if funding permits further expansion 66.
Whilst it is now largely participated in by high-end boutiques
the card was launched by John Bird, founder of the big
issues, with the purpose of encouraging local independent
businesses, improving the services needed by those less
well off and creating social cohesion and community buzz.
Complementary and alternate currencies are also in
circulation in the UK, as discussed further the Finance
section. Alternative currencies provide a platform for local
independents, much like the Wedge Card, allowing them to
cluster together for mutual benefit. For example in Totnes
over 70 businesses are included, ranging from jewellers to
printers, with research pending upon the positive implications
the currency has had.

Local shop loyalty cards
By bringing together a network
of independent retailers it makes
it possible to promote a loyalty
scheme such as Wedge, retaining
money circulating between them
as one entity. It could certainly
be argued that even by
supporting the higher-end shops
on a local shopping street, the
net impact is the protection of
the high street as a whole and
therefore a more inclusive
shopping pattern. But the
challenge will be to ensure that
the scheme builds its relations
with more deprived areas and a
variety of types of shops to
ensure that it meets its original
objectives.
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4. Recommendations for Extending
Localisation
These recommendations are and will remain work in progress. The recommendations
listed are those that emerged through our research in the previous sections, and
inevitably some important potential actions for change will have been missed. We
welcome input into refining and adding to these, and discussion on implementing them.
Please also consider recommendations in other sections of Extending Localisation,
particularly the over-arching chapter.
NATIONAL POLICY
•

Identify how best in the absence of regional strategies, the presumption and
guidance against out of town retail development, and the policies of reducing the
need to travel and of centre hierarchies, can be maintained.

•

Provide support and guidance to local authorities in developing retail strategies.

Government
CLG

•

Levy a tax on supermarket car parks in order to level the playing field with high
street shopping.

CLG

•

Set an agreed definition of net floor space for use in supermarket planning
applications (currently a grey area).

CLG

•

In competition policy, expand the concept of competition to recognise the
value of retail diversity rather than simply to adjudicate regarding market shares
among ‘big four’ retail chains. Barriers to entry for small traders and terms of
competition between big and small traders are missing dimensions. The ‘two
market ruling’ (effectively that there are two types of retail, top-up and one-stop,
which do not compete against each other) should be overturned to ensure that a
retail chain could be prevented by competition rulings from dominating both retail
types in a given area.

•

Ensure the new Groceries Code Adjudicator’s remit should cover mergers,
takeovers and predatory pricing mechanisms in order to protect retail and supply
chain diversity, as well as watch over direct relationships between supermarkets
and their suppliers and customers.

•

Investigation of high street taxes as to whether more can be done to support both
independents and ‘inclusive’ shopping environments.

•

Action on the pub tie including the Department for Business Innovation and
Skills (BIS) to investigate the problem presented by the supply tie and to refer the
tenanted pub sector to the Competition Commission.

•

In engaging with the government’s planning policy rethink, revisit alliance
proposals for an effective town centre first policy: retention of an adapted need test,
a new diversity test, a presumption against out of town development, and a ‘local
economic yield’ test, to differentiate between types of development that bring more
and less into the local economy, and a requirement on local authorities to assess
the contribution to socially inclusive patterns of development when allocating sites
in the plan.

Competition
commission

BIS

Treasury

BIS
NGOs, trade
bodies
Planning/
other
academics
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See also: research needs, monitoring and indicators.

LOCAL AND REGIONAL POLICY - SPATIAL AND OTHER
•

Identify, and identify how to protect, areas of thriving retail diversity (Sparkhill,
Ludlow)

•

Develop strong retail policies (Islington), including the employment of consultants
to identify retail need (East Suffolk) in the area and have a proactive policy
including results of needs analysis and including retail diversity as an indicator of
retail health (Work Foundation study). Include appropriate limits on retail unit floor
space (Lewes).

•

Ensuring a variety of unit floor spaces, and restrictions where appropriate, are
written into planning briefs (Lewes, Wolverhampton)

•

Examine potential for using planning conditions to support independent shops:
e.g. affordable premises for independents.

•

Work with developers in other ways to ensure independent retailers are given
opportunities in housing or mixed developments and shopping centres – for
example affordable start-up units or use of vacant units (Bullring, Created In
Birmingham shop).

•

Investigate town centre shipment points in order to facilitate town centre retail
supply chains.

•

Develop a town centre management model that is community-led and involves
a variety of sizes of business and supply chain links within and without the
community (Retail Enterprise Network Agora project).

•

Consider the potential to use markets and independent retail as a focus for
regeneration (Nuneaton) and to centre facilities and services in local centres
alongside existing thriving retail diversity areas.

•

Support for communities in knowing what measures to input into consultation on
local development frameworks etc and how to engage with planning applications
effectively.

•

Provide resources for communities to understand, challenge and carry out retail
impact assessments: courses or briefings.

•

Explore the difference between net and gross job creation to better inform
planning decisions on new retail developments and insider the potential for
supporting community-owned shops in urban areas on the Rural Community
Shops model. Maintain support for rural shops, community owned or private.

Public sector
research, NGOs,
academics

Local authority
planning,
economic
development

Local authority
transportation

Local authority
regeneration

NGOs, Big
Society actors

NGOs, trade
bodies, local
and national
government

MONITORING AND EVALUATION
•

The following require monitoring processes to be developed and maintained by
local authorities in order to provide an evidence base for decision-making:

•

Retail diversity (ownership, size, product range, SMEs) as an indicator of area
health

Local authority
planning and
economic
development
depts
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•

Local multiplier as an economic indicator

•

“Walkable” Fresh/healthy food access (WM food access mapping)

•

Other centre and service accessibility (Birmingham accessibility mapping)

Transportation,
planning

ECONOMIC DEVELOPMENT
•

Explicit local/regional economic development support for good practice in
independent retail (Ludlow, Sandwell).

•

Consider developing cooperative social enterprises to act as local wholesalers to
bring together local shops and suppliers.

•

Adopt strategies for the sharing of risk/for buyer commitments – equivalent of
Community Supported Agriculture commitments by independent retailers to buy
from a wholesaler –collaboration for delivery and even shop set-up is required.

•

Activities to combine village/urban desert services around a pub, post office etc
for mutual support (‘Pub is the Hub’) where this is the only way for such services to
survive.

•

Work with Wedge to spread the independent loyalty card scheme across West
Midlands

•

Maintain or initiate support for wholesaler businesses in developing an adequate
Internet presence for supplying into public and corporate procurement.

Trade bodies,
business
support,
social
entrepreneurs,
economic
development,
town centre
partnerships,
parish councils

AWARENESS RAISING
•

•
•

More quality materials (NEF’s Clone and Ghost Town Britain reports) to generate
public debate and understanding of issues such as the quality and importance of
independents to retail health (Work Foundation study), the local multiplier, and the
‘use it or lose it factor’.

NGOs,
trade
bodies

Investigate a Cittaslow model for cities.
Communication of food access thinking in order to permeate planning, urban
design, economic development.

POTENTIAL RESEARCH TOPICS
•

Examine the conditions for successful urban and rural retail areas to identify
actions needed to replicate; record the local multiplier, health, social inclusion and
transport impact benefits (Ludlow, Sparkhill)

•

Examine the impact and usability of smaller localised services, rather than larger
centralised services, such as swimming pools, community facilities etc – and use
the results to influence policy.

•

Job impacts; real net change in retail Full-Time Equivalents before and after
opening of major stores

Academics,
NGOs
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•

Retail impacts post store opening. Specifically case studies of retail impacts of
edge of centre market town retail developments. Market towns often have the most
to lose from badly handled competition scenarios and also have the most
vociferous communities, and make useful case studies.

•
•

Price comparisons between independents and supermarkets
Potential ideas around availability of data nationally on supermarket and other
retail applications and decisions; land ownership data; and applicant identity in the
light of new fascia test.

•

Analysis of ‘anchor’ role and other impacts of edge of town centre locations.

•

Analysis of supply chain elements to support economic diversity, including
whether and how loss of supply chain elements can be reversed. Stirling University
report out soon on economic diversity, commissioned by the Association of
Convenience Stores).

•

Overall production/distribution/consumption as a whole, supply chains, and how
small enterprises fit into these.

•

Explore the definition of competition within retail policy – we think it needs to be
expanded, not just market shares among big 4. Barriers to entry for small traders
and terms of competition between big and small traders are missing dimensions.
(Note free parking at big stores as a 'distortion of competition')

•

Definition (or lack of) of net floor space and how this can be used/abused within
the system.

•

Internet-based and other "special forms of trading" (home delivery, box schemes
and sometimes markets) – impacts of these and relationships with ‘traditional’
retail.

Academics,
NGOs,
thinktanks,
governmental
departments

SKILLS FOR PLANNERS
The following should be incorporated into planning training and qualifications:
•

Specialism in retail for planners - CPD issues for planners and planning schools.

•

Understanding the relevance and importance of the dynamics of the locality in
order to inform planning

•

Understanding of the importance of and mechanisms for involving citizens in
determination of the future development of their area, including the LDF process,
and reaffirming the purposes of planning in terms of sustainable, inclusive
development.

National
Retail
Planning
Forum; TCPA,
planning
schools, CPD
managers
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