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Executive Summary

Introduction

This report was commissioned by East Suffolk Council in association Wwefston Town

Counci| the LeistonBusiness Associatioand Leiston Together The People & Places

Partnership offers a proven trackecord in evidencedbased, collaborative working for the
revitalisation of town and city centres. In 2018 People & Places prepared new national

guidance on revitalising town centres for the Local ®ernment Association. These resources

£l AOO i1 EAIPETC 1TAAI AOOET OEOCEAO AT A OEAEO
A1 AOOET ¢ 11T OEA OxEAO08 AT A OEA OEIi x8 1T &£ OI x1
The process that will be applied here has four key elemeti®ugh the initial focus is on the

first two:

E Analysis of existing strategies & stakeholders

E Town centre baseline survey

E Stakeholder engagement and partnership development
E Mentoring town centre action planning

The purpose of the report is understanding issues faced bgistontown centre and future

DOET OEOEAO &£ O OOOOAET ET ¢ AT A AT EAT AET ¢ OEA
future partnership work and project development between public bdies, private businesses

and community groups.

The Policies & Population

District-wide town centres and retail policies

The Suffolk Coastal Local Plan seist policies focused specifically on maintaining the
character and economic functions of town cemes. Robust and comprehensive policies are in
place that seek to maintain the distinctiveness, historic character and accessibility of resort
and market town centres as hubs for shopping, leisure, employment, business, social and
cultural activities. Thé should also make them popular with tourists and visitors from nearby
areas within and beyond the district.

The Local Plan recognises that government policy and4apdate evidence highlight that it is
important that town centres offer a shopping and soail experience that is different to outof-
town or online shopping. Town centres are recognised as the most accessible places for
commercial leisure such as entertainment facilities, the more intensive sport and recreation
uses (including cinemas, restaunds, drivethrough restaurants, bars and pubs, nightlubs,
casinos, health and fitness centres, indoor bowling centres, and bingo halls); and arts, culture
and tourism development (including theatres, museums, galleries and concert halls, hotels
and conference facilities).

Leistonspecific policy

Leiston is one of several East Suffolk market towns with a Neighbourhood Plan and this was
formally adopted by the District Council in March 2017. Ambitious policies in the

(@}
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Neighbourhood Plan seeks to address already identified challenges faced by Leigtarish,
including: Housing; community activities; commercial activity; movement by ncer modes
and the focal role of the town centre.

In addition to new housing already in the pipeline, sites are allocated wholly or primarily for
approximately 390 newdwellings close to the town centre.

Specific policies for enhancing and revitalising the town centre focus on the creation of
mixed-use development of land adjacent to the High Street aimed at providing a new focal
point for retail and leisure. This goplemented by policy seeking to encourage wider town
centre environmental improvements to the town centre streetscape.

Thepopulation

Population data for Leiston by &ear age groups indicates that the town has a slightly older

profile than typical for England8 oPp T &£ , AEOOT 1 éyéurolls. BDdoARET T A
population is , however, under 40 yearsld, with an even representation of ages within this

compared to some other local towns.

Wellbeing

An important part of ensuring that town cenres serve as a local community hub is reflecting
on how they can contribute to improved local wellbeing. The recently published Being Well
Together report setsout the methodology behind the first UKwide Community Wellbeing
Index created by the Coop anthe Young Foundation.
, AEOOI T OAIT OAO 11T AAOAOCAT U EECEI U ET Al1l OEOAA
above the national averages for each of these indicators
Culture, heritage & leisure
Transport, mobility & connectivity

Housingspace and environment

The Process

The People and Places Town Centre Baseline Survey process has been developed to address
the real issues of how to understand measure, evaluate and ultimately improve town centres.
The approach offers a simple way of captung data on 12 Key Performance Indicators

selected by those involved in town centre management. By having the tools to measure
performance, strategic decisioamaking is both encouraged and improved. By considering
performance, forward strategies and actiomplanning can be more focused and effective.

The Place

The dataindicates that mostof the shops inLeistontown centre are canparisonretailers

(82%). This isomparable withsmall town nationally. Whilst this percentage of e¢oparison
retailers indicatesLeistonis an established local shopping centre, it also suggests a continued
vulnerability to competition from neighbouring centres and o#ine. It will be important for
these shops to have a distinctive offer pitched at local customers and/or potential visitors.
Convenience retailers includes the Gp supermarket which attracts footfallthat nearby
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independent town centre businessesould benefit from. The everyday, coparison retail is
important for retaining regular footfall in the town centre.

The data forLeistonindicates thatthere are two key attractors. The number ofnational
multiples (9%)and regional multiples (18%goverall comparable tosmall towns natiorally.
Leistonhas avery high proportion (89%) of businesses that are independentiyvned and this
is also at a level comparable with national benchmarks

In summary, Leiston provides important retail and other services for local residents in terms

of CTTAO £ O EIiil Ah EAEOAOCAOBBOhAEIGTA AATIAO ORI EE80
data indicates that just over half (53%) of businesses in the town centre are shops and that

this is comparable with other benchmarked towns nationally. It retaire bank and has

moderate representation of other professional, civic and medical services in the town centre.
Residents will be dependent on other neighbouring towns for fashion and more extensive

food shopping. As yetits offer is likely to have a linted appeal to visitors.

There is a relatively low proportion of cafes and restaurants that only partially serve local and

visitor needs. It is welkerved with pubs and takeaways and this suggests a fairly buoyant

evening economy aimed at local userd.here is also a significant number of nenesidential

institutions and mixed Sui Generis businesses that are indicative of a local service function. Its
OPAAEATI EOO #£I 1T A OAOAEIET¢C EO 110 AT1 OCE A& O E
Part of the challenge going forward will be ensuring that Leiston retains its mix of everyday

shops and services whilst adding new businesses that widen its appeal.

The vacancy data fokeistonindicatesthere are nine unoccupied units ithe town (11%) and
this isslightly higherthan the level forbenchmarkedsmall towns nationally (9%) This number
of vacancies suggests potential opportunities for new businesses to complement the
business offer in Leiston town centre relative to neighbouring East Suffolkwins.

Leiston does not have a weekly market though it is understand the Long Shop has hosted a
monthly Farmers Market in the town.

The annual Zone A Retail Rent for Leistonfil29m? and compares to an East Suffolk average
for town centres of £278/mM. This indicates modest business performance expectations and
property costs. The average Rateable Value for Leiston shops and cafesf8,813elative to
£14,306 for other smaltast Suffolk town centres, reinforces these expectations he slightly
increased ratio relative to Zone A rents, indicates that premises are below average in size
relative to neighbouring towns

Indicative data shows that eistonis less busyat this time of yearthan similarsized
benchmarked towns nationally with42 passersby per 10 minutes on a busy day ad&on a
quiet day. This compares t@09and 92respectively for small townsationally on a
busy/market day and quiet/noamarket day. It is recommended that further footfall counts
are undertaken in the summer months.

As with many towns, analysis of the data for other locations indicates that footfall in the town
centre varies gynificantly between the different locations. As théable andmap overleaf
indicate, the Coop supenarket car park receiveswo to four times the footfall of the High
Street by STV ServicesThis indicates that people are not migrating relatively short distances
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from the Coop or Cross Street junctioand that businesses iquieter areas are not being
exposed to the higher levels of footfall achievedlsewhere inLeiston.

The data indcates thatat this time of year during the week, Leiston is a relatively easy place
to find aparking space with44% of spaces available on a busy day &2 on a normal day.
These figures ardessbusy than the average parking vacancy rates @8% for smaltowns
nationally on market days and 37% on norarket days The implication is that the availability
of parking is related low footfall and is not impacting on town centre use.

More detailed analysis would be required to examine how distribution arod the town and

parking tariffs (duration & cost)i AOAEA O AE £/£A Othé iddicdlienAdQris T AAAOS
sample data is that only the small car park on Valley Road is under pressure with no spaces
available at busier times.

The People

Survey forms weredistributed to all the town centre businesses iheiston. The following
percentage figures are based on the 50 returned business confidence surveys from a total of
town centre 74 businesses. This is a very high return rate of 68% compared to 25% rigtiona

AT A OOCCAOOO A EECE 1 AOGAT 1T &2 ET OAOAOO xEOEEI
indicative of arelatively high percentage of independent retailers that are often owner

managed and more engaged in partnership working.

Of the businesses that rggonded to the survey, 60% were shops of some kind and this is
representative of the business mix. Similarly, 80% of these respondents were independent

retailers and this is also representative. A total of 71% of these businesses areskiaglished

in Leiston, having been based there for more than six years. This compares to 71% of business

in benchmarked towns and along with the fact that only 2% of the Leiston sample had been
established for less than a year, may suggests that a high proportmithe OT xT 6 0 OOAAAO
long-established.

In terms of recent business performance, it was encouraging that 73% said their turnover has
stayed the same or increased in the last year compared to 69% nationally. In contrast, 27% said
that turnover had decreasedver the last year compared to 31% nationally. The proportion of
Leiston businesses with reduced profitability in the last 12 months was 35% which is
comparable with other small towns nationally, but slightly higher than the East Suffolk

average (31%).

Looking to the future, whilst an increased proportion of businesses (76%) expect turnover to
go up or stay the same this does not compare favourably to 82% nationally. It remains a
concern that a significant proportion (24%) of town centre businesses swed expect

turnover to continue to decrease in the year ahead and this is unfavourable compared to 19%
for small towns nationally. Such seemingly yean-year declines in performance suggest,
however, that this proportion of businesses may be particulanyulnerable to competition

from elsewhere.

A large sample survey of 81 town centre users were surveyedstireet. A further 157
customers completed an odine survey. As a result, the analysis of user profiles and
perceptions in this report is based a tge survey sample of nearly 238 respondents.
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The responses from the ostreet town centre users indicate a sample from this migeek

survey that comprises a modest majority of females (64%) that is distinctly older compared to
other small towns in East Stolk and nationally. There was a slightly more even spread of age
categories from the online survey though people under 40 were still undexpresented.

Most people are in town for convenience shopping (64%) and access to services. The low per
centageof comparison shoppers (7%) is symptomatic of the pressures facing retailers and
reflects the more limited provision is Leiston.

Over threequarters of midbweek shoppers visit Leiston at least once a week (76%), which is
comparable with other smaltowns nationally (80%).

A modest proportion (21%) of users came into town on foot whilst a majority travelled by car
(78%). These figures are typical for small, rural towns. Nearly a quarter of town centre users
(23%) spend more than £20 on a visit teettown centre. This is slightly lower than national
averages (28%) and may be in part due to the presence of the town centre supermarket.
Threequarters of the users spend less than 1 hour in town and are therefore very functional in
their use of it compred to only 10% who spend more than 2 hours in the town centre. Dwell
times it would seem are much lower than benchmarked towns nationally which would
indicate there is less to hold users in Leiston.

4EA AECOOAO Al OlLebtanfr@rbBAsGdvey ihdiodeGhatver #ileedquarters

of the town centre users live locally and tha5% come from within 30 minutes of the town.
This information suggests that local customers are the priority

The Positive® Negatives

From the responses by businags to the survey, potential local customers (75%) physical
appearance (67%), café, pubs and restaurants (65%), potential tourist customers (65%), car
parking (58%), public transport (58%), affordable housing (56%), footfall (52%), geographical
location (50%) and road links (50%) are considered as key positives of being located in Leiston
by at least a half of respondents.  All of these compare favourably with national benchmarks
and indicate a positive perspective, although some of these are slightly Enthan the East
Suffolk average, including physical appearance, cafes pub & restaurants, and potential for
tourist customers. Issues to do with travel access including .parking generally compare
favourably with other East Suffolk towns

When asked aboutle positive aspects of_eistontown centre convenience 84%), customer
service ({9%), ease of walking (79%¢gcess to services @2, health services (77%), access to
ATM (72%pfety (64%), cleanlinesHB%)Jeisure facilities (66%), road links (59%})lependent
shops (56%), cultural activities/events (53%) aafks/restaurants $Po)were allpositively
valued by more tharhalf of town centre users.

When asked if they would recommend a visit to Leiston town centre, a modest proportion
(64%) said yes eopared to 85% in other small towns in East Suffolk and 67% nationally.
Awordcloudx AO AOAAOAA OOET ¢ OOAOOG6 GBEch £wWokl cleud, O A
whilst only indicative, is useful in understanding how the town centreperceived by current

users who are familiar with it. It can be helpful in determining how the town can be honestly
promoted to potential new usersas well as in gauging changing perceptions in future. The
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resulting word cloud for Leiston most prominentlydisplays negative perceptions thapaint a
picture of a functional and uninspiring place to use and visit

When asked how their experience dfeistontown centre had changed in recent years, only

26% of orstreet and 10%f online town users said it had iproved compared t026% andt4%

who said it had worsened. Jusinder half of on-street respondents @5%) said it had stayed

the same compared tal®% of online respondents The positive interpretation from this is that

on-street respondents who are likelyo be more familiar with the town centre are more

positive. As with the sense of selimage from the oneword summary, this questiorgivesa

good sense of progress if when posed again in one to tAbAAO6 O OEI A OEA AT Ox,
much strongersense ofpositive progress.

Businesses are less forthright in their negative perceptions of the town centre. In terms of
negative perceptions about being in Leiston town centre, only three factors are rated
negatively by over a third of businesses: competition fno out of town shopping (50%),
competition from the internet (48%) and local business competition (38%). All of these
compare unfavourably with national benchmarks.

In terms of negatives, there were fewer responsesom users than aboutpositives, withonly

the comparison retail offer (73%) and national chains (50%) receiving negative responses from

over half of respondents. These negative perceptions arepart consE OOAT O xEOE OOAC
overwhelming priority to improve the retail mix

As part of the online survey undertaken fol_eiston, it was possible to separate out the
perceptions of people who were infrequent users of the town centre and visitedfirtnightly

or less (11%7 his small number oinfrequent usersshared common frustrations with regular
users of about the comparison retail offer (93%) and national chains (79%) as well as grocery
retail (64%), value for money (64%), markets (64%), puibhnsport (57%) and pubs, cafes and
restaurants (50%).

The Priorities

When businesse Leiston were asked what two things would improve the town centre, the

top priority for 19% of the businesses related to retail nard parking.Other issues

mentioned includedlower business rates and rent (149%Janning and investment (12%jhd

the need for a new supermarket (12%Jhe comments on retaiand parkingwere varied but

largely focused on the need to encourage a more diverse retail mix ahd proviOET 1 T £ O &O
b A OE HEHe@ @& a sense of the need teave more investment to improve the town centre

and attract more footfall.

When customers ofLeistonwere asked what two things would improve the town centre, the
overwhelming response relatedo retail mix, specifically the need for more shops and fewer
charity shops. Traffic and transport issues, the need for another supermarket and better
planning and investment were also priorities raised by town centre users.

Digital Development

Responses fron businessesndicate a moderate priority or state of readiness in terms of
digital skill or development. A moderate priority is given to the basic requirement of creating
and maintaining a business web site with a weighted average of 2cb2 of a maximun score
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of 5. The highest average score for digital skills is given to the use of social media such as
Facebook, Instagram and Twitter in business and product promotion with half of business
treating this as a priority or high priority (50%). A lower prity is given to the more advanced
digital skills necessary to provide cline sales (1.95) or use customer data for targeted
marketing (2.27).

In contrast to the priority given to their own skills development, businesses give higher levels
of priority to town-wide investment in digital infrastructure. The highest priority is given to
fast broadband infrastructure with 74% of businesses treating this as a priority or high priority.

Taken as combined group of ostreet and online respondents, it seemsHat there is

moderate demand from town centre users for digital development. The priority given to
infrastructural investment is less than the priority given by businesses, though still significant.
This includes a priority or high priority given to impxing digital phone network coverage.

Customer demand is higher than the priority given by businesses to development of digital
OAOOEAAOS AEA EECEAOO DPOEI OEGEADI AAAOGEARA ©
site development with 80% an@2% of users respectively rating these as a priority.

The charts for the two types of respondents indicate that there are some differences in
priority given to digital development between midveek town centre users than the self
selectedrespondents who completed the survey otine. More of the online respondents

give a high priority to investment in town centre Wi and digital phone network coverage,
compared to onstreet respondents. In contrast to the priority given to infrastructral
investment, the onstreet respondents give a higher priority to the provision of digital

services by businesses including dine sales. The indication from this separate analysis is that
rather than might be expected, more regular ostreet users withan old age profile have a
greater demand for digital development than the sef$elected online group. This would
suggest that it is the irown experience that is driving these customers to call for improved
digital services that use the existing infrasicture.

Local Leadership: Creating a Forward Framework

Revitalising a town centre is a complex and lofigrm venture and experience shows that it
requires resources and leadership that should not be left to chancdgor a partnership to

evolve in its efectiveness, it is important to plan for constant progress through regular

review and writing things down! This can be achieved by annually reviewing the checklist and
OPAAOET ¢ A O&1T OxAOA & O Aicthng $tréxégp anditivd cBnpenéiET ¢ Al
plans

Business Planningdn organisational business plan covering the foundations, form, folk and
organisational finances will determine whether there is an effective and sustainable
partnership able to deliver improvements. This organisational plan shoulefithe the inter-
relationship and respective roles of partners such as the local authority, town council,
business partners, Chamber of Commerce or a BID.

Action planning:A town centre action plan is necessary to determine and define objectives,
projects, responsibilities, budgets, timescales, outcomes and impact measures as the building
blocks of the coordinated delivery of improvements on the ground. The annual review of such
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an action plan should begin and end with a review of available evidence andranitoring of
impacts and changes.

This report concludes with a template for agreeing a town centre action plan foeistonusing
the checklist of issues from the LGA Handbook on revitalising town centres and the evidence
identified through the survey wok. The table can be used as a basis for developing a detailed
delivery plan by partners with budgets, responsibilities, defined outcomes and measurable
indicators of success.
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Background Revitalising Town Centres

An East Suffok-wide Approach

Thissurvey and reporthave been prepared by the People & Places Partnershippst of a
wider programme oftown centre revitalisationwork with EastSuffolk Council The towns
included as part of thisvider work are: Aldeburgh; Felixstowe; Leiston; Leiston;
Saxmundham Wickham Market Woodbridge; Beccles Bungay, Halesworth; Lowestoft.

People & Places undertook aurvey of Southwoldin 2017 that provided an evidence base for
stakeholder engagement, the creation of a town centre strategy and funding lsid

The aim of the researcland subsequent development is tchelp to identify strategic priorities
and initiatives for the East Suffolk towns collectively or on an individual town l&sThe
research will be used to support East Suffolk Courgsistrategic directionon town centres and
to influence decisions and interventions througplanning, economic development and
regeneration; assets active communities housingservices

The project aims to develop joinedp thinking across all stakeholders for town centresThe
work can alsoprovide an impetus for partnership working with local town couna|
community groupsand businesses associations a way thathelps to guide and monitor
locallyded improvements

Developing a Forward Framework

The People & Places Partnership offers a pemn trackrecord in evidenceebased,
collaborative workingfor revitalisingtown centres. In 2018People & Placegrepared new
national guidanceon revitalising town centres for the Local Government AssociatidhGA)
These resources compresa new handbook andaccompanying online toolkit offemg
guidance to council leaders orevitalisingtown centres and will be appliedn thiswork.

The work of the People & Places Partnership focuses on helping local authorities and their
DAOOT AOO O1 AAOGAI T P A O&I OxAOA &OAI Axi OEG
centre revitalisation. Key elements to consider in preparing such a Framework are:

Foundations: the process should be underpinned by an-g-date review of existing
strategies, collective objectives and evidence from recent surveys.

Function: action planning should begin with a clear statement of identified issues;

recognitonofcounEl AT A DAOOT AOOGE O1T1 Adbn OEA AOAAOI

acknowledgment of gaps in delivery; and identification of impact measures.

&1 Oof AT A &ilEq 1TA@O0 ATi A0 OEA AAOGATTPIATO

coordinate activity including definig the roles of key partners and wider stakeholder

AT CACAT AT O OEOI OCE OAZi |1 E6s8

Finances: financial planning needs to include identifying opportunities for fund raising,
inward investment and partnership sustainability.

Forward planning: finallyA OAOUOEET ¢ CAOO xOEOOAT ATl x1
regularly reviewed.


https://people-places.net/developing-an-evidence-base-in-southwold/
https://people-places.net/revitalising-town-centres-handbook-launched
https://people-places.net/revitalising-town-centres-handbook-launched
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Outline Methodology

Themethodology usedhere has four key elementalthough the initial focus will be on the
analysis ofcurrent ways of working and thebaseline survey The aproach canbe adapted to
the needs of the different towns whilst develojng strategic consistency acrosgast Suffolk

Analysis of Existing Strategies & Stakeholders

Thework commences in each town with a desktop review and analysis of existing local
reports and secondary data. This is helpful in offering an objective survey overview,
developing local engagement with businesses and other key stakeholdeyis agreeing the
objectives and focus for furthejoint work.

Town Centre EaselineSurvey

People & Placesisesits nationaltown centre baselinesurvey process to help understand the
role of eachEast Suffolk town centre as a retail destination and local community hub. The
purpose of this survey andmonitoring process is to collect standardistkey performance
indicators (KPIs) to help local organisations and businesses to better understand the function,
trends and issues facing a town and its potential relative to similar towns elsewhekorking

in this way across all East Suffolk towns primles a unique opportunityto understand how

they complement each other and providea basis for future shared learning.

Stakeholder Engagement and Partnershipevelopment

Following on from the baseline survey work, People & Places are able to assistantifying

ways to encourage partnership working across all businesses/sectansl other key

stakeholder groups in a wayhat contribute to town centre revitalisation Thisinitially begins

withA ODAOGBE OAOEAx 1 £ OEA Olotgdnidatichs. Thesd hdigOE OEA O
will form part of a subsequent summary presentation to stakeholdeesnd could ultimately

lead to the preparation of a partnership development or business plan

Mentoring Town CentreAction Planning

In parallel to thereview of partnership development, People & Places can assist in mentoring
stakeholder groups in project development and action planning. Importantly this process

linksthe understanding of issues identified by the survey, partnership development and the
creation of suitable responses to identified, local issues. This can be extended to assistance

with fund raising for project delivery.

51 OEIi AOGAT U OEA x1 OE EO EI OAT AAA O EAI P DPOADPA
table overleaf provides a chcklist summarising the different components that will
OOAOGANOGAT 01U TAAA O1 AA AAAOAOOA ADethied DPOADAOA
guidance on thepreparation of such a Forward Framework is available in thew national

guidanceon revitalising town centresprepared by People & Placefor the Local Government
Association(LGA).


https://people-places.net/revitalising-town-centres-handbook-launched
https://people-places.net/revitalising-town-centres-handbook-launched
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Town Cenre Success Factors and Checklist

FOUNDATION

Evidence and Has a baseline survey of issues been completed, aims defined,
objectives objectives, scope and longerm monitoring of impacts agreed?
FUNCTION

Parking, travel Is an integrated and customefocused parking, travel, and access
and access strategy in pla@?

Planning and Are there robust towncentre-first policies, mastesplanning, priorities
property within and between towns and has work been coordinated with

town centre businesses and landlords?

Streetscape and
public realm

Has a fundingstrategy and ongoing, prioritised streetscape and
public realm improvement plan been agreed with an understanding
I £ OATT1TAAOAA OAI OAde

Business support

Is there tailored training/mentoring and a strategy to enhance the

quality and distinctiveness of ratil, services, hospitality and leisure
businesses based on current provision, trends and knowledge of

competing centres?

Place branding
and marketing

Is there a clear understanding of the town brand with pooled
budgets and a creativecollective marketing campaign?

Digital
technology and
data

Is there an ongoing assessment of digital infrastructure and skills
with an investment plan and approach for the collective use of data
in marketing and monitoring the town centre?

FORM

Governance and | Is there an appropriate structure, membership and credibility to

influence coordinate local stakeholder activity and influence cross
departmental or other strategic partnerships?

FOLK

Community Is there strong public, private and community engagement with

engagement and
coordination

active and coordinated involvement in planning and delivery that
extends to community assets development and is backed by a clea
communications plan?

Roles and Are there an effective chairsuitably skilled board, employment of

capacity necessary staff, effective management of trained volunteers and
clear lines for joint working with other stakeholder groups?

FUNDING

Finances and Is there an organisation with robust financiglrocedures and strategy

investment agreed for diverse and sustainable fund raising and income to

support a town centre? Is it 'run as a business' with integlationships
understood and investment secured?

FORWARD PLANNING

Strategy and
plans

s there a welldefinedO £l Ox AOA AOAIT Ax1T OES |
overarching vision/strategy, a rolling organisational business plan a
a parallel action plan coordinating delivery on the ground?
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Analysis of Existing Policies & Strategies

Local Plan Policies
District-wide town centres and retail policies

The Suffolk Coastal Local Plan seaist policies focused specifically on maintaining the
character and economic functions of town centres. Robust and comprehensive policies are in
place that seek to maintairthe distinctiveness, historic character and accessibility of resort
and market town centres as hubs for shopping, leisure, employment, business, social and
cultural activities. This should also make them popular with tourists and visitors from nearby
areaswithin and beyond the district.

Tourism and cultural aspects of town centres in the district and growing leisure activities are
recognised as presenting opportunities for broader daytime and evening economies, social
interaction and the appeal of town cetres as places to live. Many of the town centres also
provide residential development opportunities on appropriate sites that could play an
important role in ensuring their vitality. The Plan states that opportunities to encourage
residential developmentgargeted at the provision of smaller homes and specialist housing in
town centres will be supported in appropriate locations (such as on upper floors) where they
do not undermine the main town centre use.

Town centres are recognised as the most accessiplaces for commercial leisure such as
entertainment facilities, the more intensive sport and recreation uses (including cinemas,
restaurants, drivethrough restaurants, bars and pubs, nighktlubs, casinos, health and fitness
centres, indoor bowling centres and bingo halls); and arts, culture and tourism development
(including theatres, museums, galleries and concert halls, hotels and conference facilities).

The Local Plan recognises that government policy and4apdate evidence highlight that it is
important that town centres offer a shopping and social experience that is different to cof-
town or online shopping. This reflects a broader change in the economy, population, e
commerce and how town centres are used and the way people spend their money agidure
time. More locally, this is in addition to the effects of a significant presence of out of town
retail at Martlesham and nearby Ipswich. It is recognised that a balanced mix of town centre
shops and services is important to ensure a strong offer toeet the needs of residents of the
towns and their surrounding rural areas. This includes well situated units suitable for modern
operator requirements on main routes around and through town centres.

New Retail and Commercial Leisure Development

Forecastsbased on population change and household spending show that the capacity to
grow the amount of shopping floorspace in Suffolk Coastal to be very modest:liime with
national trends, capacity for retail growth is concentrated on the large urban centresteide
the District. Retail capacity for the towns in the District and for the area between Ipswich,
Woodbridge and Felixstowe is identified in the Ipswich and Suffolk Coastal Retail and
Commercial Leisure Town Centre Study (2017).

Estimated retail floorspae growth in the district is mostly for goods which are purchased less
often (comparison goods). The capacity for comparison goods retail growth for the plan
period up to 2036 is assessed as up to 5,800m2 in Woodbridge, up to 3,400m2 in Felixstowe
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and up o 3,500m2 shared between Saxmundham, Aldeburdleistonand Leiston. In terms
of retail capacity for groceries and other goods purchased regularly like toiletries
(convenience goods) very modest estimates of floorspace growth for the District are
identified. These are 400m2 in Woodbridge and up to 1,600m2 between Saxmundham,
Aldeburgh, Leistonand Leiston, with no forecast growth in capacity identified for Felixstowe.

Available evidence indicates that there are opportunities for growth of commercial leisur
uses including eating and drinking venues. There are also commercial leisure growth
opportunities in relation to hotel accommodation and health and fitness provision equivalent
to 268 hotel rooms and between 5 and 7 additional gyms in the District ovee tplan period.
Integrated use of premises may represent use of floorspace in multiple planning use classes,
for example health and beauty facilities together with a hotel.

The Council recognises that each of the town centres within the District is diffatenot least

in terms of its particular shopping character, tourism offer and relationships with nearby

places. This reflects links and relationships between shopping destinations offering choice

AT A AEZAZZAOAT OEAQGET T A&I O Odtlietnyird 6dé&xanPA,NOE OAI AT O
Woodbridge is close to Ipswich and Martlesham and has a larger existing retail offer than the

other market towns.

Evidence reveals significant shopping relationships between Woodbridge, Felixstowe,
Martlesham and Ipswich. It ishterefore important to consider provision for accessible retalil
and commercial leisure in the south of the district in the context of the neighbouring county
town of Ipswich.

A retail hierarchy for the District sets out the provision of facilities and scalef shopping
development that can be expected of a centre. This recognises retail relationships between
centres in the hierarchy, especially in the south of the District between Woodbridge,
Felixstowe, the outof-centre retail destination at Martlesham ad the neighbouring county
town of Ipswich.

The Plan states that priority will be given to concentrating retail and commercial leisure
development within town centres and the neighbouring regional town centre of Ipswich. The
retail hierarchy in Suffolk Codal is:

1 Level Iz Town Centrez Felixstowe (resort town),

1 Level 2z Town Centresz Aldeburgh,Leiston, Leiston, Saxmundham, Woodbridge
(market towns),

1 Level 3z District Centres,
1 Level 4z Local Centres.

Importantly, the policies seek to strengthen the r@ of town centres. Retail and commercial
leisure will be permitted within town centre boundaries and only subsequently on edge of
centre sites. Such development will only be permitted on out of centre sites where it can be
demonstrated that there will beno significant adverse impact on centres in the retail

hierarchy and the neighbouring regional town centre of Ipswich and where the location is
accessible by public transport and is accessible to pedestrians and cyclists; is well connected
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to a town centre; will not impact upon other neighbouring uses, in terms of traffic, parking
and amenity issues.

Distinctiveness and diversity of town centres

The Local Plan recognises that the district is fortunate to have many historic shopfronts in the
town centres, which are often within designated Conservation Areas. The Plan will seek to
ensure these are protected to maintain distinct and individual Towre@res. In partnership

with Historic England the Council will encourage the retention and/or restoration of historic
shop fronts through planning applications or specific interventions and projects in accordance
with policies

Town Centres will be encouragd to develop in ways that support healthy lifestyles, social
interaction, overnight stays, culture and the arts. Residential development targeted at the
provision of smaller homes and specialist housing on appropriate sites within town centres
will be supported where it does not undermine the main town centre use.

Within the Primary Shopping Areas, the primarily retail function of these areas will be
safeguarded. Nomretail uses on the ground floor will be supported where they will help to
sustain retail .ses and enhance the retail offer. Outside of the Primary and Secondary
frontages the Council will take a flexible approach to future uses and redevelopment
opportunities within the Town Centre which sustain and enhance the vitality and viability of
the town. Proposals for the redevelopment/change of use of existing units should give
particular consideration to retaining and/or restoring historic shopfronts.

11 1T /&£ OEA AEOOOEAOG6O O1T xi AAT OOAOG AOA AO
Develgoment should enhance and invest in historic environments and infrastructure including
public seating, arts and cultural facilities. This will help promote community interaction and

healthy lifestyles.

Development in the town centres should also provide éancements for urban biodiversity
where possible. It is recognised that there may be opportunities or advantages for temporary
use of historic buildings for buildings for a short and prescribed period of time especially
whilst buildings are otherwise vacain

There are particular opportunities to enhance pedestrian connectivity and legibility related to
development and change within the town centres. This includes but is not limited to the
following examples:

1 Felixstowez between town centre and seafront;
1 Woodbridge - between town centre and riverside;

1 Aldeburgh-between car parks and town centre;

1 Leiston-highways junctions (identified in the Neighbourhood Plan);

1 Leiston-mixed use town centre opportunity site (identified in the Neighbourhood
Plan);

1 Saxmundhamz between railway station and town centre;

Development will encourage people to spend more time, enjoy and participate in town
centres. It will do this by:

1 AA
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a) Supporting opportunities for social interaction;

b) Ensuring safe pedestrian access to limk with and enhancing existing pavements,
pedestrian spaces, routes and focal points;

c) Improving access for cyclists, people with limited mobility and people with other
disabilities;

d) Enabling physical linkages so that pedestrians can move easily safély between parts of
the town centre; and

e) Providing environmental improvements that make the most of historic environments and
heritage features.

The expansion of Shared Space and Dementia Friendly areas will be supported where
proposals maintain adive town centre frontages without compromising highway access,
vehicular and pedestrian movements.

District-wide housing growth

4EA T AAl 01 AT OAARAEO O AEOAAO i1 OA OECI EEEAA
and Saxmundham through the creatio of two new Garden Neighbourhoods, to focus growth

on the A12 and A14 corridors and to support rural communities. Projected figures also include

more modest, indicative housing numbers provided for settlements with designated
Neighbourhood Plan.

In addition to nearly 7,000 new houses already in the pipeline across the district, additional
allocations are made for 4,370 new dwelling. 18% (800 dwelling) of this additional housing is
allocated to Saxmundham; 15% (667 dwellings) to other A12 settlements;aaladge 38%

(1,670 dwellings) to Felixstowe.

LeistonNeighbourhood Plan
Neighbourhood planning

Leistonis one of several East Suffolk market townmeparing a Neighbourhood Plan.

Neighbourhood plans provide site and area specific policies foeir area and are importanin

Ei b1 Al AT OET ¢ OEA #1 OA 300AOAcUh ETAI OAET ¢ ATl
OANOGEOAI AT 08 4EAU Al 61 EAOA Oil1T A ET OAPI AAET C
Oi AAA6 OEAOA 1T AECEAT He eame dtafus iDdedisio®Omakitglasd theE AOA O
adopted Site Allocations Document

The Leiston Neighbourhood Plan was prepared by Leiston Town Council following extensive
consultation with the local community and sets out its vision for development to 202%he

Pl AT xAO A&l OihdDistriti Cabricifn Mdrch 204 7and now forms part of the

Local Development Plan for the District.

The Neighbourhood Plan seeks to addresise challengesfaced byLeiston Parish. This reflects

the challenges identified and articulated in the Suffolkoastal District Local Plan Core

Strategy for Leiston as well as other local challengekentified through the 201ITown

Appraisal and the engagement process for the Mgnbourhood Plan. In summary these

challenges are:
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Housinggz identifying land to accommodate the minimum amount of housing required
andthen the most suitable locations for this, whilst ensuring it addresses the needs of
Leiston.

Infrastructure z recognidng that the infrastructure in Leiston has not kept pace with
its growth over time and that there is a need to ensure new growth is appropriately
supported by new infrastructure (e.g. community and leisure facilities).

Leiston town centrez seeking to retan and improve the vitality of the town centre as

aplace for residents to address their shopping and service needs and for tourists to

visit.

Community activitiesz the need to provide for more community activities that will

encourage particularly youngpeople and families to stay in the parish, e.g. green space

andAT i I OT EOU ZAAEI EOEAOh ET AI OAET ¢ AEEI AOAT |
Commercial activityz recognising the value of existing businesses and trying to

provide for their needs in order to ensug their ongoing presence, along with

recognising the importanceof providing opportunities for new businesses to locate
and create jobs in Leiston.

Movement by noncar modesz the need to enhance movement by nogar modes,
particularly walking andcycling but also public transport providers

The Neighbourhood Plan includes a weillticulated vision for thetown with a strong focuson
strengthening therange of servicesavailable toresidents and businessed.here is atrong

focus on achieving thishrough enhancement of the town centreincludingthe

redevelopment ofaformer car park to provide adnodern town centre offer that people come

to meet, shop and enjoy their leisure tirmed Thiswill complemented by an improvement to

the environment of the towncentre. 7EE1 OO0 EO EO OAAMhagateudsh A OEAO

,,,,,,

towno there is still be an emphasis on makingthé £ OEA DAOEOES8 O OEOEOI O

In addressing the needs of Leiston todajhere are already sites in the planning pipeline
which will serve to provide new homes for the community as well as placing additional
demands on theinfrastructure of the parish. However, in order to recognise the growing
needs of the communityover the whole Neighbourhoodplan period, it isconsidered
important to plan for further growth. The followingadditional sites aretherefore allocated
wholly or primarily forapproximately 390 new dwellings

Land at Highbury Cottageg for approximately 150 dwelhgs

Land at Red House Landor approximately 70 dwellings

AT A O OEA OAAO i Aor8pAoximAdyTadAIBGO # OAOAAT O
Land at Abbey Road a mixed use allocation for approximately 100 dwellings and

1,000m? ofemployment floorspace

Town centre policies
4EA . AECEAT OOET I A @nhhdntirg @Gnd @0taisiry Ceistdi téwd Centie is
recognised in specific and ambitious policies that support thi¥he proposals recognise that

the town centre performs a vital service functiorbut that it does not provide all the functions
that many market towns do.Notable deficienciesecognisedincludefood and drinkoutlets
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catering for younger peopleand families.The Town Appraisal and other work underpinning
the Neighbourhood Plaralsoidentified the disjointed format of the retail areas of the town
and the need for a more focussed town centre with outdoor provision for seating, eating and
drinking, organised social events and market3.heNeighbourhood Plan states thathe

Gown centre is imeed of improvement and regeneration in order for it to compete and
surviveo

Specific Neighbourhood Plan policies support the creation wfixed-use development of land
adjacent to theHigh Streetaimed at providing a new focal pointor the town centre in-line
with the following criteria:

a mix of uses including retail (&lass) and leisure (Class D1 and D2) are provided; and
residential uses

A Oi AOEAO ONOAOAS EO AOAAOAA

the development must bephysically linked to the existing town centre so that
pedestrians camrmove easily and safely between the existing and new parts of the
town centre; and

the provision of onsite parking in line with Suffolk County Council parking standards,
including public parking at least to the current level of provision.

This sitespecific develgment focus isaccompaniedby policy seekingo encourage wider
town centre environmental improvementsto the streetscape on the kgh Street andSizewell
Road The intention is that thiswill be complemented by the requirement that new shop
fronts and advertisements in thosareasareto a high standard of design and materials.

Demographic Details
Suffolk Observatory

The Suffolk Observatory provides wealth of data that can be accessed and downloaded on a
ward-by-ward basis. Here we provide key aspects of that data pertinent to the future
development of the town centre. Similar data can also be accessed separately for the
surrounding villages.Thisis compared against UKvide averages. East Suffolwide averages
are due to come oHdine shortly and will be added to a later update of this report.

Population

Population data for Leiston by §ear age groups indicates that the town has a slightly older

profile than typical for England3 oPpb T &£ , AEOOT 1 éyéurolls. BDdoARET T A
population is , however, under 40 yearsld, with an even representation of ages within this

compared to some other local towns.
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Leiston percentage population by 5 year age groups
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Community Wellbeing

An important part of ensuring that town centres serve as a local community hub is reflecting
on how they can contribute to improved local wellbeing.

The recently published Being Well Together report setsit the methodology behind the first
UK-wide Community Wdlbeing Index created by the Coop and the Young Foundation.

O7A1T 1 AAET ¢c6 EAO AAAT AAOAOEAAA AO OAI1 OE
AEA AT TAADPO 1T &£ OGATIT 1 O1 EOU x AT 1 AAET C& Eo I
wellbeing. InBei€ 7 A1 1 41 CAOEAO AT 11T 01T EOU xAl1l AAE
I AAAET ¢ A OCi T A 1 EZASN oEAOAA AT A AOAAOAA AU
iTOA OEAT OEA O0i 1T &£ PpATI Pl A6O ET AEOESBAT x Al
AT A xEOQOE bDi AAAo6s8

Building on this concept of community wellbeing, Being Well Together seist a model of

community wellbeing comprising of three key pillars; people, place and relationships. Nesting

within each of these intedapping key pillars ar@ine domains of community wellbeing that

include characteristics such as economy, work & employment; culture, heritage and leisure;
relationships & trust.

Being Well Together explains how using this structure, indicators were selected for each
domain that represent the best data available at a neighbourhood level and the aspirations of
communities consulted. The result is the first Ukide indicator measuring community
wellbeing in 28,317 neighbourhoods. Cleverly, the whole process has been simplibatat
people can lookup the index for their community-or any other community on the associated
Community Wellbeing website.

b: www.people-places.net andline 01223 563874 E |'!.5|:----';5-.-.‘\:':.--;:f--.:!.. ewnet W (@man about towns
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10 "AET C 7A11 41 CAOEAO Agbl AET Oh OEA ET OAT OEI
based approaches to funding and inteentions it provides a valuable baselinand many

opportunities to extend, evolve and bring in new data, not least from communities

OEAI OAl GAO8OG &1 O O1 x1 AAT OOA OACAT AOAOGEIT1T OE
and the chance to reflect onnter-relationships and plan accordingly.

A summary of the Wellbeing Index fokeistonis provided as a prompt for discussion about

how the town centre can better serve as a stimulus for improved local wellbeing.

Leistonscoresmoderately highlyinalOE OAA AOPAAOO 1T £ xAl 1 AAET ¢ OA
above the national averages for eacbf these indicators

1 Culture, heritage & leisuregeess to affordable and inclusive cultural and leisure
activities, services and amenities which celebrate tldeserse histories of people in the
community.

1 Transport, mobility & connectivityaccess to affordable and sustainable transport and
communication networks for everyone, especially those with disabilities.

1 Housing, space and environmeatfordable, secue, quality housing, a safe and clean
surrounding environment, and welkept, accessible and inclusive public spaces for
people of all ages.

Your Community Wellbeing score is: People i
Your highlights: 2 9
Voi cea nc! 72 National average
participation 59
) Housing, space and 62 ucation an ulture, heri ionships an
National average environgmegt Ed\;:::mga ? = :ndeigfu::ge el omsf;psa o
52 Culture, heritage 60

and leisure

5

National average

50

Health Transport, mobility Equality

and connectivity

National average

56

For more information visit
. Economy, work and Housing, space and Voice and
www.coop.co.uk/wellbeing empleyment ertonment participation

Web: www.people-places.net Landline 01223563874  Email: services(@people-phcesnet W (@man_sbout_towns
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Methodology: The Survey Prass

Focus onLeiston

This report was commissione@astSuffolk Council. The purpose of the report is
understanding issues faced bleiston town centre and future priorities for sustaining and

AT EAT AET ¢ OEA Oi x1 860 OEOAI EOU AT A OEAAEI EOUS

and project development between publibodies, private businesses and community groups.
The research and report forms part of a suite of work commissioned across all East Suffolk
towns.

The System

The People Places TowrCentreBaseline Surveprocess las been developed to address the
real issues of how to understand measure, evaluate and ultimately improve town centres. The
approach offers a simple way of capturing data on k&y performanceindicators (KPIs)

selected by those involved in town centre management. By having the tools to measure
baselineperformancein this way, strategic decisioamaking is improvedand future progress

can bemonitored. Byunderstanding the baselingperformance, forward strategies and action
planning can be more focused and effective.

The system is divided intbwo sections:
largetowns; consisting of those localities with more than 250 units
smalltowns; consisting of those localities with less than 250 units

Towns, depending on their size, contribute to either thiarge orsmalltown analysisLeiston
with 83 business units is classed assaalltown. The analysis provides data on each KPI for
the town individually and in a national context for comparison. Thmeational figure, unless
otherwise stated arethe cumulativeaverages for all the towns which participated in
benchmarking duringsince2014. Iraddition, averages for alEast Suffolk townsare added to
provide additional localcomparators.

The Reports
ThebaselineOA DT OO0 DOI OEAAO OOAOEOOEAAI AT Al UOEO
encouraged to add their own commentary using local knowledge to provide specific
explanations. The reports are used by a variety of key stakeholders such as local authorities,
town and parish councils, local partnershipsown teams,businessassociations BIDs,
neighbourhood plan groups to help:

provide baseline data to understand individual town centrassues

identify strengths, weaknesses, and opportunities famprovement

assist in preparing local action plans to address identified issues

monitor impact of local town centre regeneration oveseveralyears

benchmarktowns clustersand share good practice

act as an evidence base for funding applications

Landline 01223 563874 Email: services(@people-places.net L} -::"l'..:! sbout towns

£
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Before any KPI data is collected the core commercial area of the town centre is defined. The
town centre areaincludes the core shopping streets anddjacentcar parks.

Methodology

Each KPI is collected in a standasdd manner as highlighted in théable below. Hereis a
summary of KPIs collected here as part of the core economic benchmarking process as well as
an outline of additional benchmarks charting the wider social and economic value of town

centres:

The PlaceCommercial Units

KPI1: Use Class

KPI12: Comparison/Convenience
KPI 3: Trader Type

KPI4: Vacancy Rates

The Place:Crosstown Trends

KPI5: Markets

KPI16: Zone A Rents& Business Rates
KPI17: Footfall

KPI18: CarParking

The People:Stakeholder Surveys
KPI19: BusinesLonfidence Surveys
KPI D: Town Centre Users Surveys
KPI1L ShoppersOrigin Surveys
KPI: 2 Digital Development

Culturaland Community Function
KPI A: Cultural Facilities

KPIB: Community Services

KPI C: Cultural and Community Event:
Built Environment

KPI D: Impressions Score

KPI E: Number of Listed Buildings
KPI F: Development Land
Economic Diversity

KPI G: Evening Economy

KPI H:Local Food and Drink

KPI I: Accommodation

KPI1 J: Selfeliance

Local Leadership and Delivery

KPI K: Partnership Progression
KPI L: Planning and Delivery

Visual survey
Visual survey
Visual survey
Visual survey

Visual survey

Valuation office agency/ local agents
Survey on a Market & Quiet Day
Audit on Busy and Quiet Day

Postal survey

Face to Face Surveys/ Online Survey
Shoppers origin survey

Survey

Online and Local Research
Online and Local Research
Online and Local Research

Visual survey
Online research
Online research

Visual survey
Visual survey
Online research
Online research

Telephone interview
Telephoneinterview
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Key FindingsThe Place

KPI 1Commercial Units; Use Class

) O EO Ei T OOAT O 01 O1 AAOOOAT A OEA OAAT A AT A O
town. A variety of shops and a wide range of services in a town are important to its ability to

remain competitive and continue to attract customers. Sustainingbalance between the

different aspects ofretail and services ensures that the local population and visitors can

spend time and money there, keeping the generated wealth within the local economy.

Importantly, it provides localemploymentand helps b retainlocal spendrather than lose it

to nearby towns. The tablebelow providesdescriptions of each of the Use Classes.

Al Shops Shops, retail warehouses, hairdressers, travel and ticket agencies, post
offices (but not sorting offices), pet shops, sandwich bars, showrooms,
domestic hire shops, dry cleaners, funeral directors and internet cafes

A2 Financial and Financial services such as banks and building societies, professional

Professional services(other than health and medical services) including estate and
Services employment agencies and betting offices

A3 Restaurants Food and drink for consumption on the premisesestaurants, snack bars
and Cafes and cafes

A4 Drinking Public houses, wir bars or other drinking establishments (but not
Establishments | nightclubs)

A5 Hot Food Sale of hot food for consumption off the premises
Takeaways

B1 Businesses Offices (other than those that fall within A2) research and development ¢

products andprocesses, light industry appropriate in a residential area

B2 General General Industrial
Industrial

B8 Storage and Warehouses, includes open air storage
Distribution

C1 Hotels Hotels, boarding and guest houses where no significant element of care

provided (excludes hostels)

C2 Residential Residential care homes, hospitals, nursing homes, boarding schools,
Institutions residential colleges and training centres.

C2A | Secure Use for a provision of secure residentiaccommodation, including use as
Residential a prison, young offenders institution, detention centre, secure traingn
Institution centre, custody centre secure hospital, secure local authority

accommodation or use as a military barracks.

D1 Non-Residential | Clinicshealth centres, creches, day centres, schools, art galleries (other
Institutions than for sale or hire), museums, libraries, halls, places of worshgwy
court, non-residential education and training centres.
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D2 Assembly and

sports/recreation (except motor sportd firearms).

Cinemas, music and concert hallsingo and dance halls (not nightclubs),
swimming baths, skating rinks, gymnasiums or areéor indoor butdoor

Theatres, hostels providing naignificant element of care, scrap yards
petrol filling stations and shops selling and/ or displaying motor vehicles
retail warehouse clubs, nightclubs, launderettes, taxi business,

amusement centres, casinosiaulage yards, transport depots, veterinary
clinics,dog parlours, tanning and beauty salons and tattoo studios.

Leisure
SG Sui Generis
("unique”
establishments)
Findings

For the purposes of this study a much more detailed analysis has been undertaiiesecond
and thirddevel use class to enable to enable comparisons of businessniposition between
the East Suffolk towns. This is shown in the table beldhat provides a detailed analysis of
the commercial offering in the town centre bysub-useclass. The figures are presented as a

percentage of the74 occupied units recorded. TheAOOET AOO AT i T OEQEIT 1
DOl & ER AOCub AfHsiBBAd ineSténitoad OE T O

I OAOI AAE Al Ol

centre.
Level 1 & 2 classification National East Suffolk Leiston Leiston %
average % average% (number)
Al Retail 52% 52.6% 34 46.0%
AlComparison Retalil - 43.3% 28 37.8%
Comparison (Fashion) - 6.7% 0 0.0%
Fashion & Clothing (children) - 0.2%% 0 0.0%
Fashion & Clothingrfen) - 0.4% 0 0.0%
Fashion & Clothingrfixed) - 3.0% 0 0.0%
Fashion & Clothingyomen) - 2.5% 0 0.0%
Footwear - 0.4% 0 0.0%
Fashion & General Clothing Accessorie - 0.3% 0 0.0%
Other Comparison Retail - 36.6% 28 37.8%
Department Stores - 0.3% 1 1.4%
Home - 7.%% 6 8.1%
Luxury - 10.26 4 5.4%
Chemists & Health - 2.6% 2 2.7%
Leisure - 3.3 1 1.4%
Value - 0.5% 0 0.0%
Charity - 5.%% 5 6.8%
Hairdressing - 6.0% 8 10.8%
Retail Services - 1.%% 1 1.4%
AlConvenience Retail - 9.2% 6 8.1%
Supermarkets & Groceries = 1.9% 2 2.7%
Specialist Food & Drink - 4.2% 3 4.1%
Staples - 2.2 1 1.4%
Gourmet - 1.6% 2 2.7%
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Off Licenses 0.5% 0.0%
Confectionery & Newsagents 3.0% 1.4%
Banks & Building Societies 1.7 1 1.4%
Estate Agents & Auctioneers 3.4% 2 2.7%
ProfessionalServices 3. ™ 1 1.4%
Repair Services 0.7% 1 1.4%

Medical 1.%% 1 1.4%
Civic Buildings 2.%% 4 5.4%
Education & Learning 1.%% 2 2.7%
Places of Worship 1.8%0 1 1.4%
Leisure 0.9% 1 1.4%
Gambling 0.4% 1 1.4%
Entertainment (theatre &concert halls) 0.5% 0 0.0%
Clubs 0.% 0 0.0%
Hostels 0.0% 0 0.0%
AutOmotive 2.6% 0 0.0%
Personal 5.8% 4 5.4%
Eye Treatment; Dentists & Hearing 0.7% 1 1.4%
Health & Beauty 2.% 1 1.4%
Tattooing 0.7% 1 1.4%
Veterinary& Pet Grooming 1.26 0 0.0%
Laundry 0.7% 1 1.4%

(-I:

U Web: www.people-places.net  Landline 01223 563874

Email: services{@people-phcesnet

W [@man_about_towns



28|Page

Leiston Business Composition Dashboard

Business mixdetail

SG Sui Generis

D2 Assembly and
Leisure
D1 Non-residential
Institutions
C2 Residential
Institutions
B Offices & Light
Industrial
AS Take-aways

Al Comparis
Retail (Othe

Al Convenience
Retail

A4 Bars & Pubs

A3 Cafes and

Restaurants A2 Financial &
Professional
Services

Caonvenienceretail offer

Confectionery,
Tobacco, Newsagents

Supermarkets &
Grocers

Gourmet (delis,
fishmongers,
cheese-shops)

Staples

(greengrocers,
butchers, bakers)

Non-residential institutions

Places of Worship Medical (doctors'
surgeries; health
centre; health

linics; hospita...

Education & —
Learning (créches;
schools; colleges;
training centres...

Civic Buildings
(government
buildings; council
services: commun

(-I.

Breakdown of other comparison retail

0% 0% 20% 30% 40% 50% 60% T0% 0% 0% 100%
B pepartment Stores

. Home (electrical goods, home entertainment, furniture, household goods, florists
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[ Tattooing [l Veterinary & Dog Parlours [l Laundry

U Web: www.people-places.net  Landline 01223 563874

Email: services{@people-phcesnet W [@man_about_towns



29|Page

Analysis& Interpretation of Business Composition

This section of the reporthas beenespeciallydeveloped to assist in comparing East Suffolk

towns, provides detailed analysis and interpretation of thiebusiness composition This will

help inunderstandng the relative role of different towns including a more ilepth

understandingof what might be missing from some towns.The presence of &y classes of

retail and otherbusinesseswill be indicative ofA OT xT AAT OOA83 O AOOOAT O 1
role. Thegraphical business composition dashboard gives a visual representationheaf

make-up of key sectors

FashiorRetalil

Fashion retail is considered an importamttraction for regular shoppers to a town.In small,

rural towns this may be characterisetly a modest number of indepndent, ladies fashion

retailerswith a distinctive or somewhat exclusiveffering that can attract shoppers from a

widerarea./ OEAO Al AT AT 00 T £ AAOEET TwilldeAddbE undgr I AT 8 Oh
representedin smaller towns The presence of premium fashion chaimns small towns will be

indicative of a widercatchment area including dayisitors and tourists. Popular, mutiple

fashion retailers in mediurdormat stores may be present in the slightly larggowns and

indicate theirrole as a local shoppinglestination. There is no &shion retailamongstLeiston

town centre businesses

Other GmparisonRetail

Towns will typically have a high proportion of other comparison retdiiat form an important
part of the choice offered to customersand their perception of a place.Comparison
shopping © AAZET AA AU Pliniig Portaladetil itendsind BoGght on a
frequent basis, for example fashion and electrical goods.

Department Store:The continued presence o vibrant department store inmedium-sized
town centres offers a key attraction to customers angrobably indicates the townis a local
shopping destinationwith a wider catchment.

Home A high proportion of retailers focused 1 D OT OEAET C CI blektbcal£l O OEA
goods furniture, carpets, kitchens & kathrooms, DIY hardware, florists & gardening) is

indicative of a town centrethat is servingmany of the routine needs of the local population.

Such retail remains very vulnerable to competition from elsewhere includingt-of-town

retail; other larger centres and odine.

Luxury: A town centre with a high proportion ofscA AT 1 AA  Qiler® @i @hind, OAOA
leather goods, jewellers,books, arts & crafts, antiques) is indicative of acatchmentthat

extends beyond the local populatiorand is more dependent on visitorsr special interest

trade.

LeisureThis a mixedcategory (sports, toys, cycle shops, hobbies, pet shops & supplies, travel
agents)that serves local and specialist need#\ high proportion of such businesses may
indicate a wider catchment area or that the towis situated in an area known for outdoor
leisure adgivities.

Chemists and HealthA small proportion of chemist and health businesséspticians; chemists
toiletries, beauty products, health foods & productg is a normal part othe retail mix
meeting the routine needs of local residents
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Value:The presence of discount store will be normally be limited to a maxiwiurne or two
independent businessess small towns and multiples will only be presensiightly larger towns
serving a larger costconscious population.

Charity The presence of charity shops is typical anéten much malignedelement of town
centre retailthat nevertheless adds diversity The case for the positive contribution of charity
shops to the local economy, community and environment is wedpresentedby the Charity
Retail Association Where there is an overepresentation of charity shops the impact needs
to be consideredin terms of whether they are occupying otherwise vacant usitof

alternative, viable businesses.

Hairdressers:It is acharacteristic ofmodern town centres that a relatively higiproportion of
businesses wilbe retail services such as hairdresseré/hilst local opinionmay be disparaging
of growth in such provision, these are stable businesstmt face more limited competition
from other localities, provide a use for premises and help attrantodest footfall.

Retail servicesBusinesses providing services such @ cleaners, clothing rpairs and funeral
services will typicdly be asmall yet consistent part of the retail mixn town centresmeeting
local need

As the dashboard graphic illustrates, there is a variety of other comparison retailers and
services includinghairdressers (10.8%), retailers providing for the home (8.1%), charity shops
(6.8%), those selling more luxury items (5.4%) and headtlated goods (2,7%). This indicates
that Leiston provides a balance between adequately meeting the more everyday neetls

local people whilst having a smattering of businesses that might be more attractive for
visitors.

Convenience Retall

A

Conveniencert® AET EO AAZET AA AU OEA ‘'vdryGek exbehtidll 08 O DIl /

items, such as food.It is usually a small peentage of overall retail provisiorthough
encouragesregular shopping trips.

Supermarkets &roceries The presenceof town centre supermarketsprovides an
opportunity to boost footfall more widely if accompanied by mediunstay parking and good
pedestrian access links to the town centreThis is preferable talevelopment of out-of-town
storesi O O AAEACAG nAcksadrAocak dhdbpers B Gavél © other towns
Smaller format grocey storesenable top-up shopping as part of a town centrerip.

Staples Food shops suclbutchers, bakers, greengrocers areery important parts of the
retail mixand help encourage regularocalfootfall . Typicallythey indicatereadilyaccessible
smallertown centres. It is important to maintain such provisiom a way that maintains and
strengthens the appeal of town centres taexisting and potential new customersy enabling
OPRmOET D3 DA EGDDIE@D drmaikets abddrovative marketingas they are
under increasing pressure.

Gourmet The presence ofdod businesses such as delicatessetsa and coffeesuppliers,
cheese shops and fishmongermenote a less costonscious customeibase These businesses
may irnpart be dependent oncustom from day visitors and tourists at least for part of the
year. They are important in providing a distinctive shopping experiermed creates customer
loyalty.


https://www.charityretail.org.uk/
https://www.charityretail.org.uk/
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Off Lcenses Most towns willhave some sort of drinks outlet as part of its retail mikhe
distinction and mix of discount stores, regulaif-licenseand specialist beer or wine outletall
be indicative of the customdrase for a town centre.

Confectionery & Newsagent€onfectionary shop and newsagents am@nsistently asmall
part of the retail mix in a vibrant ton centre.

There are six convenience retailers in Leiston town centre that includes the modestly sized,
town centre Coop, aconvenience store, butchers, wholefood shop and greengrocers. This
indicates that local residents can use the town for regular teyp shopping though they may
have to go elsewhere for a wider variety of food and drink. The town does not serve as a
specid EOO O&I 1 AEAS AAOOET AGEIT & O OEOEOI 00
Financial & Professional Services

A mix of various financial and professional servicessan essential part of a vibrant town
centre serving local customers

Banks & Building SocietidBanks and buildingocieties ae very important to the economic
health of a town centrein providing a service to businesses and especially older customers
Their cash machines are an importaand readilyavailablesourceof cash Small towns are,
however, everincreasinglyvulnerable to ongoing programmes of bank closures.

Estate Agents & Auctioneer&state agents typically comprise small thoughsignificant per
centageof town centre businesses Although they have a very specific custombeasethey
are part of the overalleconomic activity and upkeep of the town.

Professional ServiceSolicitors, accountants, insurance companiginancial adviserand
photographersare an important part of local service provision.

Repair ServicesServices such asobblers, locksmithg engravingand film developersare
defined asseparate to retail though they provide routine and necessary functiores part of
the businesswithin town centres.

Leiston town centre retains just one bank and a smalloportion of financial and professional
service that may not be sufficient to fully meet local needs (8.1%), compared a national
benchmark of 2%

Food and Drink

Taken collectively, food ad drink establishments are important parts of the town centre
business mixhat can helpencourage footfall, increase dwell timescontribute greatly to the
visitor economy and underpin the evening ecmmy as a growth area in town centre
economic activity.

Cafes and RestaurantWhilst some regularusers E1 1 1T £#0AT AA AOEOEAAI
AT 1T OE A éeyAurk #ritical part of thalistinctive socialand leisure mixof town centres in

a way that encourages footéll and dwelkimes. Along with restaurants a mix of appealing

cafes will be very important in encourage dayisitors and tourists to the town centre. A mix

of suitable restaurants will be in key in underpinning a flourishimgening economy for

different local markets and visitors.

Landline 01223 563874 Email: services(@people-places.net L} -::"l'..:! sbout towns
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Bars & PubisA mix of suitable bars and pubs will be in kéy enabling aflourishing evening
economythat attracts different local markets and visitors.The predominant character of
town pubs and barswill reflect the customerbase.

Takeaways A small though significant prt of the business mix in most towns will be take
aways. Although closed during the day, they are an important part of the evenggpnomy
and typically appeal to a younger customerase.

Leiston is only moderately welserved with cafes and restaurants (4.1%) compared to 8% in
other small towns nationally. This suggests social and leisure use of the town centre are not
very important and that it will have limited appeal to visitors in this way. The number of pubs
and bars (6.8%) is however above levels benchmarked towns nationally (4%). There are
considerably more takeaways (2%) compared to similarly sized towns nationally (5%).

Offices, Light Industrial and Storage

Such uses do not tend to b&cused on town centres and are more likely to be clustereal i
out-ying business parks or industriagstates. Neither do these various business typdasnd to
be customerfacing in the same sense asgtail and other serviceghough they addto the
wider economy. Where they are welrepresented in or around the town centrethey
contribute to regular footfall.

Hotels & Accommodation

The presence of significant number of bed spaces provided througtokels, guesthouses
holiday parksand other servicedaccommodation, positively reinforces gown centred O O1 | A E’
the vidtor economy. There is no town centre accommodation iheistontown centre and this
obviously limits its appeal to tourists staying overnight in the area.

Residential Institutions (care)

Institutions such ascare homesand hospitalsprovide local social services and can contribute
footfall by staff, patients and visitors. In some town, the presence a€latively largeboarding
schoolsdetermines the character of the town centre andreates footfall from students, staff
and occasionally visiting parents.

Residential Institutions (secure)

Secure institutions such agoung offenderd institution; detention centres, secure hospitals,
and military barracksare rare components of town catres though can provide additional
footfall by staff.

Nonresidential Institutions

This comprehasive grouping accounts fothe different civic and public services that can be
found in town centres and are an important part of providing sociéiinctions in a way that
that also attracts footfall more widely. Except forplaces of worship, all of these functions
often face pressues to relocate to more accommodating edgeof or out-of-town locations
and so remove footfall.

Medical This includes doctors' surgeries, health cliniesd day centreghat are an important .
of the social function oftownsOEAO OT AAOPET O OEAEO OI T A AO OAI

Landline 01223 563874 Email: services(@people-places.net L} -::"l'..:! sbout towns
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Civic Buildings Town centres with a high proportion of civic buildings such gevernment
buildings, council services, community centres, law courts alifararieshave an important
community role and will attract footfall from a wider area.

Education & LearningQreches schools colleges training centres museumsand art galleries

all add to the wider life and appeal och community. Schools located close to town centre can
causecongestion whilst significantly contributing to footfallat the beginning and end of the
day. Museunsand art galleiescan help attract visitors if theirmappeal is beyond local interas

Places of WorshipChurches and other places of worship are a key part of the heritamsd
character of a town. They contribute footfall when services are on, can sengecmmunity
facilities for wider population and attractvisitors. Leistonhas a slightly higher per centage of
non-residential institutions (L08%) compared to small towns nationally (6%)d thisis
indicative of its civic and service function for the &@l population.

Assembly and Leisure

Although usually oty a small percentage of the overall number of town centre businesses
and institutions, assembly and leisure facilities are very important in contributing fimotfall,
andvibrancy. SucHhacilities include cnemas;snooker halls; sports grounds & stadiums; party
venues & function rooms It is important to retain such functions as part of the town centre
mix in a way that will benefit weekend, evening and visitor economies especialleiston is
very fortunate to benefit from atown centre cinema.

Sui Generis

Certain uses do not fall within any use class and are categoriseder the general heading
'suigenerisx EEAE 1 EOAOAT xU ERBA®S OT AEEOQOOEO A 1 AOCA
accounts for agrowing proportion of town centre usesas part of the diversification of town

centres. Here we subdivide the classification to aid understanding.

Leisure This subdivisionincludesgamblinginstitutions such as betting shops and amusement
arcadesthat have had a growing presence in town centresver recent years and are not
welcomed by all residents. They nevertheless are part of the wider economy axmhtribute
modest footfall.

The Leisure suldlivision of Sui Generisery specifically includesheatres & concert hallthat

AT 01 A ANOAT T U EAOA AAAT AT 1T OEAAOAA AO PAOO I
centres. Though not present in all small towns, sufdcilities can be a very important part of

the evening and visitor economies.

ThelLeisure subdivision also includesiight clubs; private clubs and social clibat are an
important part of the social life of town centresand evening economy alongsideybs and
bars. Most small towns will have at least ongocial club of this type though night clubs will
be restricted to mediumsized and larger towns.

Hostelsare categorisedas part of this subdivision.
AutOmotive

Automotive services includingar dealers& accessoriespetrol filling stations; vehicle hire, car
wash & valet servicesgarage servicestyre dealers and taxis & private ine serve important
local needs.Such usesre not necessarily located withitow n centres andmay equallybe
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located insurrounding areas The proportion of such businesses in the town centre is not
necessarilyindicative of their wider presence.

Personal

TheSu Generigategory includes a varied rangef personalservicesthat are a growing part
of the business mix within town centresand meet local needs.

Dentists Hearing& Eye TreatmentMost town centres will have one or moralentists located
in the town centrethough there may be otheran peripheral areas Hearing specialists are
increasingly part of the mix Such provisiorncan be considered alongside other healttelated
services such as clinics and opticians that are classified differently by the planning system.

Health & BeautyThisisa category with growing representation in town centres and includes
hair & beauty séons, beauty salonsalternative & complementary medicinegherbalists;
tanning shopsand nail salons Although categorised differently, it should be considered
alongsideother retail services such as hairdressing.

Tattooing: Most small town centres will have at least one tattoo parlour and they are another
exampleof the mix of services providedo meet local demand in a convenient way.

Laundry This includes launderettes and laundry businesses as opposed to dry cleaning
services that are categorised elsewherelLaunderettes will usually be present in small town
centresfocused on meeting local needs.

Veterinary & Pet Groomindrhesedistinct services for petowners may be part of the town
centre mix as well as beingrovided in outying areas, or in the case of grooming, even
through mobile services.

A modest proportion of Sui Generis use$(8%), compared to small towns nationall%o)s
indicative of relative diversity with personal servicaacluding health and beauty gambling
tattoos and laundryaccounting formost of this.

In summaryin, Leiston provides important retail and other services for local residents in terms
of goodsfor home, hairdressers some luxury itemsand0 O-DD 8 Al | A. TAdbidsinds©E T E
data indicates that just over half§3%) of businesses in the town centre are shops and that
this is comparable with other benchmarked towns nationallyit retains one bankand has
moderate representation of other professional civic am medicalservicesin the town centre.
Residents will bedependent on other neighbouring townsfor fashion andmore extensive

food shopping. Theresa relativelylow proportion of cafes and restaurantghat only partially
serve local and visitor needslt is welkserved with pubs and takeaways and this suggesta
fairly buoyant evening economy aimed at local userghere is also a significant number of
non-residential institutions and mixed Sui Generis businesses that are indicative of a local
servicefunction. Its specialist food retailing is not sufficient for it tagain the reputation as a
OFI T AEAS ASA&aIB efferAs@ikell tb Bave a limitedippeal to visitors. Part of the
challenge going forward will be ensuring that Leiston retairits mix of everyday shops and
serviceswhilst adding new businesses that widen its appeal
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East Suffolkvide Comparisons (business mix)

Ananalysis of Districx EAA AAOA AT 11 AAOCAA A1 O AOO 30&£A&I 1 E
to complementthe detailed data for the 10 individual towns concernednd provide

important context.

The towns in question are Aldeburgh, Beccles, Bungay, Fragitiam, Halesworth, Leiston,
Saxmundham, Southwold, Wickham Market village and Woodbridge. These towns are
EAAT OE £E A Aine Aith naliahdl BehchrbarkiEg methodology because they all have

less than 250 town centre business units. Within this ddgcation, there is however a
significant variation in sizes from Wickham Market with 51 business units serving a population
of just over 2,000 and Woodbridge with 211 business units serving around 8,000 town
residents and a wider catchment area.

Along with national benchmarks, this extra East Suffolkide analysis provides important
additional context. It uses selective datto help identify distinctive issues, understand trends
and provide a basis for joinedp solutions at a district and town level.

Fashion Retall

Percentage Fashion Retall

18.0% 16.7%
16.0% 14.7%

6.0%
3.6% 4.5%
- 0.0%
Fashion Retail
mmm Aldeburgh mmm Beccles Bungay
Framlingham mmm Halesworth | eiston
mmm Saxmundham mmm Southwold mmm \Vickham Market
mmm \Voodbridge —Fast Suffok average

It is very striking from this analysis that fashion retailing in the 10 East Suffolk small towns is a
scarce commodity. Many of the towns have small percentages of fashion retail makiipg

less than 6% of the total town centre businesse Leiston & Wickham Market have no fashion
retail.

In contrast to the other small towns, Southwold (16.7%) and Aldeburgh (14.7%) have a

significant proportion of fashion retail in small stores that are targeted largely at visitors. This

is an example ohow the visitor economy can boost the wider, local offer. A significant

DAOAAT OACA 1T &£ 711 AAOEACAG6O TPPC AOOET AOOGAO AO
probably due to a combination of its size, wider local catchment area and visitor market

Web: www.people-places.net Landline 01223563874  Email: services@people-phcesnet W (@man_sbout_towns
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Home & LuxuryComparison Retail

Balance of Home versus Luxury Retail
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14.0%
12.0%
10.0%
8.0%
6.0%
4.0%
2.0%
0.0%
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The most extreme example of this balance between goods for the home and luxury item is
shown by Aldeburgh: it has no retailers selling routine household goods though the highest
proportion of shops selling luxury items. &lesworth, Southwold and, to a lesser extent
Saxmundham, are other examples of towns with retail seemingly more focused on day
visitors and tourists though they do have shops selling household goods.

Bungay and Leiston are the only small, East Suffolk tow@ntre with a significantly greater
proportion of regular household retail compared to shops selling more luxury items.
Framlingham, Wickham Market and Woodbridge have the most even balance between these
two particular types of retail and suggest a cuently mixed function between serving local

AT A OEOEOI 006 1T AAAOS

Staples & Gourmet Food Retall

AEA AT i DAOAOEOA AAOA A O %AOO 30A&E£ZI 1 ESO0 Oi Al
balance between the staple and gourmet food offerings as an importapart of encouraging

regular footfall. All the towns have a small though significant proportion of shops such as

butchers, bakers, greengrocers. The greatest numbers proportionally are in Halesworth,

Bungay, Saxmundham, Leiston and Southwold, though Wdmitige and Beccles have the

largest number with four such businesses.

The highest proportion of gourmet food businesses is found in Aldeburgh though the
greatest numbers are again in Woodbridge and Beccles as slightly larger town with three.
Wickham Marke, as the smallest community surveyed, is the only location with no such
businesses.

Web: www.people-places.net Landline 01223563874  Email: services(@people-phcesnet W (@man_sbout_towns
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Balance of Staples versus Gourmet Food

6.0%
5.0%
4.0%
3.0%
2.0%
1.0%
0.0%
t> e
& & . )
S o ~<\ 0 : e ‘0 & ‘ ®
\bé’o Q,e,o <b‘>° &\oéo \Qf)\@ & \§\b &5\ @@fo E 80‘\ '§®
s & c)@é‘ £ & & ¢
& &
&

m Staples m Gourmet

Food & Drink Businesses

Proportion of Food & Drink Businesses
16.0%
14.0%

12.0%

8.0%

10.0%

6.0%

4.0%

SRR

0.0% I n
&

o 3 é’ (% <
¥ & \\ S \\ ® X >
\bé’oo Q’Q’b Q’é\ @Qéo \??Q\ \/Q’\% \>°6 056\4A <<\§b o800 ‘?‘\é
v & L c),b—\s(\ 9 \&Ib {° 3&0\&
& R
<</’b
m Cafes/Restaurants mBars & Pubs m Take-aways
The data for East Suffolk O O AT 1 O1 x1 0 ET AEAAOAO A OAT CA

and drink provision in a way thasuggests some potential for growth. Not surprisingly,
Aldeburgh and Southwoldas key visitor destinations, along with Framlingham, top the
proportion of restaurants/cafes for the towns. Woodbridge and Wickham Market have
proportions of food and drink busnesses that are slightly higher than East Suffalkde and

(-." Web: www.people-placesnet  Landline 01223563874  Email: services{@people-places.net W [@man_about_towns
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national averages. Bungay and Halesworth are just below these averages though
Saxmundham and Leiston fall well short.

Pubs are less well represented with the East Suffolk average of 3.5% fgllistgshort of

national averages for town centres. Only Southwold and Leiston have a proportion of pubs
higher than the national average whilst Halesworth and Saxmundham are significantly below
average in the proportion of pubs and Wickham Market has norteal pub.

Takeaways are generally underepresented except for Leiston and to a lesser extent
Saxmundham which have above average percentages compared to small towns nationally.

KPI 2: Commercial Units; Comparison versus Convenience

This KPprovides anoverview of the composition of retail businesses alone by considering the
split between aonvenience and comparison shops

Convenience goodg low-cost, everyday items that consumers are unlikely to travel far to
purchase. Defined asfood and non-alcoholic drinks tobacco; alcohol, newspapers and
magazines non-durable household goods.

Comparison goods all other retail goods. Defined as:books; clothing andfootwear;
furniture, floor coverings and household textilesaudio-visual equipment and other durable
goods; hardware andDIY supplies chemists goodsjewellery, watches and clocksbicycles
recreational andmiscellaneous goodshairdressing

The presence of a variety of shops in a town centre is important to #hility to remain
competitive and continue to attract customers.A balance of both comparison and
convenience retail units is therefore ideal in terms of encouraging visitors / potential
customers. The following table provides a percentage of the A1 Stowhich sell mainly
comparison or convenience goods.

National Small East Suffolk Leiston Leiston 2019 %

Towns % average % (number)
Comparison 81.%% 83% 28 82%
Convenience 185% 179 6 18%

The table indicates thatmost of the shops inLeistontown centre are canparisonretailers
(829%). This isomparable withsmall towns nationally and across East Suffolk Whilst this

percentage of canparisonretailers indicatesLeistonis an established local shopping centre, it

also suggests a continued vulnerability to competition from neighbouring centres and-ome.
It will be important for these shops to have a distinctive offer pitched at local customers
and/or potential visitors. Convenience retailers includése Coop supermarketwhich
attractsfootfall that nearby independenttown centre businessesould benefit from. The
everyday, comparison retails important for retaining regularfootfall in the town centre.

KPI3:Commercial Units; Ownership

The vitality of a town centre depends highly on the quality and variety of retailers
represented.Certain rational retail businesses are considered key attractors and are
particularly important in terms of attracting visitors and stppers to a town.Thecharacter
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and profile of a town often also depends on the variety and mix of independent shops that

AAT CEOA A Of x1i

A OOT ENOGA OAITETC bBIEI 068
names alongside local independent shops is therefore likétyhave the greatest positive

impact on the vitality and viability of a town. The following shops anupdated version of a
list of key attractors originally defined by Experian GoadMultiple traders have a countrywide
presence and are welknown household names. Regional shops are identified as those with

stores / units in several towns throughout one geographical region only amtlependent
shops are identified as those that are specific totawn. The following table provides a

percentageof the A1 Shops which arkey attractors, multiples, regional andindependent to

the locality.
Department Stores H&M
Debenhams New Look
House of Fraser River Island
John Lewis Topman
Marks and Spencer Topshop
Regional Dept. Stores Burton
Mixed Goods Retailers Next
Argos Zara
Boots Other Retailers
TK Maxx Superdrug
WH Smith Clarks
Wilkinson Clintons
Supermarkets HMV
3AET OAOOUBO CarphoneWarehouse
Tesco 02
Waitrose Three
Morrisons Phones 4 U
Clothing Vodafone
Primark Waterstones
Dorothy Perkins

The data forLeistonindicates thatthere aretwo key attractors. The proportion of national
multiples (9%)and regional multiples {8%)s overall comparable tosmall towns nationally.
These totals includes charity shopsaccounting for 5% of the total retail.Leistonhas a
relatively modest proportion (68%)of businesses that are independentipwned and thisis
also at a level comparable with national benchmarks

National Small East Suffolk Leiston (number) Leiston %
Towns % average %
Key attractor 6% 4% 6%
Multiple 20% 139 3 9%
Regional 9% 9% 6 18%
Independent 66% 75% 23 68%

o
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EastSuffolkwide Comparisonsogvnership

4EA AEAOC ET AEAAOAO OEAO POAATIT ET AT OI U
independently owned. The highest proportions ahdependently ownedshops are in

Framlingham (90%), Beccles (78%), Haleswor8#4y and Saxmundham (78%).

Aldeburgh (29%), Southwold (25%) Woodbridge (20%) and Beccles (17%) have the highest
proportion of national multiples including key attractors. This is a reflection of the
importance of the visitor economy and/or the relative sézof these town centres.

Retail Ownership
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Multiple Regional
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East suffolk averages

KPI14:Commercial Units Vacancy Rates

Vacant units are an important indicator of the vitality and viability of a town centre. The
presence of vacant units over a period of time can identify potential weaknesses in a town
centre, whether due to locational criteria, high rent levels or strong agpetition from other
centres. The following table provides the percentage figure of vacant units from the total
number of commercial units.

National Small
Towns %

East Suffolk
average %

Leiston
(number)

Leiston
%

Vacancy %

9%

%

1%

The vacancy data foteistonindicatesthere arenine unoccupied units inthe town (11%gnd
this isslightly higherthan the level forbenchmarkedsmall towns nationally (9%)Thisnumber
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of vacancies suggestpotential opportunities for new businesses to complement the
business offerin Leistontown centre relative to neighbouring East Suffolk towns

East Suffolkvide Comparisonssacanciep

The data shows vacancy rates higher than both East Suffolk and national averages in

Wickham Market(12%), Saxmundham (11%), Leiston (11%) and Bungay (10%). These figures are
slightly distorted by the relative size of the centres; Wickham Market only has six vacant

business units for example whereas the larger towns of Beccles and Woodbridge have 16 and

18 vacant units respectively.

Framlingham (0%), Southwold (2%) and Halesworth (5%) have low vacancy rates compared to
both East Suffolk and national averages.

Percentage Vacant Business Units

14%

12%

10%
8%
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2%
0%

Vacancies %

mmm Aldeburgh mmm Beccles mmm Bungay
Framlingham mmm Halesworth | eiston

mmm Saxmundham mmm Southwold mmm \Vickham Market

mmm \Voodbridge —Fast Suffolk average

KPI15:Markets

Good quality markets provide competition and choice for consumeré. busy and wehlused
street market can therefore be a good indicator of the vitality of a town centre. Conversely, if
amarket is in decline (e.g. empty pitcheeducing numbers),t can be an indication of
potential weaknesses in the town centre e.g. a lack of footfalustomers due to an
inappropriate retail mix or increased competitor activity. Markets can also providéogal
mechanism for a diverse range of local enterprises to start, flourish and grow

Leiston does not have a weekly markehough it is understand the Long Shop has hosted a
monthly Farmers Markein the town.

National Small Leiston
Towns

Average number of traders 16 5 n/a
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East Suffolkvide Comparisons (markets)

Town Market Day Number of stalls
Aldeburgh No market n/a
Beccles Friday 11
Bungay Thursday 4
Felixstowe No market n/a
Framlingham Tuesday & Saturday 3
Halesworth Wednesday 4
Leiston No market n/a
Lowestoft Saturday (relaunched September 2019) 9
Saxmundham Wednesday 3
Southwold Monday & Thursday 5
Wickham Market Wednesday 4
Woodbridge Thursday 5
East Suffolk Average n/a 5
UK Average (smatbwns) n/a 16

20

15

10

m Beccles
m Halesworth
m Southwold

East Suffolk Average

Size of East Suffolk Markets

Number of stalls
Bungay
H Lowestoft
m Wickham Market
UK Average (small towns)

Framlingham
B Saxmundham
m Woodbridge

The indicative data for East Suffolk markets shows that they are mostly very small in size and,
except for Framlingham and the réaunched market in Lowestoft, are held misveek. Only
Lowestoft and Beccles markets have more than five & As such the suggestion is that the
markets sell goods that supplement town centre retail rather than serving as destinations in

their own right.
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KPI16: Retall Rents andBusiness Rates

The values for Zone A restand Rateable Valuemre indicative benchmarks for the relative
appeal of aA O O E T BcatdAt®its customers plusthe overall scale/value of thg@remises

across the town centre

Zoning is a standard method of measuring retail premistsat is usedto calculate and
compare their value. Individual retail premises are divided into a number of zones each of a

depth of 6.1 metres or 20 feet. Zone rent levels are given as annual amounts per square

metre. Zone Ais the 6.1 metreglosest to the windowand is themost valuable The average

Zone A rent has been calculated by addiag the levels for all town centre shops, financial
services and hospitality businesses values based\taduation Office figuredor 2017. This is

compared against average levels for all such businesses across small East Suffolk towns that
have been calculated as part of this wider study of the District and provided a good

benchmark.

Rateable Value is a proxy for the rental value of buess properties and is used with a

multiplier to calculatebusiness rates, before any relief or discounts are deductedhe
benchmarks used here are calculated rateable value figure for town centre shops and cafes

published by thelLocal Government Associatiofor 2018/19.

East Suffolk

Small Towns Aierages

Leiston

Zone ARents

AverageZone ARetail Rent £278 £129
Rateable Value
Average Rateable Value £14,306 £5,813

The annual Zone A Retail Rent faeistonis £129m? and compares to an East Suffolk average
for town centres of £278/M. This indicates modest business performance expectations and

property costs. The average Rateable Value fogistonshops and cafes of£5,813¢lative to
£14,306 for other small East Suffolk town centres, reinforces these expectatiofi$ie slightly
increased ratio relative to Zone A rents, indicates that premises are below average in size

relative to neighbouring towns

East Suffolkvide Comparisongénts and rats)

Zone A rents as an indicator of property costs show a significant variation across East

3O&EEI 1 ESGO Oi Al i

O1 x 1 O?Z2inLEiQdn to A5S2WAf@D Soltdwold.T MogEO | |
of the towns fall within a range under £200/dand well below the East Suffolk average value
of £278/m,with the exception of Woodbridge, Aldeburgh and Southwid. These rental rates

are a reflection of expected business performance though in challenging times will help

explain why business confidence is relatively low in towns such as Aldeburgh and Southwold
because of high costs combined with demand for presgs from national retailers.

Conversely, low rents create opportunities for new statips and explain higher business
confidence in places such as Wickham Market where rents are relatively low (E1%1/m

A


https://www.gov.uk/correct-your-business-rates
https://lginform.local.gov.uk/reports/lgastandard?mod-metric=4143&mod-area=E92000001&mod-group=AllRegions_England&mod-type=namedComparisonGroup
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Disparities across the District in average RatealMalue are smaller. Values above the East
Suffolk small towns average are found in Woodbridge, Aldeburgh and Southwold because of
expected performance as well as Saxmundham and Wickham Market where town centre
relatively large, supermarkets account for higher proportion of the overall floorspace.

Average Zone A Rents for East Suffolk Small Towns

£600
£500
£400
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£200
- l I . l

£-

Average Zone A Rent ,
mmm Aldeburgh mmm Beccles mmw Bungay Framlingham
mmm Halesworth B |_eiston mmm Saxmundham = Southwold
mmm \Vickham Market s \Woodbridge - East Suffolk Average
KPI7: Footfall

The arrival and movement of people, whether as residents, workers, visitors or a shopper is
vital to the success of the majority of businesses within the towgentre. The more people

that are attracted to the town, the better it tradesand the more prosperous the businesses in
it become. Measuring passing people in a consistent manner in the same place, at the same
time builds up a pictureof the town, its traders and their relative success over the weeks and
months.

The following table provides the average number of people per 10 minutes between 10am
and 1pm from the busiest footfall location iheiston(the entry into the Coop Supemarket). .

National Leiston 2019
Small Towns

Busy day Thursday) 109 92 42
Quiet day (Tuesday 92 71 45

This indicative data shows thateistonis less busyat this time of yearthan similarsized
benchmarked towns nationally with42 passersby per 10 minutes on a busy day ad8 on a
quiet day. This compares t@09and 92respectively for small towns natioally on a
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busy/market day and quiet/noamarket day. It is recommerded that further footfall counts
are undertaken in the summer months.

?Fig?fesstreet glr;:v?/(jlt/ Rd High Stree.t Sizwell Rd

Charcoal Grill) | junction SN St | (@oe)
Tuesday 21 May 2019
1011am for lninute slot 27 20 17 46
11¥12am for 1@ninute slot 17 41 26 41
12amlpm for 1@ninute slot 21 39 12 47
Total 65 100 55 134
Morning average (per 10 mins) 22 33 18 45
Estimated average (per hour) 130 200 110 268
Thursday 23 May 2019
1011am for lninute slot 24 40 5 44
1112am for 1@ninute slot 26 19 10 40
12amlpm for 1@minute slot 24 44 11 43
Total 74 103 26 127
Morning average (per 10 mins) 25 34 9 42
Estimated average (per hour) 148 206 52 254

As with many towns, analysis of the data for other locations indicates that footfall in the town
centre varies significantly between the different locations. As thitable andmap overleaf
indicate, the Coop supenarket car park receiveswo to four times the footfall of the High
Street by STV ServicesThis indicates that people are not migrating relatively short distances
from the Coop or Cross Street junctioand that businesses iguieter areas are not being
exposed to the higher levels of footéll achievedelsewhere inLeiston.

East Suffolkvide Comparisons (footfall)

The data indicates that the busiest townduring the winter and springare Beccles,

Woodbridge and Halesworth. These are the only East Suffolk small towns with indicative

footf all higher than national averages. To a large extent, these footfall averages are

proportional to the respective size of the town. The | OOExT 1 A AAOA &£ O OEA
measured on the Saturday of the Christmas lights switom and is therefore likef to be

considerably busier than normal.

This indicative data suggests that thquietest townsin spring and winter on a normal, mid
week day are Aldeburgh, Bungay, Leiston and Framlingham. Unusually, Saxmundham is
busier on a noAamarket day than on markéeday. This reinforces the significant role of
3A@i O AEAIT & -@dg&sugerm@iets in attracting footfall relative to its very small
market.
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Town Centre Footfall
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