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VOLUME 2: BEVERLEY SHOPPING SURVEY (NEMS MARKET RESEARCH)

1. INTRODUCTION

1.1
England & Lyle have been commissioned by East Riding of Yorkshire Council to carry out a retail study of Beverley. The study focuses on the impact of the opening of the new Tesco superstore in Beverley on the retail role and health of Beverley town centre – to assess the positive and any negative effects on the vitality and viability of the town centre. 

1.2
The study draws on the findings of the Beverley Retail Study which England & Lyle carried out for the Council in March 2001, the East Riding Retail Overview undertaken for the Council by England & Lyle in September 2001, and on studies prepared for the Council and for Tesco prior to the planning approval for the new store. 

1.3
The main elements of the study are:

(1) An update of the survey of Beverley town centre carried out in November 2000

(2) A review of the vitality and viability of the town centre by updating the health check appraisal carried out in the Beverley Retail Study. 

(3) A telephone household survey in the Beverley area and an analysis of shopping patterns based on the household survey. 

(4) An assessment of the impact of the opening of the new Tesco store on other foodstores in Beverley and elsewhere.

1.4
This study report is in two volumes. Volume 1 is the main study report containing the findings and conclusions. Volume 2 contains the full results of the household survey carried out for England & Lyle by NEMS Market Research in May 2003. It is entitled Beverley Shopping Survey for England & Lyle. The household survey is based on a total of 350 telephone interviews and it is a statistically reliable sample.

1.5
The Tesco store in Beverley was granted planning permission in September 1999 and it opened in July 2002. The store is located at the junction of New Walkergate and Morton Lane, on the edge of Beverley town centre. The store has a gross floorspace of 5,100 sq. metres (54,900 sq. feet) and a net floorspace of 3,020 sq. metres (32,510 sq. feet). There are 478 car parking spaces.

1.6
The study is based on sound information about Beverley town centre which can be compared directly with previous information relating to the town centre before the opening of the Tesco store. A comprehensive survey of all retail and commercial properties in Beverley town centre was undertaken in May 2003. At the same time the 2001 health check information was updated. The telephone household survey enables shopping patterns to be analysed before and after the store opened. 

1.7
The results of the study should be of considerable value to the Council in assessing the quality of shopping provision in Beverley and the need for any further shopping development in the town. 

2. REVIEW OF EXISTING SHOPPING PROVISION IN BEVERLEY

2.1
An update has been made of the survey of Beverley town centre carried out in November 2000, in the form of a comprehensive listing of all retail and commercial properties in the defined town centre area showing address, name of occupier, type of use, the physical appearance of the property and floorspace. The full survey details are included in Appendix 1. An analysis has been made of the changes that have taken place from the original survey.

2.2
The primary shopping area of Beverley is located between the Saturday Market and Wednesday Market. The primary shopping area is concentrated on Toll Gavel and Butcher Row, and it is here that the majority of the multiples are located.

2.3
The town centre has a linear form, with the majority of the retail units located in the central core. Towards the extremities of the centre service uses and vacant properties become more common. Table 1 below shows a breakdown of the number of shops and commercial properties in the town centre and the changes from the survey in 2000. 

2.4
Outside the town centre there are three large foodstores – Safeway on Norwood and Morrisons on Victoria Road, both in out-of-centre locations, and the new edge-of-centre Tesco superstore  at New Walkergate. 

2.5
Adjacent to Morrisons there is a group of three retail warehouse units - comprising Halfords, Poundstretcher and Scottish Power. There is also a Focus DIY store in the industrial area to the east of Beverley at Grove Hill. 

Analysis of Shopping Provision

2.6
Convenience shop units within the town centre represent only 6% of the total commercial units. The Great Britain average for shopping centres is 10%. This low figure may be partly explained by the amount of convenience shopping outside the centre – Safeway, Morrisons and Tesco. There are two supermarkets in the town centre – Safeway on Butcher Row and Kwik Save in the Market Place. The remainder of the convenience shopping within the centre is provided by bakers, butchers, other food shops, newsagents, confectioners, off licences, etc. 

2.7
Comparison goods shops represent 49% of all commercial properties in the town centre, compared with the national average of 50%. The largest categories of comparison goods shops are other non-food goods (a mix of toys, sports goods, jewellers, chemists, gift shops, etc), followed by clothes and footwear shops and furniture/household goods. There are relatively few shops selling electrical goods and hardware.  

2.8
Service uses represent 41% of all commercial properties in the town centre, well above the national average of 28%. Beverley is an important service centre in terms of banks, building societies, professional offices, etc and it also has a good representation of cafes, restaurants and pubs, and numerous estate agents, travel agents, hairdressers, etc. 

2.9
There are only 12 vacant units in the town centre, representing a vacancy rate of just 4% of all commercial properties. The national average currently stands at about 12%. 

Table 1: Shopping Provision in Beverley Town Centre (Number of Properties)

	
	Nov 2000
	May 2003

	CONVENIENCE GOODS SHOPS
	
	

	Supermarkets/grocers
	4
	4

	Other Food Shops
	14
	11

	Confectioners/Newsagents
	5
	5

	Off Licences
	   1
	   1

	Total
	23
	21

	
	
	

	COMPARISON GOODS SHOPS
	
	

	Clothes/Footwear
	61
	56

	Electrical Goods
	2
	10

	DIY and Hardware
	2
	7

	Furniture/Carpets/Household
	22
	32

	Other Non-Food Goods
	  71
	  58

	Total
	162
	163

	
	
	

	Total Retail Units
	186
	184

	
	
	

	Vacant Properties
	17
	12

	
	
	

	Service Uses
	129
	135

	
	
	

	Total Commercial Properties
	331
	331


Analysis of Changes in Shopping Provision

2.10
The total number of commercial properties in Beverley town centre has remained unchanged since 2000, and the total number of retail units has decreased by only one. There is a net reduction of two convenience goods shops and a net increase of one shop selling comparison goods. Within the comparison goods sector the number of electrical goods and hardware shops has increased significantly. This may be due to some extent to the way the 2000 survey data was coded, but it reflects a real increase in the number of shops selling mobile phones, computers, photographic services, etc. The number of vacant properties has fallen from 17 to 12, a significant drop in a short period. Service uses have increased, particularly in terms of cafes and takeaway food outlets.

2.11
Table 2 shows a detailed breakdown of the changes between different types of retail and commercial uses between 2000 and 2003.

Table 1: Changes in Shopping Provision in Beverley Town Centre (Nov 2000–May 2003)

	To
	Convenience
	Comparison
	Service
	Vacant
	Total

	From
	
	
	
	
	

	Convenience
	1
	2
	-
	-
	3

	Comparison
	-
	18
	7
	4
	29

	Service
	-
	5
	2
	1
	8

	Vacant
	-
	5
	5
	-
	10

	Total
	1
	30
	14
	5
	50

	Net Change
	-2
	+1
	+6
	-5
	0


2.12
There has been very little change in convenience shopping provision in the last 2-3 years. Two convenience goods shops have changed to comparison goods shopping, and the former Fletchers bakers in Saturday Market has become the Marks and Spencer Simply Food store.

2.13
There have been a relatively large number of changes between comparison goods shops and a few changes from comparison goods to service units (cafes and beauty salons) and vacant units. The largest net increase has been in service uses but some service uses have changed to comparison goods shops. The largest net reduction has been in vacant units. Several vacant units have become occupied by comparison goods shops and service uses. 

Longer Term Trends in Shopping Provision

2.14
The results of the recent shopping surveys in Beverley can be compared against the findings of an older survey carried out in February 1996 by the former Beverley Borough Council. The results of all three surveys are shown in Table 3 overleaf.

2.15
There has been a gradual decline in the number of convenience goods shops. In 1996 they represented 9% of all commercial properties (now 6%). At the same time the number of comparison goods shops has increased. But these trends have slowed down since 2000. The number of vacant units has fallen dramatically since 1996. The vacancy rate has fallen by half from 7% to less than 4%. There has been a steady growth in service outlets over this period and that trend seems to be continuing.   

Table 3: Changes in Shopping Provision in Beverley Town Centre since 1996

	
	1996
	Nov 2000


	May 2003

	Convenience Goods Shops
	28
	23
	21

	Comparison Goods Shops
	148
	162
	163

	Total Retail Units
	176
	185
	184

	
	
	
	

	Vacant Properties
	22
	17
	12

	
	
	
	

	Service Uses
	114
	129
	135

	
	
	
	

	Total Retail and Commercial Properties
	312
	331
	331


Impact of the Opening of Tesco on Changes in Shopping Provision

2.16
The new Tesco store has opened at a time of overall improvement in the health of the town centre. There is no evidence ‘on the ground’ that Tesco has had a negative effect in its first year of trading. On the contrary, it appears to have made a positive contribution to the health of the town centre. No closures of convenience goods shops are directly attributable to the opening of Tesco. There has been a steady decline in the number of convenience goods shops since 1996, particularly in the smaller specialist food outlets. This is a general and widespread retail trend which is the result of changes in shopping behaviour and the popularity of supermarkets for food shopping. 

2.17
Of the ten formerly vacant units which are now occupied, four are in Butcher Row and Wednesday Market, reflecting a general upturn in the eastern end of the town centre. However, it is significant that three of the units are in Sow Hill Road, Dyer Lane and Walkergate where it is likely that pedestrian flows will have increased since the opening of Tesco. There are now no vacant units in Sow Hill Road, Dyer Lane and Walkergate, and there continue to be no vacant units in Saturday Market. The overall health of that part of the town centre closest to Tesco appears to have remained strong and even to have improved since the opening of the store.   

2.18
Further evidence on the effect of the new Tesco store is available from the town centre health check and from the analysis of the household survey results in the following sections. 

3. QUALITATIVE ASSESSMENT OF BEVERLEY TOWN CENTRE

3.1
We have reviewed the vitality and viability of Beverley town centre by updating the health check appraisals carried out in the Beverley Retail Study and in the East Riding Retail Overview. The review shows how the health of the town centre has changed in the last 2-3 years. We have also updated the SWOT analysis in the Retail Overview.

Health Check Appraisal

3.2
The approach used in the qualitative assessment is the same as that used in the previous studies. It is a health check as recommended in PPG6 (Figure 1) and in the URBED report on Vital and Viable Town Centres. The appraisal was made on the basis of key indicators and overall conclusions drawn about the vitality and viability of the centre. We have adopted an appraisal framework which combines the PPG6 health check indicators with the URBED ‘factors’ of vitality and viability. Each Indicator is sub-divided into a number of Factors which are given a score from 1 to 5 according to our assessment of their rating on a 5 point scale (1 =very poor; 2 = poor; 3 = fair; 4 = good; 5 = very good). The appraisal includes a total of 42 factors but not all of these apply to every centre. An average score is produced for all the factors present and this gives an overall index of the health of the centre. 

3.3
Information for input to the appraisal sheet is mostly from our survey of the use of properties in the town centre and their physical appearance. Other information comes from observation of the town centre generally and from the household interview survey. The appraisal framework allows comparison with other similar towns and it can be repeated at intervals to monitor changes in the health of the centre. The approach is qualitative and relies on judgement, but it is applied systematically. Not all the factors in the appraisal are applicable to Beverley, but the average score is based just on those factors that are relevant.

3.4
The appraisal sheet is included in Appendix 2. This Section comments on the various indicators in the health check. 

3.5
Beverley has a good diversity of uses. The number and range of shops, financial and professional services, business and office premises, cafes and restaurants, pubs and clubs, and cultural attractions are all rated as good, and the availability of sports and leisure facilities are rated as fair. The town centre offers residents and visitors a range of attractions, not least the pleasant shopping environment backed up by a good range of shops. 
3.6
Retailer representation is good. The number of multiple retailers has almost doubled in recent years and the representation of multiples is now at very good level. The survey recorded a total of 38 multiples, which is a significant increase on the figure of 21 multiples in Hillier Parker’s national classification of centres in 1995. The representation of clothes and footwear shops is particularly good. There is also a large number of service uses, particularly fish and chip shops, cafes and restaurants, pubs, banks and building societies. There is a good variety of specialist and independent shops. 

3.7
The availability of food shopping is rated as very good. This is an increased rating from the November 2000 survey and it reflects the opening of Tesco and the new Marks and Spencer Simply Food store in Saturday Market. Shoppers in Beverley are now extremely well served by food shopping in the town. The markets which are held on a Wednesday and Saturday are rated as good. Both are successful in generating further pedestrian traffic in the town centre. There is plenty of evidence of recent investment by retailers throughout the centre and retailer demand  remains quite high. 

3.8
The vacancy rate of 4% of all commercial properties is very good, as is the amount of floorspace in vacant properties and the effect of vacancies on the appearance of the town centre. The vacancy rate has improved since the 2000 survey but we had already rated the vacancy factors as very good. Information on rental values in Beverley is not available. The level of shopping centre yield remains good reflecting the attraction of the town centre to investors. 

3.9
The volume of pedestrian flow in the town centre, especially in the primary shopping area, is very good. At the time of our survey, and on other recent visits to the town centre, the town has been busy, particularly on market days. 

3.10
Accessibility factors in Beverley are variable. The pedestrianisation of Butcher Row and Toll Gavel has provided a pleasant shopping environment with no conflict between pedestrian and vehicular traffic. Public transport is rated as good. The bus station at Sow Hill Road is convenient for shoppers and there appears to be a good range of bus services. Ease of movement for pedestrians, cyclists and the less mobile is also good because of the pedestrianised nature of the primary shopping areas. However we failed to rate it as very good because of the large number of traffic movements at the Saturday Market. The general pedestrian environment is good, especially in Toll Gavel and Butcher Row, but elsewhere improvements could be made. Accessing the town centre by car can be difficult because of traffic congestion. The traffic circulation system is generally fair, but problems are exaggerated on market days when car parking spaces are lost. The availability of car parking was only rated as fair in the 2000 survey but we now rate it as good because of the availability of the new Tesco car park as a free car park for shoppers for up to 3 hours. 

3.11
In the household survey 9% of respondents mentioned that they liked the ease of parking in the town but 25% of respondents thought that it was difficult to park. 23% said that Beverley needs more/better car parking facilities. There are no significant difference between respondents in terms of their sex, age or social class.

3.12
The household survey highlights that 71% of the people surveyed were either very or quite satisfied with shopping in Beverley compared with only 5% who were dissatisfied. The main likes about Beverley are its convenience for residents, thed pleasant shopping environment, the good variety of stores and the compact nature of the centre. The main dislikes about Beverley are the difficulty in car parking and a limited variety of shops. However 34% of respondents said that there was nothing that they disliked about the town centre. When asked what improvements that they would like to see in the town centre to make it more attractive for shopping, the most popular response was more/better car parking facilities, and more shops. Younger people in particular want to have more shops. However 37% of people said that no changes or improvements were required (or none was mentioned). For these reasons Beverley has been graded as good in the health check appraisal for both satisfaction with the centre and the need for further improvements. 

3.13
It is known from previous studies and from the household survey that there is a relatively large leakage of trade from the Beverley area (particularly comparison goods leakage to Hull). We previously rated this factor as fair in the appraisal but the latest household survey shows that the new Tesco store has reduced the leakage of food shopping into Hull and that Beverley is well used for most types of non-food shopping. It is to be expected that most shoppers will travel to Hull for major purchases and on balance we rate the leakage as good rather than fair.

3.14
On safety and security we regard all the factors as good – the feeling of security, the perception of safety outside shopping hours and the availability of CCTV.

3.15
To assess environmental quality, as part of our survey of the town centre we noted the physical appearance of all commercial properties, again using a 5-point scale from 1 for very poor to 5 for very good. The overall score obtained is 3.9, which is good. Most properties were rated as good and some are very good. Very few properties were rated as poor and the number rated as good was much greater than the number rated as fair. We have rated overall cleanliness, quality of open spaces and landscaping, the quality of buildings, and the availability and condition of toilets as good.

Vitality and Viability of the Town Centre

3.16
The overall score obtained on the town centre appraisal is 4.1 which represents a relatively high index of vitality and viability. Experience shows that the vitality and viability index will tend to range from about 2.5 for a centre that is performing badly with a low level of vitality and viability to 4.0 or more for a centre which is performing well with a high level of vitality and viability. 

3.17
Beverley benefits from a very good range of both food shopping and comparison shopping and a high level of recent retail investment. It has a very low vacancy rate, a high volume of pedestrian flow, a high level of accessibility and high environmental quality. Beverley performs very well compared to other centres in the East Riding. The overall score of 4.1 is the highest we have recorded among centres in the East Riding. 

SWOT Analysis 

3.18
Our appraisal of the strengths, weaknesses, opportunities and threats in Beverley is as follows:

	STRENGTHS

· The large number of multiple retailers

· The availability of food shopping, which has been enhanced by the opening of the Tesco superstore and the Marks & Spencer Simply Food store.

· The general shopping environment, particularly the pedestrianised area of the main shopping centre. 

· The low vacancy rate of only 4%.

· A decrease in the number of charity shops in the last 2-3 years.

· Evidence of recent investment by retailers.

· The new Tesco store has increased linked shopping trips into the town centre.

· There are a large number of visitors to the town throughout the year.


	WEAKNESSES

· The town centre lacks an enclosed indoor shopping attraction

· There are very few sports and leisure facilities within the town centre area.

· Ease of movement by car is not good. 

· Lack of parking within the town centre is highlighted as one of the main dislikes by residents.

· The range of comparison goods shopping facilities is limited.

· There are no large department stores.

	OPPORTUNITIES

· The town centre may benefit from further pedestrianisation of the Saturday Market. The area is currently used as a car park which has resulted in significant pedestrian/ vehicular conflict.

· The need for additional bulky goods shopping will have to be met outside the town centre.
	THREATS

· The town centre does not have land available to meet the need for additional comparison goods shopping, leading to a leakage of trade to Hull.

· Over emphasis on the commercial role of the town may result in a reduction of its attraction as a tourist destination. 


Changes in the Vitality and Viability of the Town Centre

3.19
Comparing the findings of the town centre surveys and health check appraisals in Beverley in November 2000 and May 2003 a number of changes can be highlighted:

(1) The overall vitality and viability index for the town centre has increased from 4.0 to 4.1. This is a significant increase in a short space of time and it reflects to a large extent the influence of the new Tesco store on the health of the town centre. The Tesco store has improved the availability of food shopping in Beverley, it has improved car parking provision in the town for shoppers, and it has reduced the leakage of trade out of Beverley for food shopping.

(2) The attraction of Beverley as a place to shop has increased, especially for food shopping. Tesco appears to have provided the opportunity for linked trips to the town centre.

(3) The presence of Tesco has not deterred new investment in the town centre, for example the new Marks & Spencer Simply Food store.

(4) The overall vacancy rate in the town centre has decreased in the last 2-3 years. This is mostly due to general retail trends but it can be attributed partly to the effect of the opening of Tesco on the vitality of those parts of the town centre nearest to the store and the benefits of linked trips between Tesco and the town centre.

(5) Beverley continues to be a busy town centre with a high level of pedestrian flow. There is no evidence that Tesco has made the town centre less attractive to shoppers.

(6) The Tesco car park is an asset to the attraction of the town for shoppers. It provides a convenient free car park within easy walking distance of the town centre. 

(7) Overall shopper satisfaction with the town centre remains high. The Tesco store has helped to stem the leakage of spending to stores in Hull. 

(8) There appears to have been a slight increase in the overall physical appearance of properties in the town centre in the last 2-3 years. This may be due in part to the influence of Tesco on the general health of the town centre.

4. SHOPPING PATTERNS

4.1
As part of this study England & Lyle commissioned NEMS Market Research to conduct a telephone household survey in the Beverley area. The survey is comparable with the home interview survey carried out in the Beverley study area in November 2000, and it was conducted in the same geographical area, subdivided into four subareas. The household survey was based on a random sample of 350 interviews. The detailed survey results are contained in a separate volume. 

4.3
This section analyses shopping patterns based on the household survey. It shows where residents do their main food shopping and top-up shopping and where they shop for a range of non-food goods. It analyses residents’ views on Beverley town centre and the need for any improvements. Residents who shop at Tesco were asked where they shopped before Tesco opened, the nature of their shopping trips to Tesco, their opinions of the store and whether they make linked trips to the town centre. 

4.4
The survey area is the same as that used in the Beverley Retail Study March 2001. The survey area was divided into four subareas for the purpose of the household interview survey to achieve a balanced distribution of households throughout the study area. They comprise Beverley and the surrounding area, Elloughton/Brough, the Leven area, and the Wolds subarea (Newbald, North Cave and South Cave). 

Food Shopping

4.5
The survey asked a series of questions in order to establish patterns of shopping for food and household groceries.  Questions were asked about which shops people use for their main food shopping and top-up food shopping.  Table 4 shows which stores were used for most main food shopping and which other stores are also used for main food shopping.

Table 4:  Main Food Shopping Destinations (per cent)

	
	Mostly Used

%
	Also Used

%

	Morrisons, Victoria Road, Beverley
	31
	10

	Tesco, New Walkergate, Beverley
	14
	4

	Sainsbury, Priory Way, Hessle
	7
	3

	Asda, Kingswood, Hull
	7
	4

	Safeway, Willerby Park
	7
	5

	Safeway, Norwood, Beverley
	6
	6

	Safeway, Butcher Row, Beverley
	5
	3

	Tesco, Beverley Road, Hull
	5
	6


4.6
Morrisons in Beverley is the store most used for main food shopping. Even for those who shop elsewhere for most of their food shopping, Morrisons is their second choice. The new Tesco store is used by 14% of respondents as their first choice and by a further 4% of shoppers as their second choice. Tesco has quickly become established as a destination for main food shopping. 

4.7
Table 5 shows how the pattern of main food shopping has changed since the household survey in 2000.

Table 5:  Changes in Main Food Shopping (per cent)

	
	2000

%
	2003

%

	Morrisons, Victoria Road, Beverley
	29
	31

	Tesco, New Walkergate, Beverley
	-
	14

	Sainsbury, Priory Way, Hessle
	11
	7

	Asda, Kingswood, Hull
	3
	7

	Safeway, Willerby Park
	5
	7

	Safeway, Norwood, Beverley
	3
	6

	Asda, Bilton
	10
	3

	Safeway, Brough
	7
	3


4.8
Despite the opening of Tesco, Morrisons appears to have increased its market share, as has Asda at Kingswood, Safeway at Willerby and Safeway at Norwood. The stores which appear to have lost market share are Sainsbury at Priory Way, Hessle, Asda at Bilton, and Safeway in Brough. 

4.9
Those respondents who shop at Tesco now were asked where they did their main food shopping before Tesco opened.

 Table 6:  Main Food Shopping before Tesco opened (per cent)

	
	%

	Morrisons, Victoria Road, Beverley
	38

	Safeway, Butcher Row, Beverley
	13

	Safeway, Norwood, Beverley
	13

	Tesco, Beverley Road , Hull
	10

	Asda, Kingswood, Hull
	5


4.10
Clearly Morrisons is the store which has lost the most trade to Tesco, followed by the Safeway supermarkets in Beverley, and to a lesser extent the nearby Tesco and Asda superstores in Hull. 

4.11
These findings do not seem to be fully consistent with the results in Table 5 but the data can be interpreted as follows:

(1) Morrisons’ market share has increased significantly between 2000 and 2003. It has lost the most trade to Tesco, but it has still retained its leading market share.

(2) Safeway in Butcher Row was not used significantly for main food shopping in 2000 but it is used to a limited extent now for main food shopping. The diversion of trade from this store to Tesco is probably mostly in top-up shopping.

(3) Safeway in Norwood appears to have increased its market share between 2000 and 2003 but has lost some of this gain since the opening of Tesco.

(4) Tesco in Beverley Road, Hull is not used to a great extent by Beverley residents for main food shopping but the new Tesco has resulted in transfer of trade from the Hull store.

(5) Asda in Kingswood has lost some of its market share for Beverley residents since 2000 and this is partly due to the opening of Tesco in Beverley.

4.12
The geographical pattern of main food shopping shows that shoppers at Tesco are drawn predominantly from the Beverley subarea. Of those that use Tesco as their first choice store, 88% come from the Beverley subarea and of those that use Tesco as their second choice store, 73% come from the Beverley subarea 

4.13
The pattern of top-up food shopping is much more localised and needs to be presented by subarea.

Table 7:  Top-up Food Shopping Destinations (per cent)
	
	Beverley
	Elloughton/

Brough


	Leven
	Wolds
	Total

	Safeway, Brough
	-
	13
	-
	20
	5

	Safeway, Butcher Row
	8
	-
	-
	-
	4

	Tesco, Beverley
	6
	-
	2
	-
	4

	Morrisons, Beverley
	5
	-
	6
	-
	3

	Don’t do top-up shopping
	55
	42
	57
	43
	52


[Note: The columns add to 100% but we have excluded a wide variety of other shops that are used for top-up food shopping.]

4.14
Many people do not do top-up food shopping but, looking at top-up food shopping patterns within the four subareas, residents of Beverley make some use of the new Tesco store as well as other supermarkets. Shoppers in the other subareas tend to use local/corner shops but also Safeway in Brough. Top-up food shopping is done mostly 2 or 3 times a week (36%) or once a week (34%).

4.15
The survey asked how people divide up their spending between main food shopping and top-up food shopping. An analysis of the results as a weighted average shows that 77% of food shopping expenditure is spent on main food shopping.

Non-Food Shopping

4.16
Questions were asked about the shopping centre or town that residents mainly go to in order to purchase their non-food shopping.  Five categories of goods were specified, corresponding to the definitions of bulky and other comparison goods. The results are shown below.

Table 8:  Centres mostly used for Non-Food Shopping (per cent)

	
	BULKY GOODS
	OTHER  GOODS

	
	Furniture/

Carpets

%
	Electrical Goods

%
	DIY and Hardware

%
	Clothes/

Footwear

%
	Other 

Goods

%

	Beverley
	13
	23
	30
	23
	33

	Hull
	58
	59
	55
	59
	44

	York
	3
	2
	1
	9
	1


4.17
The table shows that Hull is the centre used by the majority of respondents for all types of comparison goods. Beverley is also well used for most types of comparison goods except for furniture and carpets.  

4.18
Compared with the survey in 2000, Beverley’s market share for comparison goods shopping appears to have declined slightly, especially in terms of clothes and footwear and other comparison goods. The proportion of shoppers going to Hull for these goods has increased. 

Satisfaction with Beverley

4.19
The household survey asked a series of questions about peoples’ opinions of Beverley town centre. 

Table 9: Satisfaction with Shopping in Beverley

	
	%

	Very Satisfied
	23

	Quite Satisfied
	48

	Neither Satisfied nor Dissatisfied 
	11

	Quite Dissatisfied
	4

	Very Dissatisfied
	-

	Don’t shop there/don’t know
	14


4.20
The vast majority of the residents of the study area (71%) are satisfied with Beverley as a place to shop. Very few people said they were dissatisfied with the town. Compared to the 2000 survey, the level of satisfaction is about the same and the level of dissatisfaction has decreased.

4.21
The survey asked people what they most like and dislike about shopping in Beverley.  The responses are as follows.

Table 10: Likes and Dislikes about Shopping in Beverley

	
	%

	LIKES
	

	Convenient/close to home
	28

	Good shopping environment
	20

	Good variety of stores
	13

	Compact centre
	10

	Ease of parking
	9

	Market
	8

	Atmosphere of the town
	7


	DISLIKES
	

	Dislike Nothing
	34

	Difficult to park
	25

	Limited variety of shops
	17

	Traffic problems/congestion
	5


4.22
Beverley is seen as a convenient centre with a good shopping environment and a good variety of shops, in a compact centre. Ease of parking, the market and the atmosphere of the town are also highlighted. Parking in Beverley is also highlighted as the main dislike of shoppers in the town. However, it should be noted that 34% of the respondents did not have any dislikes about Beverley town centre. 

4.23
The survey then asked the residents what they considered the most important changes and improvements that they would like to see in Beverley town centre, to make it attractive for shopping.  

Table 11: Most Important Changes and Improvements needed in Beverley

	
	%

	Nothing/none mentioned
	37

	More/better car parking facilities
	23

	More shops
	21

	Department store
	4


4.24
There is a high level of response that no major changes or improvements are needed. The main opinions are in relation to car parking and shopping provision. The highest support for better car parking comes from the 35-54 age group (30%) in contrast to the 18-34 age group (12%). The highest support for more/better shops comes from the 18-34 age group (37%) in contrast to the 55 and over age group (14%).

Tesco Shoppers

4.25
A series of questions was asked just of those people who said they shop at the new Tesco store.  

Table 12: Mode of Travel

	
	Trips to Tesco

%
	Trips from Tesco

%

	Car/van (driver or passenger)
	79
	78

	Bus
	3
	5

	Walk
	18
	17


4.26
The vast majority of Tesco shoppers visit the store by car but a high percentage walk there, some returning by bus. 

Table 13: Travel Time

	
	%

	Less than 5 minutes
	41

	6-10 minutes
	25

	11-15 minutes
	16

	15-20 minutes
	11

	21-30 minutes
	5

	More than 30 minutes
	2


4.27
Most Tesco shoppers live within a short travel time of the store. 66% travel up to 10 minutes and 82% travel up to 15 minutes. This is a typical pattern for a large foodstore.

Table 14: Why Shoppers go to Tesco

	
	%

	Convenient to home
	57

	Wider choice
	33

	Competitive prices
	22

	Like it/always use it
	13

	Easy/free car parking
	13


4.28
The location of Tesco seems to be the most important reason why people shop there but many people also like the goods on offer. Car parking is a factor but perhaps not such an important factor as might have been expected.

Table 15: Quality of Shopping

	
	%

	Very good
	48

	Good
	46

	Fair 
	5

	
	

	Reasons given:
	%

	Large variety of goods
	38

	High quality of goods
	21

	Good prices
	8


4.29
The quality of shopping at Tesco is rated highly. 94% of shoppers using Tesco thought the quality of shopping there is good or very good. No-one rated the quality as poor. The variety and quality of goods were highlighted. 

Table 16: Frequency of Shopping

	
	%

	More than once a week
	22

	Once a week
	59

	Less frequently
	19


4.30
Most shoppers visit Tesco once a week and some more frequently. This is consistent with the use of the store for top-up shopping as well as main food shopping.

Table 17: Linked Trips

	
	%

	Personal business
	30

	Local market
	24

	Restaurants/pubs/social activities
	22

	Non-food shopping
	21

	Other food shopping 
	19

	Don’t do linked trips
	35


4.31
The survey shows that 65% of Tesco shoppers make linked trips to the town centre. The main purpose is for personal business (bank, building society, post office, doctor, etc), to visit the market and for social reasons. A significant number of people make linked trips to the town centre for other types of shopping (food and non-food).

Table 18: Non-Food Goods bought on Linked Trips

	
	%

	Clothes and footwear
	52

	Other goods (CDs, toys, etc)
	41

	Household goods
	35

	Electrical goods
	22


4.32
A wide range of non-food goods are bought on linked trips to the town centre, but particularly clothes and footwear and other general comparison goods.

4.33
The profile of those shoppers who mostly do their main food shopping at Tesco can be compared with the profile of the sample in the survey as a whole.

Table 19: Shopper Profile

	
	Tesco shoppers

%
	Survey total

%

	Age groups:
	
	

	18-34
	22
	14

	35-54
	48
	43

	55+
	30
	42

	Social Class ABC1
	45
	39

	Car in household
	90
	87


4.34
Those shopping at Tesco in Beverley tend to be younger overall, and in a higher social class and more mobile than shoppers as a whole.

Internet Shopping

4.35
The household survey asked if residents of the study area use the Internet for shopping. The results show that 22% of all households in the total study area use the Internet and 78% don’t. The goods bought on the Internet are as follows:

Table 20: Goods bought on the Internet

	
	%

	CDs, Books, etc.
	59

	Electrical goods
	30

	Clothes and Footwear
	26

	Food
	21

	Other
	6


5. QUANTITATIVE ASSESSMENT OF THE OPENING OF THE TESCO STORE

5.1
In this section an assessment is made of the impact of the new Tesco store on other foodstores in Beverley and elsewhere, and the effect of the store on the overall vitality and viability of the town centre. 

The Beverley Catchment Area

5.2
In the East Riding Retail Overview, September 2001, the Beverley primary catchment is estimated to have a population in 2001 of 51,390. In this study we have defined the study area, corresponding with the likely catchment area of the Tesco store, to also include the Elloughton/Brough catchment area. The 2001 population of the combined catchment area is 66,810.  

5.3
The total convenience goods expenditure in the catchment area in 2003 is estimated to be £90.43m (in 1996 prices to be consistent with the earlier studies). 

Expenditure Analysis

5.4
In Appendix 3 we set out an analysis of the pattern of expenditure on convenience goods in the catchment area based on the household survey. Expenditure is divided into main food shopping and top-up food shopping on the ratio 77%/23%. The market shares of spending in different stores derived from the household survey are applied to the main and top-up food spending to give estimates of the turnover of each store based on its market share. The final column of Appendix 3 is the estimated turnover of each store drawn from the catchment. 

5.5
The turnover estimates include several stores outside the catchment in Hull and elsewhere. The figures do not represent the total turnovers of these stores – just the turnover drawn from the Beverley catchment. However, the turnovers of stores in Beverley should be fairly accurate, subject to the usual margin of error associated with any sample survey. It should be noted that the estimated turnover of the Tesco store is £11.26m (in 1996 prices) which would suggest a turnover ratio of only £3,728 per sq. metres net. But this is the turnover in convenience goods only. The store also sells comparison (non-food) goods which will be additional turnover.

Assessing the Impact of the new Tesco store

5.6
The household survey includes a question on where people did their food shopping before the new Tesco store opened in Beverley in 2002.  It is possible to assess the impact of the opening of the new store on shopping patterns by comparing the estimated turnover of stores in 2003 including Tesco and the turnover levels in 2003 if Tesco had not been built. The details are shown in Appendix 4.

5.7
The estimated turnovers in 2000 are shown in the first column. They are taken from the Beverley Retail Study, March 2001. The estimated turnovers including Tesco are taken directly from Appendix 3. The trade diversions to Tesco are based on the household survey data applied to the estimated Tesco turnover. The trade diversions are then calculated as a percentage of the estimated turnover before Tesco opened. 

5.8
It is interesting to compare the turnovers in 2000 and in 2003 before Tesco opened. The figures confirm the changes in market shares that we commented on in Section 4. Morrisons in Beverley has increased its market share since 2000. Safeway in Norwood also increased its market share but at the expense of Safeway in Butcher Row which has had a falling market share. Safeway in Brough also seems to have suffered a reduction in market share.

5.9
The percentage trade diversions are shown in Table 21 below.

Table 21: Trade Diversions to the new Tesco Store

	Store
	Trade diversion

	Safeway, Butcher Row
	22%

	Other shops in Beverley town centre
	9%

	Safeway, Norwood
	22%

	Morrisons, Beverley
	15%

	Stores outside Beverley
	10%


5.10
In the previous retail study on Beverley in 2001 we expressed concern about the Safeway, Norwood store. This store appears to have suffered a significant loss of trade since the early 1990s, largely due to the opening of Morrisons. We noted that the Norwood store had a poor trading performance and was probably in a marginal position and its future prospects were uncertain in the light of the development of the new Tesco superstore. The Norwood store has experienced a relatively large trade diversion but its turnover is still higher than it was in 2000 (it is now estimated to be trading at £4,700 per m² net in 1996 prices).

5.11
We now have greater concern about the Safeway store in Butcher Row. Its turnover has fallen since 2000 and it has suffered a large trade diversion to Tesco. Its turnover now is estimated to be only two-thirds of the level in 2000. At the moment its turnover is still at a viable level (£4,400 per m² net in 1996 prices) but the store must be vulnerable to any further loss of trade.

5.12
Apart from Safeway in Butcher Row, the opening of Tesco does not seem to have any significant effect on Beverley town centre. The trade diversion from other shops is relatively small and these shops should benefit from the overall strength of trading in the town centre.

5.13
The trade diversion from Morrisons in Beverley is estimated to be 15% of its convenience goods turnover. The Morrisons store has experienced the largest trade diversion since the opening of Tesco. 38% of Tesco shoppers said they previously shopped at Morrisons. The effect on Morrisons’ turnover has been to reduce its turnover back to the level at which it was trading in 2000, which represents a turnover of £8,500 per m² net in 1996 prices. This figure is about the same as Morrisons company average.

5.14
An estimated £3.75m of trade or 33% of the turnover of the Tesco store is trade diversion from large foodstores in Hull such as Tesco, Beverley Road and Asda, Kingswood. The 10% trade diversion from these large stores represents only the diversion of the expenditure drawn from the Beverley catchment area. It is a much smaller proportion of their total turnover. The trade gained by the new Tesco store is clawback which has helped to reduce the amount of leakage of spending out of the Beverley area.

6. CONCLUSIONS
6.1
The Council’s decision to approve the Tesco store in September 1999 was made in the light of a number of studies about the impact of the proposed development, including a review by England & Lyle in July 1999 of the retail assessment carried out by Tesco’s consultants, DPP. The Council accepted our advice that:

· there is a clear quantitative and qualitative need for one additional food superstore in Beverley

· a new foodstore should be located on the edge of the town centre

· the siting of the store on the New Walkergate frontage would facilitate linked trips between the store and the town centre

· the proposed Tesco store would sustain and enhance the vitality and viability of the town centre. 

6.2
In these Conclusions we comment on whether the expectations of the Council in approving the development have been met, a year after the opening of the store.

6.3
The new Tesco store has opened at a time of overall improvement in the health of the town centre. The overall vitality and viability index for the town centre has increased from 4.0 in 2000 to 4.1 in 2003. It is the most vital and viable town centre in the East Riding. This is a significant increase in a short space of time and it reflects to a large extent the influence of the new Tesco store on the health of the town centre. The Tesco store has improved the availability of food shopping in Beverley, it has improved car parking provision in the town for shoppers, and it has reduced the leakage of trade out of Beverley for food shopping.

6.4
Convenience shop units within Beverley town centre represent only 6% of all commercial units and there has been a gradual decline in the number of convenience goods shops since 1996. Since 2000 there has been very little change in convenience shopping provision in the town centre. No closures of convenience goods shops are directly attributable to the opening of Tesco. The presence of Tesco has not deterred new investment in the town centre, for example the new Marks & Spencer Simply Food store.

6.5
At the time the Tesco planning application was being considered, the Council thought that the proposed development should increase the attraction of Beverley for convenience goods shopping and encourage linked trips between the store and the town centre. The evidence is that the attraction of Beverley as a place to shop has increased, especially for food shopping, and Tesco appears to have provided the opportunity for linked trips to the town centre. Two-thirds of Tesco shoppers make linked trips to the town centre.

6.6
The overall vacancy rate in the town centre has decreased in the last 2-3 years. This is mostly due to general retail trends but it can be attributed partly to the effect of the opening of Tesco on the vitality of those parts of the town centre nearest to the store and the benefits of linked trips between Tesco and the town centre.

6.7
Tesco in Beverley is not a large superstore. Its catchment area is fairly limited with 83% of shoppers travelling up to 15 minutes. The location of Tesco seems to be the most important reason why people shop there. It is convenient for residents to get to from Beverley and surrounding villages. The Tesco car park is an asset to the attraction of the town for shoppers. It provides a convenient free car park within easy walking distance of the town centre. 

6.8
Overall shopper satisfaction with the town centre remains high. The vast majority of the residents of the study area (71%) are satisfied with Beverley as a place to shop. Very few people said they were dissatisfied with the town.  

6.9
There appears to have been a slight increase in the overall physical appearance of properties in the town centre in the last 2-3 years. This may be due in part to the influence of Tesco on the general health of the town centre and the reduction in the number of vacant units.

6.10
Tesco has quickly become established as a destination for main food shopping in Beverley, second only in market share to Morrisons. In percentage terms the Safeway stores at Norwood and Butcher Row have experienced the largest trade diversion and we have some concerns about the continued survival of both of these stores. The Butcher Row store now appears to be the most vulnerable.

6.11
The largest trade diversion to Tesco, in absolute terms, has been from Morrisons. 38% of Tesco shoppers said they previously shopped at Morrisons. However, Morrisons has increased its market share in recent years and it is still trading strongly despite the opening of Tesco.
6.12
There is no evidence ‘on the ground’ that Tesco has had a negative effect in its first year of trading. On the contrary, it appears to have made a positive contribution to the health of the town centre. The overall health of that part of the town centre closest to Tesco has remained strong and even improved since the opening of the store. In our view the Tesco store is a successful development. It is appropriate in scale to the size of the town and it is located where it can bring positive benefits to the town centre.
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