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New Milton Neighbourhood Plan:
Town Centre Study

Introduction

The New Milton Neighbourhood Plan takes a pioneering approach to sustaining and
enhancing the quality of life for residents. It places a strong focus on the town centre as
a social, economic and cultural hub. This study seeks to help achieve this.

The New Milton Neighbourhood Plan Vision recognises the key role the Town Centre
will play in delivering the Vision for New Milton. Central to the ‘Vision’ is the desire for a
Town Centre which is attractive to, and meets the needs of, a younger demographic
profile. A greater variety of shops will be part of a multi-purpose and thriving town
centre that offers more for all ages with restaurants and evening entertainment venues
creating a “real social hub”.

Policy NM7 of the draft Neighbourhood Plan specifically identifies the potential for New
Milton town centre to support an increasing range of redevelopment opportunities to
deliver residential, retail, cultural and health uses. The vision for New Milton Town
Centre is that by 2036:

“We have created an attractive, accessible and commercially successful centre with a
diverse and well-balanced retail and leisure offer that is able to cater for the needs of all
New Milton’s residents as well as those from the wider area.

The town centre has become a more attractive and vital place for a wider range of people,
by offering a mixed retail and entertainment experience and new homes and cultural and
community facilities that support our larger population and enhance the night-time
economy.

New developments have demonstrated that existing facilities are able to support all
additional demands generated by the changing demographic profile without detriment to
existing users and where this was not the case they have provided or contributed towards
new facilities, including medical and community facilities.

These schemes have also enhanced their surroundings by fitting in well with the character
of the town centre. The design of all new developments has been of a high quality that has
complimented and enhanced the existing townscape. The area around New Milton rail
station especially has improved including its connections into and around the town centre.
And the public realm throughout the town centre has been well designed and maintained
to the highest standards to encourage walking and cycling to the town centre.

There have also been improved artistic and cultural activities through the creation of a new
Cultural Arts Hub as a focal point for events and performance. Existing community
focussed events have grown, with an emphasis on the increased use of the War Memorial
Recreation Ground as a central green focus of the town centre.”
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Outline of Research
Methodology

New Milton Town Council wishes to gain insights into the future opportunities and
challenges facing New Milton Town Centre to inform policies in the Neighbourhood
Plan. The Neighbourhood Plan (NMNP) is expected to be submitted to New Forest
District Council for pre-submission draft in December 2017. Alongside this it is necessary
to identify evidence, policies and practicalities that can guide change for a number of
opportunity areas in the town centre.

This accompanying study undertaken in November 2017 will inform the proposals in the
Neighbourhood Plan by addressing the identified objectives in the following ways:

Review 2010 Retail Study: That reviews the data, assumptions and conclusions of
the 2010 study and other relevant studies in relation to New Milton and provides
an update by reflecting on the proposed changes since then; i.e. where is the
Town Centre now?

This includes a commentary on the potential implications. Particular reference is
made to the effect of the economic downturn on retailing and town centres and
the future prospects for retailing within the town centre.

Comment on Current Performance: That comments on the current position of
the Town Centre in the context of the wider competitive retailing environment
to take into account the complexity of changes in the national arena of UK
retailing since 2010.

The commentary is supplemented by ‘benchmarks’ recorded during a site visit to
indicate the vibrancy of New Milton Town Centre and its ability to maintain and
increase footfall. These measures are compared against measures used in 2006
and existing data for national benchmarks held by the People & Places
Partnership. Key indicators used are: Business vacancy rates; business types;
footfall; parking usage.

Provide Planning Policy Insights: That offers brief and focused insights on how
the Town Centre Vision can be implemented and the need (if any) for new land
use planning policy(ies) for the Town Centre.

A review has been undertaken of existing planning policy relating to the town
centre and to retail, leisure and housing provision in particular. Brief and
focused insights are provided on how the Town Centre Vision can be
implemented and the need for any additional land use planning policy(ies) for the
town centre than those already covered in the Draft Plan.

Identify Wider Delivery Opportunities: That also highlights the opportunities for
non-planning actions, to the extent that the Town Council needs to understand
how they may work alongside planning policy to realise the vision.

As part of the analysis undertaken here, the People & Places Partnership will use
its extensive experience of town centre regeneration policy and practice to
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highlight the opportunities for non-planning actions. The purpose of this is to
help guide the Town Council in how they may work alongside planning policy and
other partners to realise the vision including initially reviewing the scope for
potential non-planning actions to improve town centre performance. This has
been conducted on the basis of findings from initial survey work as well as
interviews with key stakeholder representatives.

Background

Retail and Leisure

New Forest District Council published a Retail Study Update in July 2010 as evidence for
reviewing their development plan policies. This Study assessed the long-term retail
forecasts at the time, projected surplus expenditure beyond 2018, and indicated there
could be scope to 2026 for about 1400 sq. m (gross) of additional convenience floor
space and about 2900 sq. m (gross) of comparison floor space. These additional needs
were subsequently reflected in the Local Plan.

The District Council is not proposing to commission an update of its Retail Study to
evidence their final Local Plan proposals, so no account will have been taken of the
effects of either its or the Town Council’s housing growth strategy (see below) on the
town centre offer or the wider retail strategy for New Milton.

Detailed performance data for New Milton town centre is provided in a study from 2006
which also provides and analysis of strengths and weaknesses at the time and
recommendations for enhancing the town’s retail and leisure opportunities.

The town centre retail and leisure capacity will reviewed during this work on the basis of
the requirement to update the previous retail studies based on wider national context
and an assessment of current town centre performance indicators.

The need and capacity for additional retail, leisure and business uses, particularly in the
short to medium term has been considered within the context of available
opportunities. The ability of New Milton town centre to accommodate some or all of
this potential has been addressed through the New Milton Town Centre Study (June
2017). The study has been informed by discussions with land interests to review
potential development sites and emerging proposals and supplemented by the

Town Council’s survey work to determine current retail uses and leasehold
arrangements.

Housing and Demographic Change

At the time of the development of the Local Plan, the expectation was for relatively
modest growth in the local housing stock. Now, however, the Neighbourhood Plan
Vision suggests greater growth of up to 1500 dwellings to 2036. The impact of traffic
on the town centre and the traffic implications of one or two of the proposed housing
site, also needs to be considered.

Such proposed growth over the 20-year period of the neighbourhood plan is intended
to help create a younger demographic profile. This is in parallel an economic focus on



demographic change in the town in the Spatial Strategy to 2026 to retain or attract the
16 to 44 age group “through the development of niche sectors including creative and
media industries based on an unparalleled quality of life”.

A recent Town Centre Capacity Study Plan undertaken by the Neighbourhood Planning
group has identified potential development sites. The report concluded that the
Neighbourhood Plan requires a development strategy for the town centre that would
encourage change that would contribute to the overall housing numbers and mix by
providing for a younger residential population within the town centre; help create town
centre environment that will attract new businesses which in turn will cater for a
younger demographic and increase footfall. The report also suggested that the town
centre has the potential to make a significant contribution to the housing numbers, with
mix and type being important in achieving the overall change to New Milton envisaged
by the Neighbourhood Plan Vision.

Appearance and Urban Design

An existing though out-of-date Urban Design Framework exists for New Milton Town
Centre from 2006. The Framework’s key purpose was to provide a detailed urban
design appraisal addressing transport, planning and design issues; review the traffic
implications; and provide a vision for the long-term future of the centre, including
development opportunities, public realm and highway improvements.

More recently a Neighbourhood Planning workshop explored the scope for the
potential development sites to deliver change and improvements by:

Creating new a sense of place and arrival

Defining the High Street

Providing a focus to the town

Using open space as a setting new development and amenity

Improving the integration of Old Milton Road

Increasing permeability within the town centre and opening up the High Street

Within the wider vision to create a town centre which is attractive to a younger
demographic profile, it is proposed that these design issues will largely be addressed
within the requirement to identify wider delivery opportunities.

Town Centre Policies

Importantly, the draft New Milton Neighbourhood Plan contains policy specific to the
town centre. This policy is divided into four separate parts (NM7A — NM7D) that each
focus on a particular type of opportunity. The intention is that the Town Council and
New Milton Town Partnership will work with their partners, developers, landowners,
community groups and other relevant organisations to deliver the vision for the town
and town centre.



Figure 1: New Milton town centre opportunity sites.
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Opportunity Sites

NM7A: Town Centre Site Opportunities: The policy identifies a number of key town
centre sites where proposals for redevelopment schemes will be encouraged and
supported, provided they accord with the relevant development plan policies (figure 1).
Potentially these sites can make an important contribution to providing new retail
space; boosting footfall, creating new residential property and changing the
demographic of town centre users.

In summary, the potential developments within Blocks A to C seek to strengthen the
northern end of the High Street, and Blocks D and E provide an opportunity for
strengthening the southern end. In addition proposals F&G offer to provide new
community and leisure facilities in a way that also modifies the linear layout of the town
centre whilst site H offers opportunities to diversify the business mix in this secondary
shopping area. Proposal | seeks to create additional health and wellbeing provision as
part of a multi-purpose town centre.

In reviewing these proposals, it seems that are some particularly key sites in the quest
to enhance the town centre’s performance and provision for local residents:

Station Road/Spencer Road (Site D) & Station Road/EIm Avenue (Site E)

These potential sites at Station Road/Spencer Road offers the opportunity for mixed use
development or redevelopment that could boost the town centre and attract necessary
new retail and leisure provision. This site could provide for a suitable size and quality of
retail floor-space as well accompanying parking that could reinvigorate this end of town
alongside the established Bradbeers ‘anchor’ department store. There is a suggestion in
the draft Neighbourhood Plan that such development could be accompanied by the
creation of a new public space and should include ‘shared space’ proposals.

The potential redevelopment of public car park nearby between Station Road and EIm
Avenue (Site E) merits further investigation and feasibility work linked to this site.
Aspirations for this adjacent site include to provide a new retail frontage and public
realm to Elm Avenue, residential dwellings potentially; a new multi-story car park. As
this land is in public ownership there are greater options for asset transfer and
enhancement to underpin appropriate long-term development and management (see
below).

Memorial Centre (Sites F & G)

Initial proposals for the a redevelopment of the Memorial Centre to create a new multi-
purpose cultural facility offers an opportunity to significantly improve the leisure and
evening economy offer of the town centre. As figure 2 indicates there is space to
redevelop the whole site to provide a community cultural/arts hub which might include
a theatre, library and council offices. The aspiration is that by also opening-up
connecting pedestrian routes that this will also help re-align the currently linear layout
of the town centre; provide a strong focal point and public realm function that is able to
play an enhanced role in the life of the town centre.

To maximise the use of this prime location and the viability of proposals in contributing
long-term to the town’s leisure provision and evening economy, options could include
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allocating space for commercial activity such as ‘family-friendly’ cafes/bars alongside
cultural provision. Again, as this land is in public ownership there are greater options for
asset transfer and enhancement to underpin appropriate long-term development and
management.

Figure 2: Indicative design for new Millennium Centre

Town Centre Travel & Access

The main patterns of movement generated from within New Milton are car-based and
congestion on Station Road/Ashley Road in the town centre is common throughout the
day. The station is already busy and is potentially likely to become busier due to
proposed improvements to the rail network capable of handling significantly higher
levels of use for commuting. In terms of demographics, the current elderly profile is set
to increase challenges bringing a combination of increased car dependency, diminishing
driving abilities and a need to maintain independence and accessibility to medical and
other services.

Significant growth on the edges of the town is likely to increase congestion in the town
centre and diversification of day-time and evening economy is likely to increase car
journeys and demand for car parking space unless alternatives are provided. With no
prospect of creating additional road capacity in or around the town, the challenge is to
provide realistic alternatives to car trips that service the town centre, station and new
housing by walking, cycling and bus services. This may require dedicated bus and cycle
lanes on limited road space and perhaps Park & Ride sites and/or dedicated station-bus
services.
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Policy NM7C seeks to ensure that town centre in particular is serviced by such
alternative travel arrangements.

NM7C Walking & Cycling to the Town Centre: Development proposals, where adjoining
an established route, must ensure that the needs of pedestrians, cyclists and public
transport users are fully taken into account and that commercial uses can continue to be
serviced.

Policy NM8 more broadly seeks to improve accessibility and journey reliability and to
enable people to choose how and when to travel and to contribute to the health and
prosperity of places.

NMS8 Accessibility: Proposals for development or for a change of an established use
should offer maximum flexibility in the choice of travel modes, including walking and
cycling, improve accessibility to services and support the transition to a low carbon
future.

Other Related Policies
Other policies that are supportive in enhancing the town centre’s function are:

NM7B: Occupancy of New Residential Development in the Town Centre; any
proposals for residential development schemes of 10 or more net dwellings in
the defined Town Centre shall ensure that at least 80% of the dwellings will be
subject to a means of restricting their occupancy to households under 40 years
of age.

NM7D: Town Centres Buildings of Heritage & Townscape Value; The
Neighbourhood Plan identifies the buildings and structures as having local
heritage and/or townscape value. Development proposals must conserve and
enhance the heritage assets of the town centre and must be well designed.
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Study Findings
Review of Retail Trends

Retail Trends by Sector
Internet & Multi-Channel Retailing

One of the key influences on the retail sector in the last decade has been the significant
increase in the popularity of internet shopping with the majority of retailers now having
an on-line presence. The growth in on-line retailing has lifted the share of special forms
of trading (SFT) to a level where it now accounts for over a tenth of total retail sales.
Experian data shows that the value of internet sales in 2016 was estimated at £48.9bn at
current prices, with the internet share of total retail sales standing at 11.7% in mid-2016
compared with just 4.7% in June 2008.

Experian forecast that non-store retailing will continue to grow rapidly and will continue
to outpace traditional forms of spending. There were however estimated to be 59.3
million internet users in the UK at the end of 2015 and, accordingly, growth in the
internet user base will be less of a driver than over the course of the last decade.
However, growth momentum will be sustained by changes in technology such as tablet
| mobile devices and interactive TV shopping, as well as improved delivery options.

It is anticipated that click and collect will be one of the key drivers of growth with drive
thru’ pick-up sites, lockers and existing stores rising in importance as locations for the
receipt or return of products ordered on-line. ‘The Multichannel High Street: Winning
the Retail Battle in 2015’ report prepared in partnership with the Retail Trust and British
Retail Consortium identifies that approximately 60% of retailers surveyed as part of the
study already offered click and collect with many others intending to launch the service
in 2015. For example, ASDA had in excess of 600 click and collect locations at the end of
2014, including existing supermarkets, petrol station forecourts, tube stations and
business park sites.

However, a network of stores will remain a key component of retailer’s strategies as
part of a wider multi-channel offer, providing a showroom setting and showroom
experience.

Experian forecast that SFT market share will continue to grow, although the pace of e-
commerce growth will moderate markedly after 2020. The majority of internet
shopping on convenience goods will be in the form of goods bought from stores and
the proportion of non-retail sales in convenience goods outside stores is forecast to
increase from 3.0% in 2016 to 4.6% in 2026. Excluding non-store sales from within stores,
the proportion of non-store retail sales in comparison goods is forecast to increase from
13.2%in 2016 t0 16.1% in 2026.

Food Retailing

The ‘Big Four’ supermarkets continue to dominate the food retail sector and Tesco
remain the UK’s largest food and grocery retailer with 28.4% of the market, followed by
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Sainsburys (16.8%), ASDA (16.2%) and Morrisons (10.6%). However, the ‘Big Four’
retailers have all experienced difficult trading conditions in the last few years with their
collective market share having fallen from 75.7% in June 2013 to 69.4% in October 2017.

The difficulties faced by the leading food retailers reflect the fact that there is over
capacity in the market with Tesco, Sainsburys and Morrisons having expanded their
floorspace by more than the growth of UK grocery sales. In view of weak growth in
convenience goods expenditure, changing UK demographics, increasing online sales
and a growing emphasis amongst consumers on price and value for money in
convenience goods, the leading grocery retailers have, on the whole, cut back their
plans for new investment.

Tesco announced in 2015 that they would no longer be going forward with 49 planned
UK stores, as well as the closure of 43 unprofitable stores. They have also recently
announced that 76 stores across the country will no longer operate for 24 hours and the
adoption of a simple pricing strategy in the face on continued competition from
discount retailers.

Sainsburys are continuing to focus heavily upon their convenience store format
(Sainsburys Local) and also announced plans in April 2015 to convert existing food retail
floorspace equating to approximately 6% of their property portfolio to sell non-food
items, including own brand items and subletting floorspace within existing stores to
other retailers to operate concessions, including Argos and Jessops. Sainsburys entered
into a joint venture with Danish retailer Dansk Supermarket Group in 2014 to reintroduce
the Netto discount brand into the UK market. However, this venture was abandoned in
Summer 2016 to enable Sainsburys to focus on their core business and acquisition of the
Home Retail Group.

ASDA conversely announced ambitious plans in February 2015 to invest £60om in
opening a number of new stores, primarily across London and the south east, as well as
refurbishing existing stock and to provide 1,000 click and collect locations across the UK
by 2018. However, they subsequently announced in late-2015 that they would slow
down previous plans for new stores in London and the creation of additional click and
collect sites and would instead prioritise the refurbishment of 95 of its larger stores.

Morrisons’ main focus in recent years has been on the convenience market through the
development of its M Local format stores. However, Morrisons pulled out of the
convenience store sector in 2015 following the sale of 140 M Local stores and it is
understood that the company will now focus investment upon its existing portfolio of
stores.

Whilst the ‘Big Four’ have experienced difficult trading conditions in recent years, the
German owned discount food retailers, Aldi and Lidl, have increased their collective
market share from 6.6% in June 2013 to 12.0% in October 2017. Aldi overtook Co-Op
earlier this year to become the UK’s fifth biggest supermarket and now have a market
share of 6.8%. Aldi and Lidl’s specific business models enable them to offer high quality
food items at low prices and both firms have recently outlined ambitious store opening
plans across the Country that will potentially further increase pressure on the ‘Big Four’
retailers. Aldi have recently announced plans to open a further 80 stores across the UK
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in 2016 taking their total portfolio to over 700 outlets. Lidl are also looking to open 4o0-
50 stores per annum across the UK over the course of the next three years, as well as
refurbishing up to 150 existing sites with its ‘Lidl of the Future’ (LOF) concept.

The changing habits of consumers with a move away from large weekly shops to more
frequent ‘basket’ shopping trips has also led to many of the main retailers investing in
smaller format C-stores such as Tesco Express, Sainsburys Local and Little Waitrose.

Polarisation of Comparison Goods Shopping

There have been fundamental changes in the retail sector in recent years, influenced
heavily by the global economic crisis and the growth in on-line retailing. These changes
have led to changing shopping habits amongst consumers with knock-on implications
on the space requirements of individual retailers. There is no longer a need for retailers
to be represented in every town in order to achieve national coverage and retailers are
increasingly focusing investment on flagship stores in prime locations, supplemented by
smaller satellite stores and an on-line offer. The prime sub-regional towns and cities are
continuing to attract key retailers, however, the middle ground towns are being
squeezed and are potentially struggling to attract investment — often leaking trade to
the more dominant centres and having lost a number of multiples and anchor units
during the recession. The strong, more dominant centres are getting stronger and the
polarisation of retail between large destination malls / centres and secondary High
Streets is increasing. Local and neighbourhood centres are less affected; offering
convenience, day-to-day needs and top-up shopping.

Discount Non-Food Shopping

Discount retailers, in general merchandise as well as food, are taking sales from the
leading supermarkets and from comparison goods retailers such as Marks & Spencer.
The comparison goods market has become more competitive, in the same way as
convenience goods, as consumers look for the best offers. Although there remains a
strong market for high value comparison goods, the market for lower-priced
comparison goods shopping has grown during the recession and is expected to
continue performing strongly.

In clothes shopping, Primark has expanded rapidly in the last decade. Other retailers
have benefitted from the trend towards best value in non-food shopping, as consumers
seek value for money in a competitive market. B&M Stores has been one of the fastest
growing businesses in this market. Poundland has also gained in popularity in the
discount field as more shoppers look for value products. Wilkinsons (now Wilko) has
made recent growth by concentrating on household products, including home-brand
items. These trends suggest that there will be further polarisation of comparison goods
shopping in the future between different types of centres, with the secondary centres
concentrating more on lower value comparison goods. Discount non-food shopping is
likely to be a strong feature in the survival of smaller town centres.

Retail Parks

Retail parks were developed to provide an opportunity for retailers selling ‘bulky goods’
to locate outside town centres where development costs are lower. Traditionally retail
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parks were dominated by retailers of white goods, furniture and DIY items. However, in
recent years, there has been a trend towards ‘town centre’ retailers such as Boots, Next
and Marks & Spencer locating on retail parks where planning controls have been less
restrictive. Out-of-town retailing remains popular with national retailers where they can
comply with planning restrictions on the range of goods sold. Anincreasing amount of
floorspace in retail parks is being used by leisure operators. The changing character of
many retail parks towards non-bulky goods has been accompanied by an improvement
of leisure provision such as restaurants, cinemas and health & fitness.

The fastest-growing retail park tenants since 2012 in terms of floorspace are Wren
Living, Poundland, B&M, Home Bargains, Smyths Toys, Poundstretcher, The Range,
Dunelm, Pets at Home and TK Maxx. Few of these are bulky goods retailers. The
recession has led to the closure of several well-known bulky goods retailers. The DIY
market is dominated by B&Q, the largest home improvement and garden centre retailer
in Europe, but it is actively seeking to reduce the floorspace in its stores by 20%,. Focus,
previously one of the largest DIY store operators, went into administration in 2011.
Home Retail Group plans to cut the number of its Homebase stores by 25% by 2019
following a review of the chain. Many of its stores are reported to be unprofitable orin
decline. In electrical goods, Comet ceased trading in 2012.

Independent Shops

Specialist independent shops are the traditional anchors of many High Streets,
particularly in the more affluent towns and tourist destinations. The presence of
independent shops can be a key factor in the attractiveness of a centre, contrasting
higher quality centres with the ‘Clone Towns’ that have been widely criticised. Some
towns have a well-established base of independent shops. In other towns, the
departure of national multiples is creating an opportunity for independent retailers to
occupy the available space.

Markets represent a special form of independent retailing. Street markets can be a
distinctive selling point for a town, helping provide footfall that benefits other
businesses. Consumers are becoming more concerned about where food is sourced
from and how it is produced. This has led to an increase in popularity of specialist food
outlets such as farm shops, bakers and delis.

The Future of Town Centres

In 2000, 49% of retail spending took place on the High Street. This fell to 42% in
2009 and was expected to fall further to 40% in 2014.

The traditional model of the High Street was a place where people visited to shop.
Retailing is an important element of a thriving town centre, but it is no longer sufficient.
Town centres of the future will have to adapt to perform different roles.

While planning policies have slowed down the growth of out-of-centre retailing, there

continues to be a trend in retail parks away from bulky goods retailing to the provision
of ‘town centre’ goods such as fashion and homewares. Continuation of this trend will
further challenge the future vitality of many High Streets.
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Town centres need to move beyond retail and be vibrant places that people want to
visit, including for leisure and recreation, local independent shops, culture,
entertainment, business, community uses and public space, as well as their traditional
shopping role. Centres will need to constantly evolve to remain economically vibrant.
They need to offer something different from out-of-centre stores. Even successful
centres where new investment will be concentrated will tend to have a greater element
of leisure uses. The smaller, less successful centres will have to develop a role which fits
their position in the retail and service hierarchy. Some will inevitably decline in
attraction and their retail role will contract, with a change from retail to other uses. This
could be an opportunity for different uses to locate around a smaller retail and
commercial core.

Review of Retail Study
Background

Introduction

The New Forest Retail Study Update 2010 was prepared by Nathaniel Lichfield &
Partners for New Forest District Council in July 2010. It is an update of a previous retail
study carried out in 2005. The ‘Retail Study’ covers retail policy at that time and reviews
retail trends. It assesses the quantitative scope for retail floorspace in New Forest
District and the main towns including New Milton in terms of floorspace capacity for
convenience and comparison goods. Conclusions and recommendations are made on
meeting shopping needs in the District and accommodating future convenience and
comparison goods development in the period up to 2026.

In New Milton the Retail Study identifies scope for an additional 1,450 sq.m. gross
floorspace in convenience goods in 2018 and 1,990 sq.m. gross floorspace in 2026. This
represents potential for a new reasonable sized foodstore by 2018. The study
recommends that the strategy should seek to concentrate further comparison retail
development within the four main town centres (Totton, Lymington, New Milton and
Ringwood), as the main comparison shopping destinations in the District. In comparison
goods there is scope for 2,890 sq.m. gross floorspace in comparison goods in New
Milton 2018 and 7,240 sq.m. gross floorspace in 2026, assuming that New Milton’s
market share of spending remains constant.

This section of the report reviews and updates the quantitative scope for retail
floorspace set out in the 2010 Retail Study. It focuses on shopping in New Milton rather
than the District as a whole. The New Milton study area is defined as Zone 3 of the Retail
Study, which includes the town of New Milton and the surrounding villages. The Review
takes account of the existing provision of convenience and comparison retail floorspace
in New Milton and its estimated turnover. The population and retail expenditure
forecasts in the 2010 Retail Study have been updated and extended to 2036 in line with
the timeframe of the Neighbourhood Plan. The Review assumes that future shopping
patterns in the local area remain the same as in 2010 in terms of New Milton’s market
share of expenditure in Zone 3, outflow of spending to other centres and the extent to
which New Milton attracts spending from outside Zone 3. The capacity analysis for
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convenience and comparison goods is updated for the forecast years 2021, 2026, 2031
and 2036.

Methodology and Data

The methodology used to assess the quantitative scope for retail floorspace in New
Milton is broadly the same as in the 2010 Retail Study. The detailed tables are included in
Appendix 1 for convenience goods and Appendix 2 for comparison goods. For
consistency with the 2010 Retail Study all monetary figures in this Review are expressed
in 2008 prices.

The steps in the methodology and the relevant data sources are as follows:

(1) The benchmark turnover of existing floorspace in New Milton is estimated based
on net sales floorspace and average turnover densities (£ per sq.m. net).

(2) The population forecasts in the 2010 Retail Study up to 2026 have been extended
to 2031 and 2036. The average annual growth rate of population in the New
Milton study area is based on the forecast growth rate for New Forest District as
a whole in the latest Hampshire County Council small area population forecasts.
An additional allowance is made for population growth arising in New Milton
because of the proposed development of 1,500 new dwellings up to 2036. It is
assumed that there will be 500 new dwellings by 2026, 1,000 by 2031 and 1,500 by
2035 and that the average household size will be 2.4.

(3) Per capita expenditure on convenience goods in the New Milton zone uses the
same 2010 base figure as in the 2010 Retail Study. Changes in per capita
expenditure levels in 2016 and the forecast years to 2036 are derived from the
latest Experian Retail Planner Briefing Note 14, November 2016. Annual growth
rates for convenience and comparison per capita expenditure are applied to the
2010 base figures for the period to 2016 and then each five year period to 2036.
The figures used are Experian’s forecasts of growth in sales volumes per head
excluding special forms of trading (SFT) such as Internet shopping but adjusted
to allow for SFT sales that are sourced from goods stocked in stores.

(4) 1t is assumed that the market shares of New Milton in convenience and
comparison goods in 2010 will remain constant. The percentage market shares
for Zone 3 are used to calculate the amount of expenditure generated in Zone 3
in each forecast year, the amount of trade going to shops in New Milton, the
amount of trade going to other centres in New Forest District, the amount of
outflow or leakage out of the District, and the additional spending in New Milton
arising from inflow from outside Zone 3. The additional inflow of spending in
New Milton is applied as a multiplier of the amount of residents’ spending.

(5) The capacity analysis for each forecast year uses the percentage market share of
residents’ expenditure applied to the amount of expenditure generated in Zone 3
to obtain spending by residents in New Milton. These market shares are 48% for
convenience goods and 17% for comparison goods. Total spending in New Milton
is obtained by applying multipliers of 15.6% for convenience goods and 18.0% for
comparison goods. The difference between total spending in New Milton and the
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benchmark turnover of existing facilities represents surplus expenditure which is
divided by turnover density to calculate floorspace capacity. Full details of the
methodology and data are given in the supporting tables.

Retail Capacity Findings
Existing Retail Floorspace and Turnover

The base data on convenience goods shopping in New Milton takes account of the new
Lidl store at Barton Court and Morrisons on Station Road, both of which opened at the
end of 2010 (Appendix 1, Table 1). The Co-op foodstore on Station Road closed in 2016
but it remains a vacant unit and is included in the table of existing provision. The same
turnover densities are used as in the 2010 study. These are benchmark turnover
densities, reflecting the company average sales performance of different stores. Total
convenience turnover in 2016 is calculated to be £60.16m, excluding comparison sales
within food stores.

The net sales floorspace in comparison goods in New Milton uses the 2010 base data
adjusted for changes in foodstore comparison sales areas. There is no reliable data on
benchmark turnovers of comparison goods stores so it is assumed that comparison
benchmark turnover will be same as the household survey-based turnover estimated
from residents’ expenditure in New Milton and additional spending from outside Zone 3.
Total comparison turnover is estimated to be £36.10m in 2010 including comparison
sales within foodstores. Taking account of increases in sales density between 2010 and
2026, it is estimated that the total comparison turnoverin 2016 is £40.7m.

Population and Spending

The estimated population of the New Milton zone in 2016 based on the 2010 study
forecasts is 64,334. Using the Hampshire County Council 2016-based small area
population forecast growth rate and the allowance for population growth from new
dwellings in New Milton, the total population of the New Milton study area is forecast
to increase to 66,832 in 2026 and 74,205 in 2036. Full details are given in Appendix 1,
Table 2.

In convenience goods the latest Experian data and forecasts show a decline in per capita
spending since 2010 and a negative growth rate in per capita expenditure throughout
the forecast period. Details are given in Appendix 1, Table 2. Convenience goods
spending has tended to have a low growth rate historically. The forecast negative
growth rates reflect economic conditions and prospects and the trend towards
increased convenience spending in the form of Internet shopping which does not create
a demand for floorspace in foodstores. The growth of population more than offsets the
decline in per capita spending and total convenience expenditure is forecast to increase
from £113.5m in 2016 to £115.2m in 2026 and £126.4m in 2036.

In comparison goods the latest Experian forecasts show a positive growth rate in per
capita expenditure throughout the forecast period, continuing past trends. Details are
given in Appendix 2, Table 2. The forecast growth rates take account of the trend
towards increased spending in the form of Internet shopping on comparison goods but
the rate of growth is still significant and reflects a steady increase in consumer spending

]
i
¥
n
[
w
1]
=]
=]
m
=]
W
1]
=}
I
=]
=]
=]
W



18

on comparison items. This increase, together with the proposed housing growth in New
Milton, produces an increase in total comparison expenditure from £209.0m in 2016 to
£270.6min 2026 and £410.8m in 2036.

Existing Spending Patterns
Convenience Shopping

Appendix 1, Table 3 shows convenience shopping market shares and household survey-
based turnover in the New Milton study area (Zone 3) in 2010. Of the expenditure
generated by residents of Zone 3, 48% is spent in New Milton, 9% goes to other centres
in New Forest District and 43% is outflow or leakage to centres outside the District. An
additional 15.6% of spending is attracted as inflow to New Milton as a multiplier of
residents’ convenience spending. Total convenience spending in New Milton in 2010 is
estimated to be £68.3m. By 2016 the amount of convenience expenditure generated in
Zone 3 has declined and total convenience turnover in New Milton is calculated to have
fallen to £63.0m, assuming that New Milton’s market share has remained at 48%
(Appendix 1, Table 4).

Comparison Shopping

Appendix 2, Table 3 shows comparison shopping market shares and household survey-
based turnover in the New Milton study area (Zone 3) in 2010. Of the expenditure
generated by residents of Zone 3, 17% is spent in New Milton, 5% goes to other centres in
New Forest District and a substantial 78% is outflow or leakage to centres outside the
District. An additional 18.0% of spending is attracted as inflow to New Milton as a
multiplier of residents’ comparison spending. Total comparison spending in New Milton
in 2010 is estimated to be £36.1m. By 2016 the amount of comparison expenditure
generated in Zone 3 has increased and total comparison turnover in New Milton is
calculated to have grown to £41.9m, assuming that New Milton’s market share has
remained at 17% (Appendix 2, Table 4).

Quantitative Capacity for Convenience Floorspace

The total level of convenience goods expenditure available for shops in New Milton
between 2010 and 2036 is shown in Appendix 1, Table 4. The table shows the growth of
convenience expenditure of Zone 3 residents up to 2036, which is relatively small. New
Milton is assumed to retain a market share of 48% of residents’ spending. The
expenditure forecasts by Experian do not predict any increase in benchmark sales
density for convenience goods stores. The benchmark turnover of convenience
floorspace is assumed to remain after constant after 2016. Allowing for inflow of trade,
the amount of surplus expenditure available after subtracting benchmark turnover is
shown to have fallen between 2010 and 2016 because of the opening of new stores (Lidl
and Morrisons). Surplus expenditure is forecast to increase slightly from £2.8m in 2016
to £3.8m in 2026 and then to a greater extent to £10.0m in 2036 because of greater
population and expenditure growth in the longer term.

Floorspace capacity is calculated by dividing surplus expenditure by an average sales
density of £9,808 per sq.m. net for convenience goods derived from the 2010 Retail
Study. Sales density is not predicted by Experian to increase in future years. Net sales
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floorspace capacity is calculated to be 380 sq.m. in 2026 and 1,020 sq.m. in 2036. Gross
floorspace capacity is based on a net/gross floorspace ratio of 70%. Gross sales
floorspace capacity is calculated to be 550 sq.m. in 2026 and 1,450 sq.m. in 2036.

Quantitative Capacity for Comparison Floorspace

The retention of comparison expenditure in the New Milton zone is much lower than for
convenience goods due to the strength of competing comparison goods facilities in
neighbouring towns, particularly Christchurch and Bournemouth. In the 2010 Retail
Study two scenarios were examined. The first scenario assumes that the current market
share of comparison expenditure in New Forest District will remain the same. The
second scenario assumes that improvements in provision will help to increase New
Forest District’s market share of expenditure.

This Review focuses on New Milton rather than New Forest District as a whole. The New
Milton zone retains only 17% of its comparison expenditure and there is an outflow
(leakage) of 78% of spending to retail destinations outside New Forest District. The
capacity analysis for comparison goods assumes that the market shares for the New
Milton zone will remain unchanged. It is unlikely that New Milton will be able to increase
its market share for comparison goods. Scenario 2 in the 2010 study assumed that the
market share of retention in Zone 3 would increase from 17% to 20%. However the
opening of the Meteor Retail Park in Christchurch is likely to restrict the potential for
such anincrease. Located on the eastern edge of Christchurch close to New Milton, the
retail park opened in 2016 and includes TK Maxx, Bathstore, Poundland, Sports Direct
and Matalan, as well as Aldi. For the purposes of this review of capacity it is assumed
that existing market shares will be maintained.

The total level of comparison goods expenditure available for shops in New Milton
between 2010 and 2036 is shown in Appendix 2, Table 4. The table shows the growth of
comparison expenditure of Zone 3 residents up to 2036. Between 2016 and 2036 total
expenditure generated is forecast to almost double. Using a retention of 17% and
allowing for inflow of spending, the potential total spending in New Milton is forecast to
increase from £41.9m in 2016 to £82.4m in 2036. The benchmark turnover of comparison
floorspace is assumed to increase at a rate of 2% per annum in line with Experian
forecasts of sales density. Surplus expenditure is forecast to increase from £1.3min 2016
to £4.7m in 2026 and then significantly to £22.0m in 2036, again because of greater
population and expenditure growth in the longer term.

Floorspace capacity is calculated by dividing surplus expenditure by an average sales
density. The sales density adopted in the 2010 Retail Study was £4,000 per sq.m. net in
2010. Experian forecast that comparison goods sales density will continue to increase at
a rate of 2% per annum. Applying these higher sales densities for the relevant forecast
years, net sales floorspace capacity is calculated to be 840 sq.m. in 2026 and 3,100 sg.m.
in 2036. Gross floorspace capacity is based on a net/gross floorspace ratio of 70%. Gross
sales floorspace capacity is calculated to be 1,200 sq.m. in 2026 and 4,430 sq.m. in 2036.



Summary of Retail Capacity

The following table compares the floorspace capacity in New Milton shown in the 2010
Retail Study with the updated forecasts calculated in this Review.

2010 Retail Study 1,450 1,990 -
2017 Review - 550 1,450
2010 Retail Study 2,890 7,240 -
2017 Review - 1,200 4,430

In convenience goods the floorspace capacity in 2026 is lower than that forecast in the
2010 Retail Study. The growth forecast for convenience goods expenditure of residents
in the New Milton zone between 2010 and 2026 has decreased from 13.6% to -6.3%.
Convenience spending has declined between 2010 and 2016 and is only expected to
increase again as a result of housing and population growth in New Milton after 2021.
The floorspace capacity of 1,450 sq.m. gross in 2036 represents a potential for further
foodstore development comparable to the size of the existing Morrisons store to meet
the needs of the additional population in the town.

In comparison goods the reduction in floorspace capacity in 2026 is due to a significant
decrease in the amount of expenditure available in the New Milton zone. The Retail
Study forecast a growth in comparison expenditure of residents of 111% between 2010
and 2026. In this Review the forecast growth is 50% based on the latest Experian data
and forecasts of per capita expenditure on comparison goods. However, by 2036
further population and expenditure growth results in a greater potential for additional
comparison floorspace. The floorspace capacity of 4,430 sq.m. gross compares with
existing comparison floorspace in New Milton of 10,690 sq.m. gross. Comparison
floorspace could increase by 11% to 2026 and 41% to 2036.

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces  webs wwnen people-places.co.uk
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Current Town Centre Performance
The Approach

This study uses the People and Places Town Centre Benchmarking System to assess
current town centre performance using a tried and tested approach. The approach
offers a simple way of capturing data on Key Performance Indicators selected and
comparing them to national benchmarks. The national figure is the average for all the
towns which participated in Benchmarking during 2017. Only selected KPIs for the
business composition, footfall and car park provision were used

Analysis of Key Performance Indicators
KPI 1: Commercial Units; Use Class

It is important to understand the scale and variety of the “commercial offer”
throughout the 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.
Sustaining a balance between the different aspects of buying and selling goods and
services ensures that the local population (and visitors from outside) can spend time
and money there, keeping the generated wealth of the town within the local economy.

Findings

The table below provides a detailed analysis of the commercial offering in the town
centre by Use Class. The figures are presented as a percentage of the 204 occupied units
recorded.

National er\lift‘:)vn New

Small o Milton

Towns % Number 2017 %
A1 52% 122 60%
A2 14% 25 12%
A3 8% 9 4%
A4 4% 3 1%
A5 4% 8 4%
Bt 3% 6 3%
B2 1% 0 0
B8 0 0 0
a 1% 0 0
c o 0 0
C2A 0 0 0
D1 6% 14 7%
D2 1% 1 0
sG 5% 16 8%
204 100%
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The business data for New Milton in 2017 indicates that 60% of businesses in the town
centre are shops and that this is high compared with other benchmarked small towns
nationally. Of other businesses there are a significant number of professional and
financial services (12%), unique Sui Generis establishments (8%) and non-residential
institutions such as medical centres and dental practices. The number of restaurants
and cafes (4%) and drinking establishments (1%) are noticeably less than comparable
averages for other towns.

An informal observation is that with notable exceptions, the level of investment in
businesses premises, shopfronts and visual merchandising in New Milton is limited.
From the presentation and mix of products on display, many businesses appear
targeted at an existing, older market. Along with some out-dated architecture, this
reduces the appeal of the town centre and may limit the ability to attract a new younger
range of customers.

KPI 2: Commercial Units; Comparison versus Convenience

A1 Retail units selling goods can be split into two different types; comparison and
convenience. The presence of a variety of shops in a town centre is important to its
ability 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 Shops which sell mainly comparison
or convenience goods.

National New New
Small Milton Milton
Towns % | (number) 2017 %
Comparison 82 107 88%
Convenience 18 15 12%

The table indicates that the majority of shops in New Milton town centre are
comparison retailers (88%). This is higher than other small town nationally. Whilst this
percentage of comparison retailers indicates New Milton is an established local
shopping centre, it also suggests a continued vulnerability to competition from
neighbouring centres and on-line. It will be important for these shops to have a
distinctive offer pitched at local customers and/or potential visitors.

The proportion of convenience retailers (12%) benefits from the presence of a medium-
sized Morrison and an edge-of-town Tesco Express. In addition there is a town-edge Lidl
supermarket that is not included in the data here. The town centre contains a butchers,
bakers, off-license, specialist Asian food retailer and two health food shops. It will be
important to maintain and extend this proportion of convenience retailers to help
maintain regular footfall in to the town centre.
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KPI3: Commercial Units; Trader Types

The vitality of a town centre depends highly on the quality and variety of retailers
represented. Certain national retail businesses are considered key attractors and are
particularly important in terms of attracting visitors and shoppers to a town. The
character and profile of a town often also depends on the variety and mix of
independent shops that can give a town a “unique selling point”. A sustainable balance
of key attractors and multiple names alongside local independent shops is therefore
likely to have the greatest positive impact on the vitality and viability of a town.
Multiple traders have a countrywide presence and are well known household names.
Regional shops are identified as those with stores [ units in several towns throughout
one geographical region only and Independent shops are identified as those that are
specific to a particular town.

The following table provides a percentage of the A1 Shops which are Key Attractors,
Multiples, Regional and Independent to the locality.

Nat. New New
Small Milton Milton
Towns % | (number) | 2017 %
Key attractor 7% 4 3%
Multiple 19% 18 15%
Regional 10% 1 1%
Independent 64% 99 81%

The data for New Milton indicates that the proportion of key attractors (3%) is very low
and this in fact boosted by the presence of a Boots Pharmacist and Opticians plus the
inclusion of the small, edge-of-town centre, Tesco Express. There is also a very low
number of national multiples (15%) compared to other benchmarked towns. The number
of multiples is boosted by seven national charities. Conversely, New Milton has a very
high proportion (81%) of businesses that are independently owned and this could be
used as part of a distinctive marketing message.

KPI4: 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 competition
from other centres.

The following table provides the percentage figure of vacant units from the total
number of commercial units.

Nat. Small New New
Towns % Milton Milton
(number) 2017 %
Vacancy % 9% 12 5%
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The vacancy data for New Milton indicates an average level of 5% across the town which
is significantly lower than the level for small towns nationally (9%). The vacancies are all
small units with the exception f the former Coop supermarket site at the southern end
of Station Road. This site also has an adjacent car park.

The vacancy rate for New Milton, like for most towns, is significantly reduced by the
presence of a significant proportion of charity shops accounting for 11% of the overall
retail and 6% of total town centre business units.

KPI 8: 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 town centre. The
more people that are attracted to the town, the better it trades and the more
prosperous the businesses in it become, provided there is ample available disposable
income in that population. Measuring passing people in a consistent manner in the same
place, at the same time builds up a picture of 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 around 1pm
for two locations on Station Road in New Milton (outside Morrisons and Boots). The
counts were virtually identical for the two locations.

Nat. Small New
Towns Milton
2017
Market day 98 -
Non market day 86 101

This indicative data shows that New Milton is busier than similarly-sized benchmarked
towns nationally with 101 passers-by per 10 minutes on a market a non-market day. This
compares 86 for small towns nationally on a non-market day.

KPI 9: Car Parking

Usually, a large proportion of spending customers in a town centre come by car. In the
rural setting, the car tends to be an essential tool, used by both those who come to
spend and those who come to work. The provision of adequate and convenient car
parking facilities is therefore a key element of town centre vitality. An acceptable
number of available spaces with a regular, quick turn-over for shoppers are the ideal
while adequate longer stay, less convenient spaces for local owners/ workers and
visitors must be considered too.

The table overleaf provide a summary of the car parking availability in the town on the
afternoon of a quiet, mid-week day (Thursday). The data indicates that overall New
Milton is a moderately difficult place to find a parking space in during the week with 26%
of spaces available on a on a normal day.
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Nat. Small New Milton | New Milton %
Towns % (number)
Car parks:
Vacant spaces on a quiet day: | 40% 104 | 26%

These figures are busier than the average parking in a small town where average
vacancy rates are 40%. There are also appreciable differences in occupancy rates for
car parks in New Milton which vary from 45% to 97% occupied.

Summary of Performance

The benchmarking data for New Milton indicates a town centre that is currently
performing well though where the ability to develop may be currently limited by various
factors.

The vacancy data for New Milton is low (5%) and suggests the town is currently
performing well.

New Milton is busier than similarly-sized benchmarked towns nationally with 101
passers-by per 10 minutes on a market a non-market day.

New Milton is a moderately difficult place to find a parking space in during the
week with 26% of spaces available on a on a normal day.

There is a high than average proportion of businesses in the town centre are
shops (60%), professional and financial services (12%), unique Sui Generis
establishments (8%) and non-residential institutions.

The number of restaurants and cafes (4%) and drinking establishments (1%) are
noticeably less than comparable averages for other towns and will limit the
evening economy.

A high proportion of shops are comparison retailers (88%) and it will be
important for these shops to have a distinctive offer. The low proportion of
convenience retailers (12%) discourages frequent visit and limits footfall.

The low proportion of key attractors (3%) and other national multiples (15%) will

necessitate ‘leakage’ of customers to other centres. Conversely, the town has a
very high proportion (81%) of independent businesses and this could be used as

part of a distinctive marketing message.

An informal observation is that the low level of investment in businesses and
focus on an existing, older market may reduce the appeal of the town centre to a
new, younger range of customers.
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Planning Policy Insights

Current Development Plan Policies
New Forest LDF Core Strategy (October 2009)

The New Forest District (outside the National Park) Core Strategy was adopted on 26
October 2009 and provides the broad planning strategy for the area up to 2026.

The Core Strategy identifies that New Milton lies within the southern coastal strip,
which is a substantial area between the New Forest and Coast. New Milton and Barton-
on-Sea are the largest settlements within the southern coastal strip, with New Milton
and Lymington identified as the main centres for shopping and other services in the
area.

The adopted Core Strategy suggests that the strategy for town centres is one based on
making provision for new retail, commercial and service developments to maintain and
enhance the town centres, but without significantly altering existing shopping patterns.
The strategy accepts that town centres in the Plan Area, including New Milton, cannot
compete on level terms with Southampton, Bournemouth and Salisbury and that some
retail expenditure will continue to flow out of the Plan Area over the plan period. The
overall strategy is therefore to ensure that centres within the District complement the
nearby regional centres and provide a good range of local shopping, leisure and service
facilities.

Policy CS20 (Town, District, Village and Local Centres) sets out the strategy for existing
centres, which includes creating safe, attractive and accessible town and district
centres, providing a good range of shopping, food and drink uses, services, offices,
entertainment / leisure facilities and high quality public spaces. The policy also confirms
that, within primary shopping areas, there will be a presumption against the loss of
premises in an A1 retail use, except where it can be demonstrated that an alternative
use proposed would be complementary to the retailing function and would enhance the
overall vitality of the centre. Policy CS20 also sets out the proposed distribution of
additional retail floorspace in the period 2005-2018, with the following requirement
identified for New Milton:

2005-2011 2012-2018

Convenience 850 sg.m -
Comparison 1,500 Sg.m 1,300 sg.m

Policy CS20 also identifies a requirement for 2,200 sq.m (2005-2011) and 1,300 sq.m
(2012-2018) large format retail floorspace split between New Milton and Lymington.

New Forest District Local Plan Part 2: Sites and Development Management (April 2014)

The Local Plan Part 2: Sites and Development Management sets out the detailed
proposals and policies required to implement the planning strategy for the area agreed
through the Core Strategy.

Landline mz223 56387
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The adopted Policies Map defines the extent of New Milton Town Centre, as well as the
primary shopping area, primary and secondary shopping frontages and a number of
town centre opportunity sites.

The adopted Local Plan Part 2 sets out a number of Development Management policies
for the town centre policy areas, which are set out below.

Policy DM14: Primary Shopping Frontages
Within the primary shopping frontages, as defined on the Policies
Maps, the following will be permitted:

a) retail development, including improvements and extensions of
existing commercial premises;

b) appropriate non-retail uses (uses other than Class A1), provided the
length of ground floor street frontage in non-retail use within the
primary shopping area is no greater than 30% of the overall length
of ground floor street frontage®. Non-retail uses will not be
considered appropriate in premises in prominent locations within a
primary shopping area; and

c) on upper floors, and at basement level, uses which are compatible
with retail use (and its associated storage and servicing) of the
ground floor unit. This could include residential uses where this can
be achieved without the loss of gross floorspace in retail or
appropriate non-retail uses within existing premises, the loss of
ancillary storage space, or the ability to service the premises off-
street.

Exceptions to part (b) of this policy may be made where a proposal is
for a non-retail use which is appropriately located in a shopping street
and where:

(i) the proposed use will add to the vitality and attractiveness of the
primary shopping area to shoppers; and

(ii) it can be demonstrated that the proposed development will generate
customer activity levels (footfall) similar to a typical retail unit.

Residential development will not be permitted at ground floor level.

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces web: www. people-places.co.uk
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Policy DM15: Secondary Shopping Frontages

Within town centre secondary shopping frontages, as defined on the
Policies Maps, the following will be permitted:

a) the development, improvement or expansion of retail and
appropriate non-retail uses; and

b) the change of use of retail premises to appropriate non-retail uses.

Residential development will not be permitted at ground floor level in
premises within the defined frontage. Residential development may be
provided on other floors where it does not result in the loss of retail
and/or other appropriate non-retail uses capable of being satisfactorily
used for an alternative business or employment use appropriate to a
town centre location.

Policy DM16: Within town centres, outside Primary Shopping
Areas and Secondary Shopping Frontages

Within the town centre, boundaries defined on the Policies Maps
outside the defined Primary Shopping Areas and other Secondary
Shopping Frontages, development for retail and appropriate non-retail
uses (defined in para.2.93) will be permitted. Policies TOT15, HYD4,
LYMS8, NMT10 and RING4 identify specific opportunities for town centre
developments.

Residential development will be permitted where:

(i) it does not result in the loss of retail, appropriate non-retail (defined
in para. 2.93), or other employment or business uses, or sites which
are capable of being satisfactorily used for an alternative business
or employment use appropriate to a town centre location;

(i) it is not on the ground floor (street level) of a defined Town Centre

Opportunity Site and it does not prejudice the development
opportunities identified in TOT15, HYD4, LYM8, NMT10 and RING4.

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces web: www. people-places.co.uk



29

Policy DM17: Local Shopping Frontages in the built-up areas of
Totton, Hythe, Lymington, New Milton, Ringwood and
Fordingbridge

In Local Shopping Frontages, as defined on the Policies Maps, uses
which provide for the day to day shopping and service needs of the
area will be permitted.

A minimum of 40% of ground floor units within the defined frontage
should be in retail use.

Residential development will not be permitted at ground floor level in
premises within the defined frontage. Residential development may be
provided on other floors where it does not result in the loss of retail
and/or other appropriate non-retail uses capable of being satisfactorily
used for an alternative business or employment use appropriate to the
location.

Policy NMT10 of Local Plan Part 2 identifies a number of sites as ‘Town Centre
Opportunity Sites.” The policy confirms that proposals for development or
redevelopment of the sites should be primarily for the uses indicated below:

Policy No. Site Address Development Opportunity
(Primarily for following uses)

NMT10.1 The Post Office, 122-124 Station Road Retail

NMT10.2 Numbers 36 to 46 Station Road Retail

NMT10.3 Land Bounded by Station Road / Manor Retail / Office

Road and the railway line
NMT10.4 The Memorial Hall, off Whitefield Road Cultural / Entertainment /
Community Facilities

Policy Recommendations

The National Planning Policy Framework was published in March 2012 and sets out the
Government’s planning policies for England and how these should be applied. A key
objective of the NPPF is to ensure the vitality of town centres and it indicates that
planning policies should be positive, promote competitive town centre environments
and set out policies for the management and growth of centres over the plan period. In
drawing up Local Plans, the NPPF advises that LPAs should, inter alia:

Recognise town centres as the heart of their communities and pursue policies to
support their viability and vitality;

Define the extent of town centres and primary shopping areas, based on a clear
definition of primary and secondary frontages in designated centres, and set
policies that make clear which uses will be permitted in such locations;

Promote competitive town centres that provide customer choice and a diverse
retail offer and reflect the individuality of town centres;

Allocate a range of suitable sites to meet the scale and type of retail, leisure,
commercial, office, tourism, cultural, community and residential development

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces web: www. people-places.co.uk
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needed in town centres. It is important that needs for retail leisure, office and
other main town centre uses are met in full and are not compromised by limited
site availability. LPAs should therefore undertake an assessment of the need to
expand town centres to ensure a sufficient supply of suitable sites;

Allocate appropriate edge of centre sites for main town centre uses that are well
connected to the town centre where suitable and viable town centre sites are
not available. If sufficient edge of centre sites cannot be identified, set policies
for meeting the identified needs in other accessible locations that are well-
connected to the town centre;

Recognise that residential development can play an important role in ensuring
the vitality of centres and set out policies to encourage residential development
on appropriate sites; and

Where town centres are in decline, LPAs should plan positively for their future to
encourage economic activity.

Overall Town Centre Strategy

The Benchmarking Report for New Milton Town Centre identifies that there is a strong
representation of retail uses within the town centre and the majority of retail units are
occupied by independent retailers. Conversely, this means that there is limited
representation from key attractors and multiple retailers. The vacancy rate within New
Milton is however significantly lower than in similar benchmarked towns nationally and
footfall is relatively high within the town centre. New Milton Town Centre is therefore
considered to be a vital and viable town centre, although there remains scope for
improvement.

The town centre currently has limited representation from key national multiples who
could help drive a marked change in the performance of the town centre. However, in
view of the increased focus of major retailers to focus on prime locations, it is evident
that New Milton will struggle to attract investment from those retailers, particularly in
the comparison goods sector. The existing offer within the town centre is
predominantly comprised of independent retailers and businesses and, given the limited
prospect of attracting key national multiples, it is considered that any future strategy for
the town centre should be focused on developing and sustaining a strong independent
offer, which could form part of a distinctive marketing message to differentiate New
Milton from other centres, including those higher order town and city centres outside
the District.

It will be important to promote the independent offer of the town centre in the face of
competition from on-line retailing and higher order centres within the wider area, which
could include holding regular cultural / entertainment events to provide an experience
and encourage people to visit and dwell in the town centre, which could be aimed at
young people / families to attract a younger demographic of visitor to New Milton. Itis
clear that such an approach would need to be subject to regular marketing across a
range of platforms to ensure that residents and visitors are aware of local events taking
place and the offer of retailers within the town centre.
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It is evident that the internet and multi-channel retailing will continue to play a
fundamental role in the retail sector and will continue to provide challenges, not just for
retailers within New Milton but across the country. However, digital technology also
provides opportunities for businesses within the town and it is important that these
opportunities are fully embraced. This could include developing a website for the town
centre providing business listings, profiles of existing businesses including links for
loyalty schemes for independent businesses, events programmes, maps and transport /
parking information. The town centre website could also be used as a tool to develop
contact databases enabling customers to sign up to newsletters, social media feeds and
enter competitions.

Moreover, it is important that the overall strategy for the town centre supports the
provision of necessary infrastructure to support digital engagement, including, for
example, offering support to the integration of click and collect hubs within the town
centre. The provision of such hubs will ensure that there is a degree of support to the
town centre from internet shopping, as, whilst goods would still be purchased on the
internet, customers would need to visit the centre to collect their goods and then may
visit town centre retailers as part of the same trip.

Itis also considered that the Town Council could work alongside other town centre
stakeholders to look into the potential of providing free public WiFi in the town centre.
The availability of free WiFi is likely to appeal to younger visitors and will enable
businesses to market their business, engage with customers using social media, share
discounts and offers and find out more about the type of consumers using the town
centre.

In addition, the evening economy within New Milton is extremely underdeveloped with
an under provision of A3 and A4 Uses. It is clear from the highlighted recent trends in
the retail sector that town centres need to move beyond retail and be vibrant places
that people want to visit, including for leisure and recreation, local independent shops,
culture, entertainment, business, community uses and public space, as well as their
traditional shopping role. Centres will need to constantly evolve to remain economically
vibrant. They need to offer something different from out-of-centre stores and a key
component of this will be the provision of a well-developed and high quality food and
drink offer, which will encourage people to visit and dwell within town centres. A
recent report prepared by Springboard and the NDP Group entitled ‘Retail Destinations:
The Eating Out Opportunity’ identifies that families with children represent over a
quarter of total eating out demand and the enhancement of the food and drink offer
therefore provides an opportunity to attract new visitors to the town centre.

Development Management Considerations
Additional Retail Opportunities & Development Sites

The updated retail capacity assessment estimates the following requirements for new
gross retail floorspace within New Milton over the Plan period:
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2018 2026 2036

Convenience - 550 sq.m 1,450 sq.m

Comparison - 1,200 s@.m 4,430 sq.m

The NPPF confirms that a range of suitable sites should be allocated to meet the scale
and type of retail, leisure, commercial, office, tourism, cultural, community and
residential development needed in town centres. Itis considered that the re-occupation
of vacant floorspace in the town centre should be the priority in the first instance, with
consideration then given to bringing forward sites within the town centre to meet the
identified requirement for additional floorspace. To this end, draft Policy NM7A of the
emerging Neighbourhood Plan identifies a range of town centre site opportunities
where redevelopment schemes will be supported, as follows:

Site ‘ Proposed Uses

Site A: New Milton Railway A residential scheme of high density apartments of upto

Station four storeys

Sites B & C: Station Road A mix of redevelopment schemes to increase the range of
commercial, nightime, community and health uses and
events.

Site D: Station Road [ Spencer Retail floorspace to ground floor frontage with dwellings on

Road up to three upper floors and the creation of a new public
space.

Site E: Station Road/EIm New retail frontage and public realm to ElIm Avenue, with

Avenue dwellings on up to three upper floors wrapped around a
new multi-storey car park.

Sites F & G: Memorial Centre A redevelopment of the current community and ancillary
buildings to create a new multi-purpose cultural facility for
the town.

Site H: Old Milton Road A redevelopment of some older industrial, office and retail
uses and the car parking areas to create a distinctive,
affordable and diverse retail and café [ restaurant area.

Site I: New Milton Health Centre | Aredevelopment of the existing health centre for an
expanded facility to serve a larger and more diverse local
community.

The approach outlined in draft Policy NM7A identifies a number of sites to
accommodate a range of main town centre uses in accordance with guidance contained
at Paragraph 23 of the NPPF.

Primary & Secondary Shopping Frontages

The Draft Pre-Submission Neighbourhood Plan 2016-2036 does not provide any specific
Development Management policies in relation to the primary and secondary frontages
within the town centre. However, the table below sets out a suggested approach based
on the findings of this study for consideration.

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces web: www, people-places.o
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Future Policy Considerations

the following uses will be
permitted:

a. The development,
improvement or expansion of
retail and appropriate non-
retail uses; and

b. Change of use of retail
premises to appropriate non-
retail uses

Primary Shopping Policy DM14 confirms the It is considered that the adopted
Frontages following will be permitted within | Development Plan policy approach
the primary shopping frontages: | outlined within Policy DM14
remains appropriate, as it provides
a. Retail development a degree of flexibility to allow non-
b. Appropriate non-retail uses retail uses within the primary
provided the length of ground | shopping frontages, including
floor street frontage in non- food and drink uses, whilst
retail use within the primary maintaining their predominant
shopping area is no greater retail character.
than 30% of the overall length
of ground floor street
frontage.
¢. On upper floors, uses that are
compatible with retail use.
Secondary Shopping | Policy DM15 confirms that within | Itis considered that the adopted
Frontages secondary shopping frontages, Development Plan policy approach

outlined within Policy DM15
remains appropriate as it
encourages a range of main town
centre uses within the secondary
shopping frontages. This policy
approach provides a positive
framework to allow A3 & A4 uses
within the secondary frontages to
help develop the evening
economy of the town centre.

Outside Primary &
Secondary Shopping
Frontages

Policy DM16 confirms that within
the town centre beyond the
primary and secondary shopping
frontages, development for retail
and appropriate non-retail
development will be permitted.

It is considered that the adopted
Development Plan policy approach
outlined within Policy DM16
remains appropriate

Wider Delivery Opportunities

The delivery of proposals contained within the draft Neighbourhood Plan requires
sustained local leadership and necessary levels of resources to develop and manage
aspects of public benefit at is core. This section looks at delivery opportunities that go
beyond the planning system to ensure that such proposed changes happen and are
sustainable in the long-term.

Town Centre Investment Zones

Town Centre Investment Management and Zones are new concepts that could be
suitably pioneering to help deliver appropriate and sustainable development in New

Landline o1223 563874

Email: services(@people-places.co.uk W @pandplaces
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Milton town centre. The approach could be applied to a variety of areas of the town
centre though would seem particularly suited to Sites D and E where land ownership is
in larger blocks and includes public sector car park sites

Town Centre Investment Zones involve the pooling of a critical mass of property assets
into an investment vehicle. This allows the stock to be adapted, the mix of occupiers to
be curated, the investment to be asset managed and the destination to be more
effectively marketed. As the report recently published by the British Property
Federation1 observes, it is an approach that seeks mirror the collective ownership and
asset management provided by shopping centres.

The BPF report advocates that strong local leadership is a critical first step and that
council master-planning, advocacy by a BID or other group and localism through a
Neighbourhood Plan can play a positive role. Critical within this would seem an ability to
understand and broker necessary trade-offs between community and individual
commercial interests being considered in New Milton so that a resulting town centre
Masterplan or development brief is attractive to investors and is deliverable.

Steps towards establishing a Town Centre Investment Zone involve creating a
trustworthy governance structure to manage funds and recruiting experienced asset
managers able to agree and deliver targets. As well as being facilitators, there is the
exciting prospects of local councils having a major commercial stake in their town by
investing their own reserves and potentially pension funds through the new ‘UK Wealth
Funds’.

The report concludes that the TCIM and TCIZ models are workable and that the
principles can apply to small or even struggling town centres where collective asset
management could unlock investment potential. The necessary powers and legal
structures already exist. It seems more a case of ‘is there the will rather than the
way’. Take-up, the report suggests, will depend on the willingness of local councils to
adopt a novel and largely untested approach and the ability to marshal different
stakeholder groups to agree a common plan.

Asset-Based Development

Asset-based development is an approach to delivering and managing community-owned
facilities that could be very applicable to New Milton and the proposed Memorial Centre
multi-purpose cultural hub in particular.

Two examples of town centre regeneration projects that tick all the right boxes in
successful asset-based development and have developed Arts-based centres are

the Number 8 Community Arts Centre, Pershore and Galeri Caernarfon. Both are iconic
buildings that earn their keep within their towns; they are community-owned and
managed; both provide a great service that helps bring a place to life throughout the
day and especially in the evening.

' British Property Federation, 2016. Town Centre Investment Zones -Getting investment back into the High
Street. Summary report of the Fragmented Ownership Group.
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The Number 8 Community Arts Centre, Pershore: This High Street-based Community Arts
Centre and Cinema was developed in vacant Co-op premises in the town centre. Number 8 was
inspired by the local community, realised by the local community and is now supported by
them operationally and as attendees.

With registered charity status the organisation is governed by a Board of Trustees and
managed by a team of three full-time paid staff, three part-time staff and over 200 volunteers.
Number 8 aims to provide high quality, professional arts products and activities for all its
patrons. High standards, professionalism and community ownership lies at the heart of the
venue’s operation.

Number 8’s mission is “to provide arts and leisure activities to its local community and beyond
with the aim of improving the social well-being of the inhabitants of Pershore and surrounding
areas.”

Number 8 offers a vibrant programme of film (with 35mm, digital projection and 3D), live
events (including music, theatre and dance), events beamed in via satellite such as ballets,
operas and the National Theatre Live seasons. They also run a programme of creative courses
including popular Youth Theatre and Chance to Dance classes for over 55s. Number 8’s coffee
bar gallery space hosts a continuous programme of art and designer craft exhibitions

Number 8 also runs the After 8 Charity Shop selling second-hand books, furniture, bric-a-brac,
jewellery and locally made craft items.

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces  webs wwnen people-places.co.uk
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Galeri, Caenarfon: This Creative Enterprise Centre in North Wales provides an example of an
Arts and enterprise hub that is part of a long-standing town centre regeneration scheme.

Galeri development trust in Caernarfon was formed in 1992 and has evolved from its initial task
of buying and re-using 21 old, derelict properties within Caernarfon town walls. It has
constructed and managed the Galeri Creative Enterprise Centre in the town’s harbour; “the
house of art by the sea”. It provides an innovative blend of theatre, performance studios,
workspaces, bar and café area that ensures that the building is full of life all day long and
generating income.

As a local community champion, the development trust continues to take an interest in and
lead initiatives to boost Caernarfon, safeguard its heritage and bring its public spaces to

life. It takes the trouble to monitor and measure its social and economic benefits as well as
the financial bottom-line that ensures that it can continue its work.

Other examples of successful asset-based development include managed work space
like the Ballinasloe Enterprise Centre ; or a portfolio including a car park, local produce
store and affordable housing managed by the inspiring Cymdeithas Cynnal a Cefnogi
Cefn Gwlad (4CG) Cymru in Cardigan.

Asset-based development is a long-term commitment that can bring lasting
rewards. Key factors for getting the balance right to create and run successful
community assets include:

Successful fundraising and negotiations to buy or transfer the ownership of the
asset, including any necessary restoration work to an appropriate standard.

Operating a successful business/service within the asset that generates a surplus
after on-going running costs and long-term maintenance have been covered.

Distinguishing between the challenges of running a profitable business,
providing a community service and focusing on any wider strategic regeneration
objectives.

Accessibilty and Smart Travel

Delivery of appropriate access and travel between the town centre, station and
residential areas in New Milton is likely to require increasingly progressive approaches

Landline o1223 563874 Email: services(@people-places.co.uk W @pandplaces web: www. people-places.co.uk
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as transport technology and challenges advance. Here we consider the potential role of
existing good practice and emerging technology.

Public transport: With good train links and a compact though congested road network,
a re-focused approach to public transport could be an important part of making the
town centre an accessible hub for existing and new residents.

According to the Better Transport Campaign’s guide on sustainable transport and new
development?, high quality public transport should provide rapid connections to
employment areas and services. Larger developments should have dedicated public
transport routes with direct high quality pedestrian and cycle links to public transport.
Clear provision should be made for the integration of all forms of public transport.

Such purpose-built sustainable transport infrastructure in the form of bus and cycle
routes does more than provide new transport capacity; it also sends a strong message
to new and existing residents about the permanence and long-term investment being
undertaken. Separating public transport from the existing road network also supports
the reliability of journey times and in doing so addresses barriers to changing travel
behaviour.

Investment in new public transport infrastructure to support new development is not
always viable. Here, alternative means of supporting behaviour change need to be
employed. The Department for Transport’s Smarter Choices programme has showed
how effective ‘soft’ transport policy measures can be in encouraging alternatives to the
car, combining improvements in the quality of public transport (for example, new and
more frequent buses) with better information and support, most typically through
travel plans.

Similarly, the DfT’s Local Sustainable Transport Fund (LSTF) has supported local
authorities in implementing packages of small measures in an area. This includes
projects to enhance the provision of — and information about - transport choices, make
cycling and walking easier and safer, and work with businesses, schools and leisure
providers to help them tackle traffic and transport problems.

New development should employ parking standards that make effective public
transport connections essential. New developments should be designed so that car use
is actively restrained through, for example, limited parking, while other modes are faster
and more convenient.

Cycling and Walking: Though seemingly low-tech alternative solutions, these two
options provide a realistic alternative for short journeys, either alone or linked to other
forms of transport. For example, only 2% of people in the UK walk to work compared to
20% in Denmark. Inthe New Milton context cycling can provide benefits in terms of
health, access and convenience that apply to existing and nw residents regardless of
demographic.

? Better Transport Campaign, 2015. Getting there: How sustainable transport can support new development.
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In its draft Cycling and Walking Investment Strategy?, the UK Government sets out its
plans up to 2040 to make walking and cycling the natural choice for shorter journeys
such as the commute to school, college, work or leisure trips.

In a helpful diagram, the Government Strategy outlines practical ways to overcome real
and perceived barriers to walking and cycling including better physical and promotional
links to bus and train stations, more bike parking and public realm that is inviting to
pedestrians. The report records that two-thirds of personal trips are less than 5 miles
and projects that shopping footfall could be boosted 40% by well-planned walking
improvements to the public realm.

Well-targeted improvements to pedestrian routes from key ‘gateway’ sites such as
train/bus stations, residential areas, new developments and more peripheral car parks
can increase convenience and reduce costs for customers as part of wider travel, access
and town centre improvement strategies.

Shared Space: Shared Space is an approach to street design where all traffic control
devices, markings, curbs and signage are removed. It is an approach that has been
suggested for the southern end of Station Road and it will be important to consider the
appropriate level as part of a wider access and travel plan in consultation with town
centre users and businesses.

The Shared Space philosophy is that the absence of all of those features forces all users
of the space -from pedestrians to drivers- to negotiate a passage through the space via
eye contact and person to person negotiation. In doing so, it places responsibility for
safety -especially amongst motorists- back to the individual.

Shared Space is often controversial and cannot be universally applied but instead needs
to adapt to local circumstances. In the UK, the Royal National Institute for the Blind
argues that the approach removes important visual clues for blind people and their
guide dogs. Guidance currently being developed by the Chartered Institution of
Highways and Transportation (CIHT), the Institute of Highways Engineers, Department
for Transport (DfT) and disability groups such as the National Federation of the Blind,
recognises three levels of implementation. Between these levels, the so-called
‘courtesy rate’ -the rate at which drivers give way to pedestrians- varies between 97% &
12%

Unstructured street: where there is no or little definition of where in the space a
pedestrian, cyclist or motor vehicle might be expected to be

Less managed street: where there are parts of the space, at junctions for
instance, with generally clear areas for different types of user but the interaction
between them is less managed than on a conventional street, so typically no
traffic signals or priority crossings

Enhanced street: Where traffic management is generally conventional in the way
it operates.

3 DCLG, 2017. Cycling and Walking Investment Strategy.
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Shared Space can bring benefits in terms of easing congestion and improving
convenience for customers but schemes need to be designed as part of wider travel and
town centre strategies to avoid unforeseen consequences.

Looking ahead at the delivery of town centre development over the timescales involved
with the New Milton Neighbourhood Plan, it will be important to monitor the rapidly
evolving use of new technology in creating transport solutions, or ‘smart travel’. Here
the main areas of ongoing innovation are briefly reviewed to understand the prospects
for improving town centre transport, traffic and parking as New Milton evolves.

Autonomous Vehicles: As the first driverless cars hit the UK’s streets, the prospects for
urban motoring look positive. Vehicles will soon become available which can undertake
increasingly large proportions of journeys autonomously. With only 25% take-up
Government-backed studies project a 12% improvement in delays, 21% improvement in
journey times and a near 80% improvement in journey reliability. Think cars that no
longer need to park!

Smart Parking: Technology is already in use that offers directions to spaces; ‘invisible’
payment; variable tariffs according to demand; and linked discounts for loyal customers.
Over the next few years this technology will become easier to use and better
integrated. This is where ‘quick wins’ can happen to differentiate New Milton as a
destination by improving convenience, costs and congestion.

Vehicle Sharing: This covers different ways a car can be shared by users. Taxi pools and
car clubs in particular have the potential to grow first where there are the necessary
number of ‘early adopters’ and local promotion to make the services viable. ‘UberPool’
for example, turns a standard taxi ride into a miniature bus service by matching riders
travelling in the same direction.

Intelligent Mobility: This is the hidden innovation that will be behind so many
improvements to transport service in and between our towns and cities. Think of
intelligent mobility as a joined-up service focusing on the ‘software’ rather than simply
the ‘hardware’ of cars, trains, roads and rails. Government-backed research estimates
that the UK Intelligent Mobility market will be worth up to £56bn per annum in future.

In New Milton, it will be as simple as linking the town centre, train station and residential
areas.

The impacts of these and other ‘smart travel’ innovations will be felt progressively over
the next decade and the prospects could be positive for town centres. It will be
increasingly important for New Milton to become ‘plugged in to’ these opportunities to
improve the convenience of town centre travel, alleviate parking pressure, reduce costs
and ease congestion.
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APPENDIX 1: CONVENIENCE GOODS CAPACITY

Table 1: Convenience Floorspace and Benchmark Turnover in New Milton
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turnover

net sales | convenience | convenience density tOtE.ll
convenience
floorspace % sales floorspace (£ per
turnover

(sgq.m.) floorspace (sg.m. net) sqg.m. (em)
New Milton net)
Co-op. Station Road 1,055 90% 950 £6,753 6.41
Morrisons, Station Road 1,000 80% 800 £12,010 9.61
Lidl, Barton Court 1,063 80% 850 £2,929 2.49
Tesco Express, Old Milton
Road 194 98% 190 £12,611 2.40
Co-op, Avenue Road 165 98% 162 £6,753 1.09
Tesco, Caird Avenue 3,257 85% 2,768 £12,611 34.91
Other New Milton/Local
Shops 600 100% 600 £4,000 2.40
Co-op, Stopples Lane, Hordle 128 98% 125 £6,753 0.85

7,462 6,445 60.16

2008 prices

Note: The floorspace and turnover data in this table apply to foodstores in New

Milton
in 2010 and 2016.

The Co-op on Station Road closed in 2016 but remains a vacant unit.
Morrisons on Station Road opened in

2010.

Lidl at Barton Court also opened in 2010.
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Table 2: Population and Convenience Goods Expenditure, New Milton study area

2010 2016 2021 2026 2031 2036
Population [1][2] 63,506 | 64,334 | 64,980 | 66,832 | 69,903 | 74,205
Per Capita Expenditure [3][4] £1,937 | £1,764 | £1,725 | £1,724 | £1,710 | £1,703
Total Expenditure (£m) 122.98 | 113.47 | 112.11 | 115.19 | 119.52 | 126.37

2008 prices
New Milton defined as Zone 3 of the 2010 Retail Study

[1] 2010 and 2016 population estimates from 2010 Retail Study

[2] Population forecasts for 2021-2036 based on Hampshire CC small area population forecasts
for

New Forest District: growth rate 0.2% per annum from 2016 plus an allowance for 1,500 new
dwellings in

New Milton phased over the period 2021-2036 assuming an average 2.4 people per

household

[3] Expenditure forecasts based on Experian Retail Planner Briefing Note 14,

November 2016

[4] Excluding special forms of trading adjusted for sales via

stores

Expenditure growth rates (Experian RPBN 14, Appendix 3,

Figure 6)
2010-2016 -1.55% pa
2016-2021 -0.44% pa
2021-2026 -0.16% pa
2026-2031 -0.02% pa
2031-2036 -0.08% pa



Table 3: Convenience Shopping Market Shares and Survey-based Turnover, New Milton
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Market Share of
Spending in Zone 3

Expenditure in Zone

(2010) 3(2010)-£m
Expenditure generated in Zone 3 (2010) - £m 122.98
Trade going to New Milton 48% 59.03
Trade going to other centres in New Forest 9% 11.07
Outflow 43% 52.88
Market Share total 100%
Additional spending in New Milton from
outside Zone 3 (£m) 9.22
Total Spending in New Milton (£m) 68.25
Additional spending in New Milton as a
multiplier of residents' spending 15.6%

2008 prices
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Table 4: Capacity Analysis, Convenience Goods, New Milton

2010 2016 2021 2026 2031 2036
Expenditure generated in Zone 3
(£m) 122.98 | 113.47 | 112.11 115.19 119.52 126.37
Trade going to New Milton 48% 48% 48% 48% 48% 48%
Residents' Expenditure in New
Milton (£m) 59.03 | 54.47 | 53.81 55.29 57.37 60.66
Total Spending in New Milton
(£Em) [1] 68.25 | 62.96 | 62.21 63.92 66.32 70.12
Benchmark Turnover of Existing
Facilities (£m) [2] 60.16 | 60.16 | 60.16 60.16 60.16 60.16
Surplus Expenditure (£m) 8.09 2.80 2.05 3.76 6.16 9.96
Turnover Density of New £9,80 | £9,80 | £9,80
Floorspace (£ per sq.m. net) [2] 8 8 8 £9,808 £9,808 £9,808
Sales Floorspace Capacity (sg.m.
net) 825 286 209 383 628 1,016
Gross Floorspace Capacity
(sg-m. net) [3] 1,178 | 408 298 547 897 1,451

2008 prices

[1] using multiplier of 15.6% (see Table 3)

[2] no increase is assumed in sales density for convenience goods (Experian Retail Planner
Briefing Note 14,

November 2016)

[3] net/gross floorspace ratio = 70%
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APPENDIX 2: COMPARISON GOODS CAPACITY

Table 1: Comparison Floorspace and Benchmark Turnover in New

Milton
turnover total
gross net sales ; .
density (£ | comparison
floorspace | floorspace
(sq.m.) (sq.m.) per sq.m. turnover
New Milton T T net) (£m)
New Milton town centre 10,690 7,483
Foodstore comparison
sales n/a 1,016
Other local shops 1,500 1,050
12,190 9,549 £3,781 36.10

2008 prices

Note: The floorspace and turnover data in this table apply to comparison shopping

in New Milton in 2010.

The benchmark turnover estimate for 2016 is shown in

Table 4.
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Table 2: Population and Comparison Goods Expenditure, New Milton study area

45

2010 2016 2021 2026 2031 2036
Population [1][2] 63,506 | 64,334 | 64,980 | 66,832 | 69,903 | 74,205
Per Capita Expenditure [3][4] £2,834 | £3,248 | £3,475 | £4,048 | £4,711 | £5,536
Total Expenditure (£m) 179.98 | 208.97 | 225.82 | 270.56 | 329.34 | 410.83

2008 prices

New Milton defined as Zone 3 of the 2010 Retail Study

[1] 2010 and 2016 population estimates from 2010 Retail Study

[2] Population forecasts for 2021-2036 based on Hampshire CC small area population

forecasts for

New Forest District: growth rate 0.2% per annum from 2016 plus an allowance for 1,500 new

dwellings in

New Milton phased over the period 2021-2036 assuming an average 2.4 people per

household

[3] Expenditure forecasts based on Experian Retail Planner Briefing Note 14,

November 2016

[4] Excluding special forms of trading adjusted for sales via

Expenditure growth rates (Experian RPBN 14, Appendix 3,

stores

Figure 6)
2010-2016
2016-2021
2021-2026
2026-2031
2031-2036

+2.30%
+1.36%
+3.10%
+3.08%
+3.28%
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Table 3: Comparison Shopping Market Shares and Survey-based Turnover, New Milton
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Market Share of
Spending in Zone 3

Expenditure in Zone

(2010) 3(2010)-£m
Expenditure generated in Zone 3 (2010) - £m 179.98
Trade going to New Milton 17% 30.60
Trade going to other centres in New Forest 5% 9.00
Outflow 78% 140.39
Market Share total 100%
Additional spending in New Milton from
outside Zone 3 (£m) 5.50
Total Spending in New Milton (£m) 36.10
Additional spending in New Milton as a
multiplier of residents' spending 18.0%

2008 prices
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Table 4: Capacity Analysis, Comparison Goods, New Milton

2010 2016 2021 2026 2031 2036
Expenditure generated in Zone
3(£m) 179.98 | 208.97 | 225.82 | 270.56 320.34 410.83
Trade going to New Milton 17% 17% 17% 17% 17% 17%
Residents' Expenditure in New
Milton (£m) 30.60 | 35.52 | 38.39 46.00 55.99 69.84
Total Spending in New Milton
(£m) [1] 36.10 | 41.92 | 45.30 54.27 66.07 82.41
Turnover of Existing Facilities
(£m)[2] 36.10 | 40.65 | 44.89 49.56 54.72 60.41
Surplus Expenditure (£m) 0.00 1.26 0.41 4.72 11.35 22.00
Turnover Density of New
Floorspace (£ per sq.m. net) [2] | £4,000 | £4,416 | £4,973 | £5,601 £6,308 £7,103
Sales Floorspace Capacity
(sg.m. net) 0 286 83 842 1,799 3,097
Gross Floorspace Capacity
(sq.m. net) 3] 0 409 19 1,203 2,571 4,425
2008 prices

[1] using multiplier of 18.0% (see Table 3)

[2] assuming an increase in sales density for comparison goods of 2% per annum
(Experian Retail Planner Briefing Note 14, November 2016)

[3] net/gross floorspace ratio = 70%
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