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1 INTRODUCTION 

Study Background 
1.1 Roger Tym and Partners were commissioned by the Federation of Small 

Businesses in Scotland to undertake a study to assess the impact of large modern 
supermarket development on the vitality and viability of town centres, with a 
particular focus on existing local retailers. For this purpose we have chosen three 
case studies which represent a mix of both ‘urban’ and ‘rural’ context (namely Alloa, 
Dumfries and Dingwall respectively).  

1.2 Alloa is representative of an urban centre within Central Scotland, whilst Dumfries 
and Dingwall typify towns within a predominantly more rural area that serve as an 
important regional and sub-regional centre for surrounding communities.  

1.3 A major supermarket development has taken place in each location within the past 
five years which allows for the scope to measure its impact on the town centre retail 
structure The following supermarket developments were chosen: 

 Tesco, Alloa (Auld Brig Road) – opened in July 2002; 

 Tesco, Dumfries (Cuckoo Bridge) – opened in August 2004; and 

 Tesco, Dingwall (Mart Road) – opened in May 2003. 

1.4 The report sets out our understanding of both the retail and policy context in the 
case studies and the extent to which supermarket development has impacted on 
town centre activity and the overall performance of local retailers.  

1.5 Analysis of the three case studies provided an insight into the effect the specific 
supermarket development had on shopper activity and retail floorspace provision. 
The assessment covered the following key areas: 

 Shopper habits; 

 Direction of grocery expenditure; 

 Local retailer business performance; and 

 Changes in the retail structure. 

Structure of Report 
1.6 Following this brief introduction, the report continues with the following five key 

sections: 

 Section 2: Retailing context and literature review;  

 Section 3: Planning policy review; 

 Section 4: Physical assessment and town centre health check audit; 

 Section 5: Findings of the shopper and retailer surveys; and 

 Section 6: Overall study conclusions. 
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2 RETAILING CONTEXT 

Introduction 
2.1 This section provides the basis of existing retail structure in Scotland through review of 

existing data on retail trends in particular relating to convenience retail development.  
As well as a review of national retail trends this section involves an overview of the 
convenience retail trends and development in the three case study locations.  

Retailing Context 
2.2 In the past ten years the large supermarket operators have gained an ever increasing 

market share of the convenience sector at the expense of local and independent 
convenience retailers. A clear picture is emerging of a network of large dominant 
superstores, and a corresponding decline in the traditional smaller retailing sector. 

2.3 While the presence of large superstores in towns and cities across Scotland has 
increased the number of smaller grocers and food specialists including greengrocers, 
newsagents, butchers and fishmongers has been in decline. In the last six years more 
than 1,600 of these specialist shops closed across Scotland1. Independent and local 
stores are increasingly unable to compete with larger supermarkets which offer low 
cost products and in some cases discounted services and free parking.   

2.4 Local shops trading within the town centre are also faced with the growing trend for 
supermarkets to locate outside the town centre where land values are lower and 
vehicle access is greater. Almost two in every three new stores which opened in 
Scotland within the last decade have been built outside town centres. In many cases 
this leads to the displacement of shoppers away from the town centre which inevitably 
impacts on town centre activity. 

Literature Review 
2.5 This involves a primarily desk based review of research undertaken in retailing and its 

impacts on the traditional high street including a range of reports commissioned by the 
government departments as well as other organisations with an interest in the future 
vitality and viability of our town centres. A summary of the literature review revealed 
the following key points: 

 Evidence that large foodstore developments impact negatively on existing town 
centre food retailers leading to decline in the number of independent retailers; 

 As the number of specialist retailers and independent grocers fall, the UK’s four 
main food retailers gain an increasing share of the retail food market; 

 The retail structure of town centres is changing with a growing trend for 
homogonous high streets as a result of the growing presence of multiple retailers 
and loss of independent retailers; and 

 More effective retail policy and planning law is required to ensure the survival of 
independent retailers and rebalance retail market share. 

Impact of Large Foodstores on Market Towns and District Centres 

Introduction 

2.6 This government commissioned study was undertaken in September 1998 to examine 
the impact of large foodstore development on market towns and district centres. It was 
noted at the time of the report that previous research had been unsuccessful in 

                                                     
1 Source: Scottish Executive. 
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seeking to address issues and concerns. It is noted that the findings of the earlier 
report entitled ‘Vital and Viable Town Centres: Meeting the Challenge’ (1994) 
concluded that few market towns (only 3%) considered themselves to be vibrant, whilst 
a further 15% were felt to be in relative decline. 

2.7 Indeed, the House of Commons Environment Select Committee's Fourth Report (1994) 
highlighted the vulnerability of small town centres to lasting damage from modern food 
superstores and other large retail developments. The policy introduction of the 
‘sequential approach’ to site selection was intended to address these concerns.  

2.8 The continuing trend of the larger supermarket and food retailers towards the targeting 
of activities on smaller towns and district centres is viewed as posing further threats to 
the future role and function of traditional high streets and town centres. This in turn has 
become more of an issue over time, especially where new superstore development 
has taken place in locations outside the town centre.     

Study Methodology  

2.9 The study comprised of five key stages: literature review of research; classification of 
market towns and district centres; survey of all local authorities in England and Wales; 
survey of all UK major foodstore operators; and detailed case studies of nine market 
towns and district centres. 

2.10 A summary of the main initial findings are that: 

 The literature review concluded that previous research was inconclusive and 
anecdotal, and inadequate; 

 There is no widely adopted and generic definition or classification as to what a 
market town or district centre encompasses; 

 The combination of an absence of consistent and workable approach and 
methodology to assess the impact of development, along with a lack of available 
base data had led to a number of perceived failings in the planning system. Many 
local authorities were of the view that large foodstores had had a detrimental 
impact on centre vitality and viability; 

 The view of actual retailers was mixed. The added pressure on operators to 
increase market share means that many smaller centres have become the focus 
for new stores, with retailers becoming more flexible in developing new store 
formats and responding to greater restrictions imposed through policy guidelines; 
and 

 Retailers revealed a common wish to see a ‘good practice guide’ to ensure 
consistency and compatibility between one impact assessment and the other. The 
lack of base date, such as floorspace, turnover and performance was also 
recognised as a problem. It was commented that the planning system in general 
did not provide a satisfactory basis for assessing the scope and impact of new 
development.  

Main Findings  

2.11 The research found that impacts on market share ranged between 13% and 50% for 
the principal food retailers in the town centres, where large foodstores were developed 
on edge-of-centre or out-of-centre locations. The respective decline in the market 
share for the existing town centre convenience sector again ranged from 21% to 75%.   

2.12 These impacts on market share have led in many instances, directly and indirectly, to 
the closure of town centre food retailers; greater vacancy rates; and a decline in the 
overall town centre environment. Furthermore, the impacts were not restricted to other 
food retailers but also on other retailers and services (by virtue of increased type and 
range of convenience and comparison goods on sale in the new stores). 

2.13 In terms of retail impact, the main issues are identified as: 
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 Decline in turnover of the town centre food stores; 

 Closure (potentially) of some town centre food retailers; 

 No available ‘benchmark’ to determine impacts on turnover and profitability; 

 Greatest impact is on those trading at marginal levels of profitability; 

 Impact on retailers may not result in closure, but instead a cumulative decline in 
activity elsewhere within the town centre, and thus on overall vitality and viability; 

 Small catchments mean only a limited number of food retailers are supportable; 

 Potential loss of investment to town centre (through out-of-centre development) 
thereby missing opportunity to act as catalyst for town centre investment; and 

 Knock-on effect of ‘disinvestment’ in town centre and potential threat to the level of 
retailer confidence. 

2.14 In terms of employment, there is often limited accurate and comprehensive information 
at a local level to provide thorough assessment of such benefits. Research by the 
National Retail Planning Forum concludes there is strong evidence to suggest new 
superstores do not on average have net positive effect on employment. 

2.15 New retail development will generally always have transport implications, primarily due 
to a higher proportion of car borne trade than those using town centre stores. The 
research identifies four key factors that are likely to affect how vehicle travel distances 
may be altered by the development of a new store, including: difference in distance 
travelled to the new store compared with the old; and change in mode, frequency and 
propensity ti undertake linked trips.  

2.16 The ability of a new superstore to achieve relative trade ‘clawback’ is analysised, and it 
is suggested that the extent of this trade draw will depend upon: size, accessibility and 
‘sequential’ location of the store; nature of the catchment area; and whether any other 
non-central foodstores have been developed in close proximity to the centre. In broad 
terms, the larger and more accessibile the supertore then the greater the likelihood to 
achieve higher levels of clawback. 

2.17 The propensity to undertake linked shopping trips with the town centre is considered to 
be reliant upon 4 inter-related factors, namely: extent to which store and town centre 
are complementary; distance and physical linkages; relative size of town centre and 
new store; and the overall accessibility, parking and store orientation. 

2.18 In conclusion the report indicates that large food stores can and have had detrimental 
and adverse impacts on market towns and district centres. This level of impact varies 
according to the unique local circumstances, with smaller centres most vulnerable 
where they are underpinned largely by convenience retailing. 

Future of the High Street 

2.19 A recent publication compiled by the Federation of Small Businesses in Scotland 
entitled ‘The Future of the High Street’ states that many independent and small 
businesses throughout are suffering from the continuing growth of the major UK 
supermarket chains and from out-of-town retail development. The report suggests that 
many such businesses face an uncertain future.  

2.20 Findings from recent studies carried out on the retail sector revealed how between 
1997 and 2000 specialist stores including newsagents, bakers, butcher etc closed at a 
rate of 50 per week. While the number of independent grocery stores fell 25% (8,600) 
between 2000 and 2005, by 2005 Tesco’s share of the grocery market grew was 
estimated at 30.5%.  

2.21 The Federation of Small Businesses in Scotland outlines ten recommendations which 
they see as being vital to the continuing vitality and viability of the traditional high street 
and town centre. These are: 



The Effect of Supermarkets on Existing Retailers 
Final Report 

 
Roger Tym & Partners   
December 2006  6 

 Comprehensive and rigorous research should be undertaken examining the longer 
term impact of large scale retail development on employment and services; 

 Comprehensive and truly independent retail impact assessment to be completed 
(and commissioned by the local planning authority, not the applicant) enabling a 
full appraisal of the effect of large scale retail development on both employment 
and services; 

 Prohibition of the mezzanine floorspace within out-of-town developments and 
supermarkets, through appropriate planning conditions; 

 Completion of regular town centre ‘health check’ assessments and analysis, to 
help identify potential threats and opportunities to vitality and viability; 

 Improvements to public transportation, and better provision and management of 
town centre car parking arrangements; 

 Safeguarding of essential local services should be a priority, with local planning 
authorities restricting similar development by major retailers, so as to safeguard 
the existing local services and operators; 

 Consideration should be given to increasing eligibility to rates relief scheme to 
include more small businesses;  

 Campaign for cessation of the transitional rates relief initiative, thereby reflecting 
more proportionately the rental values in the local area;    

 Relaxation and removal of ‘upward’ only rent reviews, which in turn will enable 
rental values to be more in line with local market conditions; and  

 Provision of business support and advice to help the local business community to 
adjust and adapt to changes in the local economic climate. 

High Street Britain 2015 

Introduction 

2.22 The High Street Britain 2015 report analysis evidence submitted to the Inquiry held by 
the All-Party Parliamentary Group for Small Shops in 2006 concerning the long term 
prospects of the UK’s small retail sector. Concern surrounds the future of traditional 
local shops and independent convenience stores as the retail market is increasingly 
dominated by larger competitors in particular the ‘big four’ (i.e. Tesco, Asda, Morrisons 
and Sainsbury’s) supermarket chains. 

2.23 The report recognises the importance of the small retail sector which contributes to 
entrepreneurship, employment, skills, local economies, innovation, and sophisticated 
business networks, as well as accessibility to vital goods and services, diversity, social 
inclusion and community activities. 

Study Methodology 

2.24 The report brought together evidence, written and oral, submitted to the Inquiry by a 
wide range of contributors including: academics, business support groups, charities, 
competition authorities, consumers, Government departments, non-Government 
organisations, retail employees, retailers, think tanks, trade associations and 
wholesalers.  

2.25 The report examined what factors will influence local retailing up to the year 2015, the 
future impact of current retailing trends and the cost and benefits arising from these 
trends. From this the Inquiry created a series of recommendations to the Secretary of 
State and Director General of the Office of Fair Trading. 
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Main Findings 

2.26 The overall conclusion of the report relates to threat facing store types in particular 
post offices, rural shops, pharmacies, forecourts, newsagents, convenience stores, off-
licences and other specialist retailers which have little control over their supply chain, 
especially in urban areas. 

2.27 Property costs, crime, poor planning and distortion of the supply chain are cited by 
contributors as factors behind the demise of independent stores. Suppliers are also 
identified as coming under increasing pressure to compete with larger supermarkets.  
The report highlights how the supply chain has weakened as independent wholesalers 
are edged out of the market as a result of the increased size and buying power of the 
big four supermarkets.   Furthermore the report notes that the current trading 
environment emerging in the retail sector will lead to the extinction of the small shop 
sector by 2015 with just a small number of independent businesses in operation.  

2.28 The report cautions that society will suffer in the end by restricting choice, adding to 
social exclusion, damaging local communities and weakening supply chain caused by 
consolidation. Knock-on effects could see a small to medium decline in the number of 
people employed in Britain and a sharp reduction in small shops openings. 

2.29 The High Street Britain Report concludes with fourteen key recommendations which it 
believes will assist in creating a more balanced retail sector: 

 Implement a moratorium on further mergers and takeovers; and establish retail 
regulator; 

 Revise the two market ruling; and introduce comprehensive codes of practice 
across the retail sector; 

 Review the tax system and close the Jersey VAT loophole. Also review application 
of rate relief system as applied to independents trading on the threshold of viability;  

 Introduce a new requirement for all local authorities to adopt a retail strategy within 
the Unitary Development Plan; 

 Develop regeneration units in all local authorities within the UK, and establish retail 
focused regeneration units in all RDAs within the UK;  

 Delegate greater decision-making power to people locally (consumers and 
communities);  

 Rapidly implement the recommendations of the Hampton review;  

 Make revisions to the retail property market;  

 Encourage the transformation and innovation of the Post Office network; and 

 Implement measures to restrict the environmental impact of shifts in the retail 
sector.  

Clone Town Britain – Loss of Local Identity on the Nation’s High Streets 

Introduction 

2.30 The report reveals for the first time, the balance between clone towns, border towns 
and home towns in the UK. There is an increasing trend in towns across Britain were 
once thriving centres with a good supply of independent butchers, newsagents, 
tobacconists, pubs, bookshops, greengrocers and family owned general stores are 
becoming replaced with faceless supermarket retailers, fast-food chains, mobile phone 
shops and global fashion outlets. 

Study Methodology 

2.31 The study was based on survey results of villages, towns and city areas across Britain. 
The aim of the study was to identify locations whose high streets that resemble a 
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‘clone town’ as opposed to those who are considered a ‘home town’. The study 
describes a clone town as a place where the individuality of high street shops has been 
replaced by a homogenous strip of global and national chains, lacking distinction or 
character. By contrast, a home town has a high street that retains its individual 
character and is instantly recognisable and distinctive to the people who live there, as 
well as to those who visit. ‘Border Towns’ make up the third classification which 
represents towns that without intervention may end up as ‘clone towns’. 

Main Findings 

2.32 Of the 103 locations surveyed 42 were clone towns with 27 border towns and the 
remaining 34 home towns. The results found that those locations identified as clone 
towns had higher populations which would reflect the demographic requirements 
needed to attract larger multiples to these locations. However the survey found 
examples where larger populations maintained a level of distinctness and were 
classified as border towns.  

2.33 Locations classified as clone towns were found to have a smaller range of shop 
categories such as a lack of shops in the DIY, garden, pet, and car service categories 
on the high street. In addition high streets in clone towns were less likely to have 
entertainment facilities such as a cinema or theatre. 

2.34 Dumfries was identified as one of the worst examples of a clone town coming only 
second to Exeter and representing the only Scottish location in this category. Its 
position as a clone town is a result of a lack of independent shops on the high street 
where only one was recorded.  

2.35 Peebles was considered one of the best examples of a ‘home town’ coming second to 
Hebden Bridge (North East). The majority of shops on the High Street in Peebles were 
independent with only six chain stores recorded.  

2.36 The report outlines a range of policy solutions, which, if implemented could begin to 
reverse the process. Amongst other recommendations, the report calls for action to:  

 Use planning law to promote opportunity for locally-owned stores which could 
involve guaranteeing affordable premises for locally-owned stores; 

 Introduce a retail takeover moratorium on further takeovers of existing chains 
(namely the big four) in the supermarket or convenience sector; 

 Apply a limit of 8% market share in particular to the interests of the big four; and 

 Make complaints to the OFT confidential using an independent and confidential 
watchdog to allow suppliers to complain in confidence without fear of having their 
services de-listed. 

Ghost Town Britain II: Death of the High Street 

Introduction 

2.37 The first Ghost Town Britain (2002) report revealed the phenomena of ‘Ghost Town 
Britain’ where the pressure of wider economic forces has led to the closure of banks, 
pubs, corner shops, grocers and newsagents leaving communities without ease of 
access to local shops and services. All the while the UK’s four largest supermarkets 
are gaining increasing power of the retail market which is accelerating the decline of 
smaller and independent retailers and wholesalers.  

2.38 Ghost Town Britain II follows on from the previous study (Ghost Town Britain) and 
looks at how retail trends have progressed 12 months on. The report once again 
highlights close link between the fall in the number of small shops and wholesalers 
with the increasing presence of the four leading supermarket chains (Tesco, Asda, 
Sainsbury’s and Morrisons). 
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2.39 Unlike in the previous study Ghost Town Britain II also examines how loss of open 
spaces, and community buildings and meeting spaces are contributing to the Ghost 
Town phenomena while recognising the need to encourage immigrant entrepreneurs. 

Main Findings 

2.40 In 2001 the UK’s largest grocery outlets retained an 81% share of the food retail 
market. By 2005 Tesco controlled a quarter of the food retail market followed by Asda 
and Sainsbury’s with 17% and 16% respectively.  

2.41 Over the period of both Ghost Town Britain studies (1997 to 2002) the number of 
specialised stores including butchers, bakers, fishmongers, and newsagents selling 
confectionery, tobacco, and newspapers closed at the rate of 50 per week. Between 
2000 and 2002 general stores have been closing at a rate of one per day in turn the 
number of wholesalers has closed at a rate of 6 per week.  

2.42 Local shops are also under increasing competition as the larger supermarkets branch 
out into the local shopping market. The number of ‘fake local’ stores is steadily 
increasing with the like of Tesco Express and Sainsbury’s Local which have 
contributed to a 30-40% drop in other local shops.  

2.43 Suppliers and manufacturers are also affected by the dominance of larger supermarket 
chains. It is noted how leading supermarkets no longer rely on wholesalers opting to 
purchase goods directly from primary producers and a small number of goods 
providers. The study reports how the five leading supermarket chains trade with fewer 
than 30 major food processors while only four dairy companies supply the UK’s six 
largest retailers. It is no consequence that over the five year period to 2002 VAT 
registrations for small-scale food manufactures fell by almost 12 per cent. 

2.44 Non-retail services are also vanishing from local communities: with every month 20 
pubs are reported to close; 345 post offices closed between March 2002 to March 
2003; and in the ten years to 2003 Britain’s bank branch network shrunk by a third 
leaving 800 communities without a local bank. 

2.45 The report outlines a range of policy solutions to accompany best planning and retail 
strategies which may assist in reversing the trend towards ‘Ghost Towns’, including:  

 Rate relief for small retailers including newsagents and food, beverage and 
tobacco retailers, particularly in villages, town centres, deprived neighbourhoods; 

 Local competition policy to curb the development of large out-of-town superstores 
which could negatively impact on local businesses; 

 Mandatory Code of Conduct between supermarkets’ relationships with their 
suppliers including monitoring and enforcement by a food retail regulator; 

 Local money flow analyses which can be used by local authorities, planning 
agencies, regeneration bodies and regional development agencies to help guide 
local retail development; 

 Introduction of local retail plans which would provide greater power to control and 
cap the size of supermarkets, ensure that the town centre is the primary focus for 
development, and require local authorities to develop retail plans for their area; 

 Promote shared or community banking which would ensure banking services for 
villages, small towns and urban neighbourhoods; 

 Support for Community Development Finance Initiatives which provide finance and 
business support to small enterprises in disadvantaged communities; 

 Allowing refugees to work and providing better support for immigrant businesses; 
and 

 Support for community pharmacies to prevent further supermarket encroachment 
into pharmacy business. 
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3 REVIEW OF PLANNING POLICY CONTEXT 

Introduction 
3.1 This policy and planning context review is an important stage and forms the initial 

focus of the study. It has primarily involved desk based research, including a review of 
all appropriate planning and related documents. 

3.2 This has concentrated on a review of national policy on town centres and retailing; an 
assessment of the structure and local development plan policy for each of the case 
study towns and how they guide retail development in each respective town. The 
review also highlights the key policy aims and objectives and any issues arising from 
their application in the study context.  

Evolution of Retail Planning Policy Guidance in Scotland 
3.3 The 1998 policy guidance was a review of guidance adopted in 1996. Unlike the 

English and Welsh policies experience, which (at that time) both relied upon common 
roots, the Scottish planning guidance has developed separately to reflect the particular 
conditions here in Scotland.  

3.4 This provides a summary of the national planning policy guidance on town centres and 
retailing in Scotland from the issuing of the first NPG in 1986 by the Scottish Office up 
to the revised SPP 8 recently published in August 2006.  

Location of Major Retail Developments 1986 

3.5 The 1986 National Planning Guidance on Retailing entitled the ‘Location of Major 
Retail Developments’ was essentially prepared to provide a somewhat ordered 
framework for the evaluation of applications for out-of-centre retail developments in 
Scotland. 

3.6 This reflected the evolving retailing sector and changes in the demographic structure of 
the population. It had been recognised that shopping was increasingly being seen as a 
leisure activity, with demand for comparison shopping growing significantly. In 
particular, this sought a move away from the earlier prohibition of all off-centre 
development, instead allowing planning authorities to become proactive through 
facilitating new retailing not only in existing centres but also, where appropriate, in 
alternative locations otherwise detached from these established centres. 

3.7 In summary, the guidance stated that the planning system’s role was not to protect 
individual retailers but to instead place greater emphasis upon the need for established 
centres to remain competitive and to address their apparent ‘underlying weaknesses’. 

National Planning Policy Guidance 8 (NPPG 8) 1996 

3.8 The publication of NPPG 8 Retailing in April 1996 provided a welcome revision to the 
national policy guidance for retail development in Scotland, which had quickly become 
out of date. This guidance note supersedes that previously prepared on ‘Location of 
Major Retail Developments’ in 1986. 

3.9 The requirement for the 1996 revision emerged as a necessity to reflect the significant 
changes that had occurred in the previous ten years in the retailing industry. There had 
also become an increasing need for sustainability and sustainable development to be 
more broadly encapsulated into government policy. 

3.10 This revised guidance therefore has a much wider scope than its predecessor did, and 
has thus been developed with both retail development and other town centre activities 
in mind, as well as focusing upon the emerging development of retailing situated in 
out-of-centre locations. 

3.11 The broad main Government policy objectives were identified at the time as being: 
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 To maintain an efficient, competitive and innovative retail sector offering consumer 
choice; 

 To sustain and enhance the vitality and viability and design of town centres, as the 
most appropriate location for much of that activity; and 

 To ensure that ways of meeting these objectives are compatible with Sustainable 
Development: The UK Strategy and, in particular, that new retail development can 
be reached by a choice of means of transport. 

3.12 The guidelines introduced, for the first time, the principle of the sequential approach to 
site selection for retail development. This was to apply to food grocery (convenience) 
and comparison goods shopping. This required that a local planning authorities’ first 
preference should be for town centre sites, where available, followed by edge-of-centre 
sites, and only then by out-of-centre sites in locations which are, or could be made, 
accessible by a choice of transport means. 

3.13 NPPG 8 recognises that it is not the function of the planning system to preserve 
commercial interest or to restrain competition between retailers or methods of retailing. 
It is therefore important for development plans to facilitate innovation in retailing, and in 
locations accessible to all of society. 

3.14 The guidance therefore indicates that the planning system should follow a number of 
general principles when considering individual future applications for retail 
development. These are best summarised as: 

 Ensuring that all communities, whether rural or urban, benefit from effective 
competition in retailing, whether through retailers and types of retailing, and 
between existing centres; 

 Whilst recognising the importance of motor vehicles and the role they play in 
people’s everyday lives ensure that new retail development is situated where 
access is achievable by a choice of transport, rather than solely by private car; 

 Encourage all new retail developments to be of a high design quality and to be in 
harmony with and reflect its surroundings; and 

 To plan positively, but also realistically, for the future of town centres through 
encouraging a diversification of uses that would contribute to the overall vitality and 
viability of the town centre. 

3.15 Although, the guidance indicates that the impact of proposed new retail developments 
upon existing individual retailers is not normally considered a relevant material factor in 
making planning decisions, it does however recognise that certain planning issues may 
arise to which consideration should be given. In such cases, the planning authority 
should weigh up the benefits of the proposals against other social, economic and 
environmental impacts. 

3.16 This has been further translated into the guidelines through the requirement for 
planning authorities to assess the capacity to accommodate new retail development. 
All applications for major retail development exceeding 5,000 sq m gross should be 
supported by a retail impact assessment, and where this clearly shows that the said 
proposal would significantly impact upon an existing centre and undermine its vitality 
and viability then this should be refused planning permission. 

3.17 In addition, the guidance as a whole gives consideration to the potential future 
development of new regional and district shopping centres. It concludes that the 
development of further new regional centres (around 50,000 sq m or more) in Scotland 
would not be consistent with the guideline. Proposals for new district shopping centres, 
up to 30,000 sq m gross, could however be accommodated, where local circumstances 
and consistency to development plan policy permits. 
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National Planning Policy Guidance 8 (NPPG 8) Revised 1998 

3.18 NPPG 8 Town Centres and Retailing replaced the previous policy guidance issued 
back in 1996, and followed on from consultations undertaken on an earlier draft version 
in March 1997. It is particularly significant as well as interesting to note that the 1997 
revised draft guidelines were issued within eleven months of the 1996 guidance. 

3.19 This new revised guidance was approved and issued in October 1998 and ran to 99 
paragraphs. Whilst continuing to reiterate the main principles and thrust of Government 
policy, it places further emphasis upon and commitment towards town centres, the 
significance of accessibility by other modes of transport than private car, and the 
promotion of greater diversification through mixed use development. The policy 
guidance has also been extended for the first time to commercial leisure 
developments. 

3.20 The revised NPPG 8 stated the Government’s broad policy objectives as: 

 To sustain and enhance the vitality, viability and design quality of town centres, as 
the most appropriate location for retailing and other related activities; 

 To maintain an efficient, competitive and innovative retail sector offering consumer 
choice, consistent with the overall commitment to town centres; and 

 To ensure that ways of meeting these objectives are compatible with sustainable 
development and, in particular, that new developments are located where there are 
good public transport services, and better access for those walking and cycling, 
leading to less dependence on access by car. 

3.21 The key policy of the present NPPG 8 remains the sequential approach. This approach 
to site selection is applied to retailing, commercial leisure and entertainment (theatres 
and cinema) but also to other key town centre users such as offices, healthcare, higher 
education and tourism. 

3.22 Under this approach, the first preference should be a town centre location, where sites 
or buildings suitable for conversion are available, followed by edge-of-centre sites, and 
only then by out-of-centre in locations that are, or can be made easily accessible by a 
choice of means of transport. In addition, developers and retailers should also consider 
the potential scope for accommodating their proposals in an alternative built form and 
where appropriate adjusting or sub-dividing proposals, to better fit with present town 
centre developments. 

3.23 The revised NPPG 8 states that where planning authorities consider there is a 
requirement for additional new development or extensions, then the policies and 
proposals of the development plan should indicate the scale and location, as well as 
the type of development. Therefore all such applications for development should be 
considered in terms of compatibility with the development plan. Where the proposals 
are not deemed to be plan consistent, it is left for the developer to demonstrate why 
such a policy exception should be permitted. 

3.24 The 1996 guidelines required that all major retail development proposals of 5,000 sq m 
gross or more should be supported by a retail impact assessment. The revised NPPG 
8 applies a lower threshold of 2,500 sq m. The guidelines go even further to suggest 
that in some instances smaller scale proposals may be required to provide this data. 

3.25 As for the potential for new regional shopping centres in Scotland, the guidance 
concludes that the development of further such centres would appear not to be 
consistent with policies, given that in some cases it could lead to significant trade 
impact upon established centres whilst also encouraging excessive traffic generation.  

3.26 It does not, however, appear to recognise the possibility that a regional shopping 
centre could be developed in, or adjacent to, an existing centre and despite meeting 
the sequential and accessibility tests outlined in NPPG 8 could also result in significant 
traffic generation as well as trade diversion. 
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Scottish Planning Policy (SPP 8) Town Centres and Retailing 2006 

3.27 In August 2005, the Scottish Executive issued a consultation draft version of the new 
planning policy guidance on town centres. The policy contained within this guidance 
generally remained unaltered, but reaffirms the Scottish Executive position in firmly 
supporting town centres. It also considers the importance of a broader range of land 
uses rather than concentrating purely on retailing. The draft also takes in to account 
the findings of the research undertaken examining the effectiveness of NPPG 8. 

3.28 The SPP provides policy for the development of town centres and how to plan for 
proposed town centre developments wherever they may be located.  It focuses upon 
establishing a mix of town centre uses and activities, with residential encouraged as an 
important and integral aspect. It also recognises that town centres are often unable to 
accommodate all forms of retail development, and therefore establishes methods for 
dealing with such proposals, which should complement town centres. 

3.29 The SPP notes that vibrant thriving communities should continue to be the focus for 
communities. The SPP provides key definitions for ‘town centres’ and ‘shopping and 
leisure centres’.   

3.30 The Executive’s key policy objectives for town centres comprise: 

 Promote competitive places and encourage regeneration, in order to create town 
centres that are attractive to investors and suited to the generation of new 
employment opportunities; 

 Create a climate that enables all sectors of community to have access to a range of 
shopping, leisure and other services and for deficiencies in provision to be 
remedied; 

 Improve the physical quality of town centre environment; and 

 Support development in existing accessible locations or in locations where 
accessibility can be improved. 

3.31 The SPP then outlines a series of policy principles that all the key stakeholders should 
focus on in the implementation of the Executive’s policy objectives: 

 Identify and promote town centres as part of a network/hierarchy of centres; 

 Focus development in existing town centres through use of sequential approach; 

 Maintain, improve and develop the town centres; 

 Promote an attractive and safe environment; 

 Ensure that town centres are accessible to all segments of the community and by a 
wide range of transport modes; and 

 Monitoring and reviewing policy on a regular basis. 

3.32 The SPP promotes identification of a network (or hierarchy) of centres through which 
the role and function of each is supported by the role of other centres. This network 
should be outlined within the development plan, with broad quantitative and qualitative 
requirement for all town centre use.  This will be the basis for assessing proposals that 
may be forthcoming. If proposals and policies support identified role and function of a 
town centre then there will be no requirement to provide a detailed need assessment. 

3.33 Town centres are recognised as more than simply a concentration of uses, but more a 
range of diverse uses and attributes, and high levels of accessibility. This includes 
uses that would contribute to town centre vitality and viability as well as the character, 
sense of place and identity of the town centre.  

3.34 The SPP also acknowledges the need to continue to support the role and importance 
played by small towns, villages and other centres in rural locations. 
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3.35 Significant changes in the role or function of any one particular town centre should be 
identified proactively through the development plan process, as opposed to such 
change being planning application driven. In addition, any under-performing town 
centre, which has for example shown continuing signs of decline, should not 
necessarily be offered protection if an alternative exists. 

3.36 The sequential approach to site selection remains. This will apply to expansion or 
change of use proposals, as well as to those where the development will result in a 
material change to the nature, size and character of development. The sequential 
approach to location preference should be as follows: 

 Town centre sites; 

 Edge of centre sites where no suitable town centre site is available; and 

 Out of centre sites in locations that can be made accessible by a choice of means 
of modes of transport, where neither town centre nor edge of centre sites are 
available. 

3.37 It is noted though that the application of such an approach requires a degree of realism 
as well as flexibility. Planning authorities should be responsive and thereby identify 
both suitable and viable sites for town centre uses. Likewise, retailers and developers 
should also be flexible in their own requirements to reflect the individual setting, i.e. 
format, design and scale of development. 

3.38 In regard to town centre boundaries, where development for town centre uses is 
proposed within the defined town centre, an assessment of its impact on vitality and 
viability of similar uses is not deemed to be necessary. The SPP refers to the potential 
use of appropriate conditions restricting the sale of certain goods or format of units, 
including the development of mezzanine floorspace. 

3.39 The SPP actively seeks to encourage steps to support the improvement of town 
centres and thus to create successful places. These improvements may range from 
small-scale public realm or environmental schemes or large-scale land assembly and 
site redevelopment. 

3.40 The key to the delivery of such improvements is town centre strategies, which establish 
a detailed framework and set of actions required to enable improvements. Such 
strategies will be developed with use of up-to-date monitoring data and review of each 
town centre, (i.e. healthcheck audits). Ideally a strategy will help identify the scope for 
potential change; consider constraints to eventual implementation of changes, and 
recognise the ever-changing nature of retailing formats. This should then lead to the 
identification of actions, tools and delivery mechanisms; promotion of new 
opportunities through Masterplan and design exercises; and monitoring exercises to 
record and assess the level of achievement of delivery and implementation. 

3.41 Development plan policies and individual proposals should be seen to reflect to the 
Scottish Executive policy guidance on Design, whilst also providing a high quality, 
inclusive and safe environment. The adoption of higher density developments in town 
centres is also encouraged.  

3.42 Both retail and leisure developments should be highly accessible and be located close 
to existing access networks. Accessibility and the perceived level of access are crucial 
to the overall success and attractiveness of a town centre. 

3.43 The SPP highlights the essential need for monitoring if an effective planned and 
managed town centre is to be achieved. There is therefore a need for regular reviews 
of the network centres, the extent of development activity, and overall town centre 
performance. The sharing of all such data amongst key stakeholders would encourage 
greater ownership and proactive involvement in helping to achieve positive town centre 
performance. A ‘healthcheck’ assessment is likely to be the most useful tool for 
monitoring strengths, weaknesses and overall performance. 



The Effect of Supermarkets on Existing Retailers 
Final Report 

 
Roger Tym & Partners   
December 2006  16 

3.44 In preparing the development plan, planning authorities should identify network of town 
centres, shopping centres and out-of-town shopping areas. The plan should also 
establish policies to support the enhancement of town centres.  

3.45 Furthermore, all planning applications require to be rigorously assessed against 
development plan and SPP policy, in particular its quality of design, scale, location, 
and whether it is accessibility by differing transport modes. Where a proposal is in 
contravention of the development plan, then assessment should be based upon: 
sequential approach to site selection; no unacceptable impact on centre vitality and 
viability; help to meet any quantitative and qualitative deficiencies; and does not 
conflict with other significant objectives. 

3.46 Impact analysis should be undertaken for applications for retail and leisure over 2,500 
sq m gross floorspace in edge-of-centre or out-of-centre locations, which are not in 
accordance with the development plan. Also smaller developments that impact on 
vitality and viability of the town centre will also need to be duly assessed. The SPP 
indicates that updated guidance on impact assessment relative to town centre uses will 
be published at a later date. 

3.47 There is a requirement for planning authorities to notify Scottish Ministers when they 
intend to grant planning approval for one of the following circumstances: 

 Retail shopping development of 10,000 or more sq m gross floorspace; 

 Major retail development where significant client base is within the neighbouring 
local authority, and where that authority has objected to application approval; and 

 Constitutes a significant departure from the development plan. 

3.48 This direction is designed to provide the opportunity for Scottish Ministers to call-in 
applications for their own decision, although it is intended that policy generally remains 
unchanged, i.e. only call-in selectively, and normally only where important proposals 

3.49 A finalised SPP8 was published in August 2006 with most of the policy and principles 
remaining. One of the key changes to the Draft SPP 8 is introduction of an amendment 
to the sequential approach (SPP8, paragraph 15) which concentrates on the following 
preferential order of proposed locations: town centre sites; edge of town centre sites; 
other commercial centres identified within the development plan; and then out of centre 
sites in locations that can be made accessible by a choice of means of modes of 
transport, where neither town centre nor edge of centre sites are available. 

3.50 Paragraph 26 of the new SPP8, relates to town centre strategies, and places greater 
emphasis upon the potential and significant role that could soon be attributed to the 
introduction of business improvement districts (BIDs) across Scotland. 

3.51 SPP8 also incorporates an annex on types of development that provides new planning 
guidance in relation to particular forms of development. The aim of this is to ensure 
that all respective planning applications are determined by planning authorities on a 
more equal and consistent basis. This includes the following developments:   

 New Regional Shopping Centres; 

 New District Shopping Centres; 

 Retail Parks and Retail Warehouse Clubs; 

 Food Superstores and Food Discount Stores; 

 Factory Shops and Factory Outlet Centres;  

 Petrol Filling Stations; 

 Commercial Leisure Schemes; 

 Amusement Centres, and Casinos; and 



The Effect of Supermarkets on Existing Retailers 
Final Report 

 
Roger Tym & Partners   
December 2006  17 

 Restaurant, Public Houses and Hot Food Outlets. 

Development Plan and Related Policies 

Introduction 

3.52 The Town and Country Planning (Scotland) Act 1997 requires that planning decisions 
should be made in accordance with the local development plan unless other material 
considerations indicate otherwise. Development plans consist of a structure plan and 
local plan(s). These provide the statutory framework within which local authorities can 
guide development while protecting the environmental quality, providing development 
opportunities and ensuring public involvement. 

3.53 Structure plans outline the strategic requirements for the longer-term development (at 
minimum 10 years) while providing a framework for local plans. Local plans provide a 
more detailed guidance on what development will be encouraged and must conform to 
Structure plan policy. This is achieved by the guiding of day-to-day planning decisions 
through detailed policies and proposals for development and land use.  

3.54 A review of development plan policies specific to retail and town centre for the three 
case studies show a common approach to new retail development by: 

 Sustaining and promoting the vitality and viability of these town centres; 

 Strengthening the role of the town centre through new retail development;  

 Ensuring the appropriate level of retail development for centres and settlements in 
the three local authority areas; and    

 Applying the sequential approach, i.e. encourage new retail development within the 
town centre before consideration of edge-of-town locations and followed by out-of-
town locations.  

Alloa and Clackmannanshire 

Clackmannanshire and Stirling Structure Plan 

3.55 The Clackmannanshire & Stirling Structure Plan was approved in March 2002 and 
replaced the former Central Region Structure Plan. Two amendments were made in 
2004 on aspects relating to forestry and renewable energy, with a third (currently in 
preparation) seeking to role the overall plan strategy forward to 2025. A consultation 
draft is expected to be published by 2007. 

3.56 The new Structure Plan provides a framework for policy and a retail hierarchy for 
centres across Clackmannanshire and Stirling with ‘strategic/town centre shopping 
centre’ designations, alongside household, personal and local shopping centres and 
other retail related developments.  

3.57 The plan continues to recognise the importance of Stirling as the primary shopping, 
leisure and commercial centre, and Alloa as a second largest centre. The plan also 
identifies Sterling (Tillicoultry) and Springkerse (Stirling) as key out of centre shopping 
destinations as well as other local centres that provide for a range of shopping facilities 
and amenities to serve the local and wider catchments.   

3.58 The overall Structure Plan policy applies the principle of the sequential approach to 
retail development, and encourages any future development to be directed to the key 
‘town centres and locations’ identified within the plan. This is noted as including Alloa 
(up to limits of consent at Clackmannan Road), Forthside, Raploch and at Sterling. 

Clackmannanshire Local Plan 

3.59 The Clackmannanshire Local Plan was adopted by Clackmannanshire Council in 
December 2004. This plan reflects the policy implications of the above 
Clackmannanshire and Stirling Structure Plan. 
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3.60 In overall strategy terms, the local plan seeks to secure and achieve a number of broad 
aims and objectives for Clackmannanshire. These predominantly consist of: 

 Securing and developing the future role of Alloa as a strategic shopping centre and 
the district centre in Clackmannanshire; 

 Sustaining and promoting continuing vitality of town centres in Clackmannanshire; 

 Resistance against major retail development, i.e. exceeding 1,000 sq m gross floor 
area, taking place in locations outside Alloa town centre (sequential approach); 

 Encouragement for other retail development, ranging between 250 sq m – 1,000 sq 
m gross floor area, to be located within established town centres or neighbourhood 
centres in Dollar, Tillicoultry, Alva, Sauchie, Tullibody and Clackmannan; and 

 Support for small-scale retail development of up to 250 sq m gross floor area that 
serves local and neighbourhood needs, across Clackmannanshire settlements.    

3.61 In the specific context of Alloa, the town centre plays a dual role in serving the retailing, 
commercial and community needs of the residents of Clackmannanshire. Alloa 
primarily serves the function and role of the district centre in Clackmannanshire. The 
town centre not only provides for main convenience and daily shopping requirements 
of the county, but the town also has potential to complement the more strategic role 
played by Stirling and Falkirk, by virtue of its more focused shopping opportunities.  

3.62 It is important to note the Clackmannanshire Local Plan 2004 also strictly identifies a 
limited policy presumption against introducing non-retail uses within the town centre, 
especially the traditional core shopping area within Alloa town centre. 

Clackmannanshire Retail Capacity & Alloa Town Centre Healthcheck 

3.63 Clackmannanshire Council commissioned a study in 2005 to produce a Town Centre 
Healthcheck for Alloa Town Centre and Retail Capacity Study for Clackmannanshire. 
The main objectives of the study were to: 

 Evaluate the capacity for future convenience and comparison retail development in 
Clackmannanshire over the period to 2014; and 

 Assess the potential role of future retail demand in promoting the vitality and 
viability of Alloa Town Centre and how the town centre can most effectively meet 
the needs of the population up to the year 2014, including the scope to improve 
facilities, the environment and accessibility of the town centre. 

3.64 The study findings suggest that existing and potential capacity would not support major 
new shopping development. Rather, the focus of attention should be on small scale 
quantitative and qualitative improvements, particularly aimed at the non-food and 
leisure markets. In summary: 

 Convenience Shopping: 

3.65 On a quantitative basis, there is no capacity for additional new convenience floorspace 
within the short-term forecast period (up to 2009) despite a growing population. In the 
long-term a small element of floorspace capacity will emerge, although this would not 
be significant enough to accommodate a new convenience store. 

3.66 It is suggested that a period of consolidation should be adopted in terms of floorspace 
for convenience goods, and that the Council should focus on persuading shoppers to 
make more visits to the traditional retail core (i.e. in addition to visiting the superstores) 
by developing a strategy aimed at attracting specialist food retailers, and services such 
as high quality cafes and restaurants. 

 Comparison Shopping: 

3.67 Clackmannanshire enjoys only a small market share of comparison expenditure, with 
Alloa offering only very small-scale provision in this sector. There is likely to be modest 
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levels of floorspace capacity within the household goods sub-category up to 2009. This 
is predicted to reach significant levels in the longer term, enough to accommodate a 
large new development or a number of small-scale schemes. An over-supply of 
personal goods floorspace is anticipated in short-term, with modest capacity expected 
to emerge beyond 2009, in the region of 2,000 – 3,000 sq m gross. 

3.68 There is quantitative capacity to enhance the status of Alloa within the comparison 
goods sector, which will only increase when the closure of the Co-op department store 
(2,200 sq m) takes place. The Council is advised to actively promote more sequentially 
preferable sites for new comparison floorspace development.  It is noted that there is 
currently a lack of demand in this sector in Alloa, indicating that the town needs to 
promote itself to generate stronger demand and provide modern and new floorspace; 
also, that market demand will always be constrained in a town of Alloa size, due to its 
relatively small catchment population and competition from Stirling, Falkirk, Perth, 
Dunfermline and other out-of-centre developments. 

3.69 It is considered that the existing Structure Plan policy support for household shopping 
at Clackmannan Road and Sterling Warehouse and personal shopping at Sterling Mills 
is entirely consistent with Draft SPP 8 and no change is proposed to this. 

3.70 In conclusion, it is considered that the identified needs for Alloa do not require any 
major change to the existing strategy of enhancing its role through town centre 
improvement schemes, redevelopment and other initiatives within the town centre. 
There is no quantitative convenience retail need to 2009. It is intended that identified 
comparison shopping needs will be accommodated, although the position will be 
reviewed if anticipated sites and redevelopment opportunities do not emerge by 2009. 

Dumfries and Dumfries & Galloway 

Dumfries and Galloway Structure Plan 

3.71 The Dumfries & Galloway Structure Plan was approved in December 1999. The policy 
framework identified within the Structure Plan provides for a shopping centre hierarchy 
comprising town centres situated throughout the Dumfries and Galloway area.  

3.72 The plan firmly recognises the role and function of Dumfries as the regional centre for 
shopping, leisure and also commercial activities. Stranraer is highlighted as the main 
district shopping centre serving the western part of Dumfries and Galloway.  

3.73 Castle Douglas, Newton Stewart and Annan are each designated as district shopping 
centres. The plan also identifies a series of other more local centres that provide for a 
range of shopping facilities and amenities to serve the local and wider catchments.   

3.74 The Structure Plan applies the policy principle of the sequential approach to site 
selection for retail development, and directs future retail development towards town 
centre locations in the main town centres identified within the plan.  

Nithsdale Local Plan 

3.75 The Nithsdale Local Plan was adopted by Dumfries and Galloway Council in October 
2006. Now that it is adopted it replaces the Dumfries and District Local Pan 1993. The 
plan also provides up-to-date policies which also reflect the strategic policies contained 
within the Dumfries and Galloway Structure Plan. 

3.76 The local plan identifies a clear policy strategy which aims to achieve broad aims and 
objectives focusing on Dumfries and the Nithsdale area. These are: 

 Supporting further growth in Nithsdale, particularly in Dumfries, which will have a 
positive benefit on the wider Nithsdale area; 

 Promoting the growth and role of Dumfries town centre as the regional shopping 
centre and key employment centre in Nithsdale; 
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 Sustaining and promoting continuing vitality of town centres in the Nithsdale area, 
in particular Sanquhar and Thornhill as the leading local centres; 

 Encouraging retail development towards Dumfries town centre, as recent edge-of-
centre and out-of-centre development is sufficient to meet emerging needs; and 

 Support for appropriate scaled retail development to be directed to the established 
town centres as designated in the retailing hierarchy. The strict application of the 
sequential approach to site development will be enforced. 

Dumfries & Galloway Retail Study 1998 

3.77 In 1996 Hillier Parker were commissioned to undertake a Retail Study of the region. 
This work updated previous research and comprehensively assessed shopping 
patterns within Dumfries and Galloway. It also evaluated the impact of major centres 
out with the region, such as Carlisle and Ayr. 

3.78 The study involved a household survey comprising 1,852 interviews covering 51 
postcode sectors. The aim of the household survey was to assess shopping habits of 
residents in the Dumfries and Galloway region while identifying attitudes to their local 
town centres. 

3.79 The household survey showed how the major food retailers retained a high proportion 
of catchment trade and attracted additional expenditure from locations further away 
than anticipated. The survey showed a link between the frequencies of shopping to 
resident location; with respondents from urban areas undertaking more shopping trips 
than those living in more remote areas.  

3.80 Dumfries retained a high proportion of its catchment for comparison retail (75%) 
although Carlisle was identified as a particular competitor to the centre drawing 
expenditure from the south east of the region. A similar pattern emerged in relation to 
household textiles and soft furnishings.  

3.81 Leakage in trade for household goods, DIY and decorating supplies was low for 
Dumfries with respondents favouring the town centre and Peel Centre over other 
locations. For other comparison goods such as jewellery, watches, toys and 
miscellaneous goods, shoppers were prepared to travel further to other centres 
including Carlisle, Edinburgh and Glasgow. 

3.82 Regarding attitudes to local centres respondents tended to shop in Dumfries and 
Stranraer for their convenience rather than a particular ‘attraction’ factor. Respondents 
were most dissatisfied about the limited range of shops and problems associated with 
car parking in Dumfries with similar response for Stranraer. 

3.83 The retail study also involved a postal survey to 300 businesses in Dumfries and 
Stranraer and included retailers and services. Results of the survey highlighted how 
over three-quarters of respondents were in the opinion that trading conditions had 
declined. Poor quality and quantity of car parking was the most common factor in 
addition to the introduction of pedestrian zones. Other factors contributing to poor 
trading conditions included the impact of out-of-town retailing, the opening of the 
Loreburne Shopping Centre on the High Street and increasing presence of multiples.  

3.84 Suggested improvements focused on improvements to parking facilities and traffic flow 
followed by the need to increase the range and quality of shops. Another suggestion 
provided by respondents was to introduction of incentives to fill vacant shops. 

Dingwall and the Highlands 

Highland Structure Plan 

3.85 The Highland Structure Plan was approved in March 2001. Structure Plan policy for 
retail aims to encourage maximum shopping provision for each settlement which is 
dependent on it potential shopping role and its catchment population. This is assisted 
through the identification of a shopping hierarchy for centres throughout the Highlands 
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ranging from the regional centre (Inverness) through sub-regional and local centres to 
village and neighbourhood shops.  

3.86 The plan recognises how growth in the major foodstores across the Highlands provides 
benefits such as greater choice; range and price of goods but at the same time have to 
compete directly with local shops. This has led to an adverse impact on rural shops in 
particular. Therefore plan policy encourages major foodstore development within town 
centres or within edge of centre locations.  

3.87 The plan requires all major retail proposals of over 2,500 sq m (gross) and smaller 
ones which may have a significant negative impact on town centre activity will require 
appropriate impact assessments (e.g. retail, environmental, and/or traffic impact). 
Proposals that pose a potential risk to the vitality and viability of local services will not 
be permitted.  

Ross and Cromarty East Local Plan 

3.88 The current (emerging) local plan covering the Dingwall area is the Ross & Cromarty 
East Local Plan, which was published in Finalised Draft form in November 2003. The 
local plan is due to be adopted in December 2006.  

3.89 Town centre policy for Dingwall focuses on supporting its role as a sub-regional centre. 
This is achieved through a number of broad aims and objectives for Dingwall including: 

 Encouraging further commercial, residential and improved visitor facilities within 
the town centre; 

 Giving priority to development that will improve the viability of the shopping centre; 

 Promote development which encourages the addition and upgrade of retail 
floorspace; and 

 Protect retail activity in the High Street by discouraging non-retail uses away from 
ground floor premises. 

3.90 Furthermore all retail development must satisfy the sequential approach as specified in 
the Highland Structure Plan and SPP 8 Town Centres and Retailing. 

3.91 The town centre takes in a number of potential development opportunities including the 
redevelopment and enhancement of the Riverside area to the north; redevelopment of 
land at the ‘Old Academy’, east of Tulloch Street and south of the river. The latter 
provides scope for office, commercial, tourist, community, arts/civic and residential.  
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4 CASE STUDY ANALYSIS 

Introduction 
4.1 The following two sections provide a retail profile of the case study towns. This 

includes data on previous town ‘health checks’ and examining any available retail 
studies (or information) undertaken prior to large supermarket development. 

4.2 This information can then be used to benchmark the effects from the opening of the 
supermarket on economic/retailing structure of the localities, including the effects on 
independent and local traders. This informs an analysis of the retail situation within the 
three case studies to compare against findings of the retailer and shopper surveys.  

Town Centre ‘Health Check’ Audit 

4.3 The physical nature of any retail and town centre is very important to its vitality. There 
are numerous such aspects which can affect people’s perception of a centre or retail 
location, whether as a shopper, a retailer, a developer or investor. Typically, these 
include the range and quality of retailing and other services; ease of the car parking; 
prevailing operational costs (rentals etc); the quality of approach, sense of security, 
and the quality of the pedestrian environment and public realm generally. 

4.4 We have therefore undertaken a series of site visits to each town to establish the broad 
physical and environmental condition of the town centre. The aim of this exercise is to 
establish the relative retailing ‘health’ of the town centre, based upon the established 
‘health check’ indicators of vitality and viability. 

4.5 These site surveys have been supplemented with focused consultation with council 
officers and town centre managers who each have an interest in the operation and 
overall performance of each respective town centre.       

4.6 These indicators of vitality and viability consist of the following:   

 Quality and diversity of retailing and other services in the centre; 

 Level of gross floorspace in retailing, services and other town centre uses; 

 Level of property vacancies; 

 Investigation of property rentals, yields and availability; 

 Details of known retailer requirements and demand, sourced through various 
online and subscription databases; 

 Access arrangements – quality and location of car parking and other transport 
provision relative to retailing and other local focal points in centre; 

 Pedestrian flows and movement patterns;  

 General quality of the streetscape and landscaping areas; 

 Presence of any town centre management operations or action plans; and 

 Customer perceptions of the town centre (from survey). 

Key Findings 

4.7 Alloa and Dumfries represent important service centres for their administrative area 
while Dingwall serves a more local catchment. Analysis of recent floorspace surveys in 
each of the case studies shows a relatively good supply of multiple retailers in Alloa 
and Dumfries while Dingwall has a stronger presence of independent traders.  

4.8 A comparison of retail floorspace surveys carried out before and after the development 
of the supermarket development studies reveals a change in retail structure in each of 
the three case studies: 
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 Convenience floorspace and in particular the number of convenience retail units is 
under-represented in each of the case study locations compared to GB averages;  

 The number of convenience units in Alloa and Dumfries fell by 6% and 4%, 
respectively; 

 Between 2002 and 2005 comparison retail floorspace fell in Dumfries and Dingwall 
(37% and 50% respectively). Despite an increase in comparison retail floorspace in 
Alloa between 1997 and 2005, the number of retail units reduced by 16 (23%); 

 The rate of vacant retail floorspace and vacant units in all three case studies is 
above the average rate for Great Britain; and 

 An increase in vacant floorspace was recorded in each case study locations since 
development of a new supermarket. Between 2002 and 2005 vacant floorspace in 
Dumfries and Dingwall increased 99% and 639% respectively while vacant 
floorspace in Alloa increased 225% between 1997 and 2005. 

Alloa, Clackmannanshire 

Town Context 

4.9 Alloa is the administrative centre of Clackmannanshire Council area. The town is 
situated to the east (8 miles) of the nearby City of Stirling, 14 miles to the north of 
Falkirk, and some 35 miles to the north-west of the City of Edinburgh. Alloa is noted as 
having a resident population of almost 19,000 people in the year 2001, based upon 
population figures provided by the GRO for Scotland.  

4.10 As the main district town, Alloa has an important role in meeting local shopping needs 
of people throughout Clackmannanshire. The town itself has experienced some 
decline over the years and the relative strength of nearby Stirling town centre means 
that a high proportion of people continue to travel from Clackmannanshire to Stirling to 
do their shopping, particularly personal shopping.  

4.11 The town centre in Alloa is focused around its traditional retail and commercial core, 
encompassing Bank Street, Mill Street, High Street, Drysdale Street, Maple Court, 
Primrose Street, Shillinghill and on Candleriggs. 

4.12 In sustainability terms Alloa has recently benefited through town centre improvement 
schemes, redevelopment and initiatives. A Town Centre Management Initiative is 
being progressed with traffic management. Re-development within the town centre 
through projects such as the Kilncraigs Mill has ultimately helped. 

Town Centre Uses 

Convenience and Comparison Retailing 

4.13 The main convenience goods retailers in Alloa include: Tesco, ASDA and Morrisons 
(formerly Safeway prior to merger in October 2004) superstores, as well as Iceland and 
Lidl UK supermarkets. More recently discount supermarket retailer, Aldi, has been 
given planning approval for a store (1,300 sq m gross retail floorspace) at the junction 
of Clackmannan Road and Whins Road.  

4.14 Alloa town centre offers a wide range of comparison retailing floorspace ranging from 
multiple retailers to national high street retail chains such as Mackays, Woolworths, 
Boots the Chemist, Happit, Timpson and the Co-op department store. The town centre 
also provides for a diverse selection of small and independent traders as well as other 
local Clackmannanshire businesses. 

4.15 There is also an open air market held in the town centre at the foot of Candleriggs 
which trades once a week every Thursday. During the rest of the week, the market 
area serves as an alternative free car park (120 spaces) in the town centre.  There is 
also linkage from the market (and town centre) to the historic Alloa Tower. 
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4.16 The town has seen a small number of new-build developments comprising retail and 
residential use, offering smaller scale units, which seeks to complement other recent 
refurbishment schemes including the former Somerfield by the Co-op who, in turn, then 
refurbished this store and adjacent property to create a new town centre department 
store. Thorntons and Birthdays have also recently converted High Street premises to 
develop their existing presence in the town centre. 

Retail and Other Services 

4.17 Alloa has a range of essential day-to-day non-shopping and service related amenities 
which include amongst many others a post office and banking facilities, travel and 
estate agents, public library, Council offices, sport and leisure facilities, medical/health 
centre, Spiers Centre and Alloa Tower, and other community and social facilities for 
local residents in Alloa. Alloa town centre also presently offers a diverse choice of local 
public house, restaurant and cafés facilities which add local character to the town.   

Town Centre Floorspace  

4.18 In terms of actual floorspace, the table below outlines the breakdown of town centre 
floorspace by specific use category in Alloa town centre. The floorspace data has been 
supplied by Experian GOAD, and is based on the most recent and up-to-date survey 
work carried out by the organisation. The town centre boundary is that which is defined 
by Experian GOAD.  

 Table 4.1: Retail Floorspace in Alloa Town Centre 2005 

Category Gross 
Floorspace 

(sq m) 

% Gross 
Floorspace Nos. Units % Units 

Convenience 8,720 16.8% 17 7.9% 
Comparison 11,110 21.4% 55 25.7% 
Services 26,800 51.7% 117 54.7% 
Vacant 5,170 10.0% 25 11.7% 
Total 51,800 100.0% 214 100.0% 
Source: Experian GOAD, 2005 

4.19 Alloa town centre accommodates well over 50,000 sq m of town centre floorspace, with 
a broad cross-selection of convenience, comparison and retail services outlets in the 
town centre. Convenience shopping currently represents 16.8% of floorspace and 8% 
of shop units, in comparison to the GB average floorspace rate (taken from GOAD) of 
16.8% and then 9.1% for numbers of retail units.  

4.20 The comparison goods selling stores occupy just over 21% of floorspace and 25% of 
retail units, which are well below the GB national averages of 52.9% for floorspace and 
47.5% for units. Retail services provision therefore is much greater than the national 
averages, representing some 51% of total floorspace and 54% of total units, which as 
mentioned is in stark contrast with the GB figures of 21% and 31.9% respectively. 

4.21 In analysing change in retail floorspace over time the 2005 Experian GOAD retail 
floorspace figures for Alloa town centre were compared with 1997 floor space data 
supplied by Clackmannanshire Council.  
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Table 4.2: Retail Floorspace in Alloa Town Centre 1997-2005 

Category Floorspace (sq m) % Change 

 1997 2005 1997-2005 

Convenience 8,463 8,720 3% 

Comparison 8,665 11,110 28% 
Vacant 1,590 5,170 225% 

Total 18,718 25,000 34% 
Source: Clackmannanshire Council, 1997; Experian GOAD, 2005. 

4.22 Between 1997 and 2005 convenience and comparison floorspace increased some 
2,700 sq m yet the town centre lost more than a quarter convenience units (-6) and 
23% less comparison units (-16).  

4.23 During this period Alloa experienced a number of convenience closures including 
closure of the Co-op and Somerfield stores. This loss of convenience floorspace is 
masked by the subsequent development of the Tesco store at Auld Brig Road which in 
itself provided an additional 5,710 sq m of convenience floorspace. 

4.24 The number of vacant units increased from 23 to 25 but relates to greater amount in 
terms of floorspace increasing by 3,560 sq m. 

Vacancies and Rental Values 

Property Vacancies 

4.25 Property vacancies in 2005 accounted for 10% of gross floorspace and 11% of town 
centre shop units (compared with a GB average of 8.0% for floorspace and 10.1% for 
units). On inspection of the town centre it was noted that since the 2005 Experian 
GOAD survey was carried out a further two retail units closed on the High Street. 

Rental Values and Yields 

4.26 A detailed review of commercial property rental values in Alloa through a number of 
datasets and information sources has been undertaken. There have been a very small 
number of reported deals in the last 3-5 years, and from this limited data it is estimated 
that prime retail rental values in the region of £15 to £20 per sq ft may conservatively 
be achieved in Alloa town centre. In respect of yield levels, recent market transactions 
for prime retail premises at Maple Court have achieved property yields of 
approximately 6%. 

Retailer Requirements  

4.27 Retailer requirements relate to specific needs of a retailer in particular multiple retailers 
interested in a certain location. Such requirements include preferable locations (i.e. 
within a town centre, out-of-town location, retail park etc.), type of premises, size of 
premises and tenure. An overall analysis of the retailers’ requirements database 
compiled by the FOCUS Information Ltd indicates that there are currently a small 
number of specified retailer requirements which could potentially be satisfied and 
accommodated within Alloa town centre or elsewhere within the town. These 
requirements are as follows: 
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Table 4.3: Retailer Requirements in Alloa 

Retailer Requirement Company Retail Activity 

Location Property Size Tenure 

Aldi Stores Ltd Supermarket Main Road, 
Retail Park, & 
Edge of town 

Retail (Class 1), 
14,600 sq ft 

Leasehold, 
Freehold 

Card 
Warehouse Ltd 

Newsagent & 
Cards 

Prime Pitch, & 
Secondary  

Retail (Class 1), 
1,000-2,500 sq ft 

Leasehold 

Pets at Home Pets Shop Main Road, & 
Retail Park 

Retail (Class 1), 
4,000–12,000 sq ft 

Leasehold, 
Freehold 

Superdrug Chemists Prime Pitch, 
Secondary, 
Retail Park & 
Neighbourhood 

Retail (Class 1), 
2,000 – 6,000 sq ft 

Leasehold 

Source: FOCUS Retailers Requirements, September 2006 

Shopping Centre Rankings 

4.28 Management Horizons Europe (MHE) produces a shopping Index publication which 
ranks 1,672 shopping locations in the UK. Rankings are based on a weighted scoring 
system which takes into consideration non-food multiple retailers and anchor stores 
present in each centre. This provides an indication of the retail strength of a shopping 
location with a higher score equating to a higher rank position (i.e. one being the 
highest rank position).  

4.29 The 2003/2004 (fourth) edition indicates that Alloa is defined as a minor district centre 
and is at present ranked 829th in the MHE index.  This shows an improvement in the 
period from 1995/96 (rank 620) to 1998/99 (rank 516), before experiencing a period of 
steady decline to 550th place in 2000/01 and 829th place in 2003/04. 

Transportation and Movement  

4.30 The town centre does not at present have a train station, although rail passengers 
have access to regular train services from nearby Stirling station to a choice of 
destinations including Glasgow, Falkirk, Edinburgh, Perth and Dundee.  

4.31 The planned route re-opening of the Stirling-Alloa-Kincardine railway link will in due 
course open up travel options and simultaneously enhance the level of accessibility to 
and from the town of Alloa. The project will re-open track lines between Stirling and 
Longannet Power Station at Kincardine, and along with the construction of a new rail 
station in Alloa town centre, this will allow direct hourly passenger services to operate 
between Alloa, Stirling, Glasgow and Edinburgh (changing at Stirling). 

4.32 The rail link will increase opportunities for freight services, which over time should help 
to ease road traffic congestion, rail congestion over the Forth Rail Bridge, thereby 
increasing the level of accessibility and attractiveness of Alloa for investment. Works 
on construction have commenced and it is anticipated that the re-introduction of rail 
passenger services will begin in mid-late 2007.  

4.33 There is a comprehensive bus service offering multiple routes to most settlements 
across Clackmannanshire and beyond, with regular local services from Alloa to 
Tullibody, Clackmannan, and Stirling and beyond, as well as a local circular service 
stopping at key points throughout the town such as Shillinghill and Tesco.   

4.34 There is a variety of on-street car parking provision within Alloa town centre as well as 
several (free) off-street dedicated car parks which all appear to be frequently used but 
some are more regularly used than some others. 
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Town Centre Environment 

4.35 Alloa town centre has a good range of traditional buildings and streets. Although there 
has been some residential-led expansion of the town, the town centre has suffered a 
decline with the competition from nearby larger centres – Stirling and Falkirk.  

4.36 Recently, significant new food retail development adjoining the town centre by Tesco, 
Asda and Aldi has improved the local retail offer and provided a financial basis for 
investment in the public realm with new pedestrian routes connecting car parks and the 
planned railway station to the town centre streets.  

4.37 There is future work proposed for repaving the town centre streets and improving the 
public realm. The issue of vehicle access into the main shopping streets and parking 
management is to be addressed with public realm improvements.  

Town Centre Management  

4.38 The Alloa Town Centre Management Initiative was established to assist in revitalising 
and regenerating Alloa town centre.  The town centre management initiative, led and 
supported by Clackmannanshire Council and the Alloa Traders Association, is a three 
year programme. The initiative has to date been successful in bringing forward over a 
number of years a series of key regeneration projects and developments in the town 
centre of Alloa, resulting in the enhancement and increased attractiveness of the town. 

4.39 The opening of the new Tesco superstore (and petrol filling station) resulted from the 
creation of a local ‘Tesco Regeneration Partnership’ to help promote local 
partnerships, especially in areas of regeneration. In this instance Tesco, worked in 
partnership with public and private partners (e.g. Clackmannanshire Council, Scottish 
Enterprise Forth Valley, Clackmannan College and local groups) to develop the store 
and its surroundings, and put in place a recruitment and training package suitable to 
meet Tesco and local requirements.  

4.40 Recruitment was undertaken locally with priority given first to long term unemployed, 
for which around 70% of those eventually employed originated. Following the opening 
of the store, all employees were placed on the Tesco training framework enabling them 
to gain benefit from flexibility in work and position placements within the store.   

Dumfries, Dumfries & Galloway 

Town Context 

4.41 Dumfries is the largest town in the South of Scotland and also the administrative centre 
of Dumfries and Galloway Council area. The town is situated to the west (13 miles) of 
Lockerbie, 17 miles to the east of Castle Douglas, and some 34 miles to the north-west 
of Carlisle. Dumfries is noted as having a resident population of almost 38,000 people 
in the year 2001, based upon population figures provided by the GRO for Scotland.  

4.42 As a long established market town, the High Street represents the centre’s retail and 
commercial core which is extended by a number of side streets or vennels including 
Bank Street, Friar’s Vennel, Queensberry Street all serving as secondary retail 
locations. 

4.43 In the last two decades the town centre’s retail environment has changed dramatically 
with the growth in the number of national multiple retailers and the introduction of out of 
town retailing. However a decline in convenience and non-food shops and therefore 
the increase in vacant properties have been most marked in small premises of less 
than 100 sq m.  
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Town Centre Uses 

Convenience and Comparison Retailing 

4.44 The main convenience shopping retailers in Dumfries include: Tesco and Morrisons 
superstores, as well as Marks & Spencer, Farmfoods, Lidl and Aldi UK supermarkets.  

4.45 Dumfries town centre contains a good supply of comparison retailing floorspace. As a 
district centre there is strong presence of multiple retailers in the town centre including 
Marks and Spencer, New Look, Dorothy Perkins, Burton, Monsoon, Accessorise, 
Woolworths, Boots the Chemist but to name a few. Independent retailers are notably 
present in the town centre with a small number trading in the high street but mostly 
located the secondary shopping areas.  

4.46 The Loreburne Shopping Centre located on the High Street accommodates both local 
and high street retailers including Monsoon, Accessorise, Thorntons, Birthdays and 
Marks and Spencer. A number of shops within the shopping centre also provide direct 
access onto the High Street.  

Retail and Other Services 

4.47 Dumfries also offers a selection of community, social and other non-shopping services 
and facilities consisting amongst many others a post office and banking facilities, travel 
and estate agents, public library, museums, film theatre and swimming pool. Dumfries 
is also well provided with public houses, restaurants and takeaways.   

Town Centre Floorspace  

4.48 According to Experian GOAD floorspace data, retailing floorspace in Dumfries Town 
Centre totalled approximately 81,300 sq m. A breakdown of specific use category is 
outlined in the table below. 

 Table 4.4: Retail Floorspace in Dumfries Town Centre 2005 

Category 

Gross 
Floorspace 

(sq m) 

% Gross 
Floorspace No. Units % Units 

Convenience 9,520 12% 31 7% 

Comparison 35,220 43% 178 40% 

Service 23,890 29% 183 41% 

Vacant 12,630 16% 53 12% 
Total 81,260 100% 445 100% 

Source: Experian GOAD 2005 

4.49 Convenience retail accounted for 12% of total retail floorspace and 7% of convenience 
units. Comparison retail represented 43% and 40% of total retail floorspace and units 
respectively. The level of convenience and comparison floorspace and number of units 
is below corresponding GB rates (derived by GOAD).  In contrast, retail services in the 
town centre is above the GB average, representing some 29% of total floorspace and 
41% of total units, compared with the GB figures of 21% and 31.9% respectively.  

4.50 Council surveys carried out prior to the relocation of Tesco to Cuckoo Bridge show that 
between 1993 and 2002 town centre retail floorspace fell some 7% despite a 40% drop 
in vacant floorspace. A possible reason for fall in retail floorspace may be due to 
change of use to services and/or alteration of the town centre boundary. The surveys 
show that comparison floorspace fell 3.3% while convenience floorspace was up 7.5%.  
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Table 4.5: Retail Floorspace in Dumfries Town Centre 1993-2002 

Category Floorspace (sq m) % Change 

 1993 2002 1993-2002 

Convenience 10,186 13,914 36.6% 

Comparison 61,687 55,693 -9.7 
Vacant 10,243 6,350 -38.0 

Total 82,116 75,957 -7.5 
Source: Dumfries and Galloway Council 

4.51 On comparing 2005 Experian GOAD retail floorspace figures to 2002 a different 
pattern emerges. While the 2002 survey captures a wider town centre floorspace 
catchment to the 2005 survey, over the three year period vacant floorspace has 
increased considerably (99%).  

4.52 Between 2002 and 2005 convenience and comparison floorspace fell 32% and 37% 
respectively. Notable closures include the Somerfield, Kwik Save and Co-op stores 
which have contributed to the fall in convenience floorspace. The former Somerfield 
and Kwik Save premises remain vacant while the former Co-op site has been 
redeveloped for leisure use.  

Vacancies and Rental Values 

Property Vacancies 

4.53 Property vacancies account for 16% of gross floorspace and 12% of town centre shop 
units (compared with a GB average of 8.0% for floorspace and 10.1% for units). On 
visiting the town centre a relatively high concentration of vacant units was noted to the 
southern end of High Street where footfall appeared to be lower compared to the rest 
of the town centre.  

Rental Values and Yields 

4.54 A detailed review of commercial property rental values in Dumfries through a number 
of datasets and information sources has been undertaken. Prime retail rental values 
have remained unchanged for Dumfries since 2002 at £58.00 to £60.00 per sq ft.  In 
respect of yield levels, Valuation Office Agency figures show that yields for Dumfries 
have remained static at 9.0% for the last 5 years. 

Retailer Requirements  

4.55 An overall analysis of the retailers’ requirements database compiled by the FOCUS 
Information Ltd indicates that there are currently a small number of specified retailer 
requirements which could potentially be satisfied and accommodated in Dumfries town 
centre or elsewhere within the town. These requirements are as follows:  
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Table 4.6: Retailer Requirements in Dumfries 

Retailer Requirement Company Retail Activity 

Location Property Size Tenure 

Bathstore.com Bathroom 
Furniture 

In-town, Good 
Secondary, 
Edge of town, 
Main Road 

Retail (Class 1), 
2,500-5,000 sq ft 

Leasehold, 
Freehold 

Card 
Warehouse Ltd 

Newsagent & 
Cards 

Prime Pitch, & 
Secondary  

Retail (Class 1), 
1,000-2,500 sq ft 

Leasehold 

Factory Shop Variety/Discount 
Stores 

Good 
Secondary 

Retail (Class 1), 
7,000-15,000 sq ft 

Not 
specified 

Frankie & 
Benny’s 

Restaurant Prime Pitch, 
Edge of town, 
Leisure/Busines
s Park, 
Neighbourhood 

Food & Drink 
(Class 3) 
3,500-4,400 sq ft 

Leasehold, 
Purchase 

Gamestation Ltd Computers & 
Software 

Prime Pitch, & 
Secondary 

Retail (Class 1), 
1,200-1,600 sq ft 

Leasehold 

Health Rack Ltd Health Foods Prime Pitch, & 
Out-of-town 

Retail (Class 1), 
100 - 600 sq ft 

Leasehold, 
Purchase 

Jaeger Co. Ltd Clothing Prime Pitch, & 
Secondary 

Retail (Class 1), 
1,000-2,000 sq ft 

Leasehold 

Julian Graves 
Limited 

Health Foods Prime Pitch, & 
Secondary 

Retail (Class 1), 
500 - 2,000sq ft 

Leasehold, 
Purchase 

Pizza Hut  Restaurant Main Road, 
Secondary, & 
Retail Park 

Food & Drink 
(Class 3), 
3,180-3,500 sq ft 

Leasehold, 
Purchase 

Shoe Zone Ltd Shoes Prime Pitch, & 
Secondary 

Retail (Class 1), 
1,800-2,500 sq ft 

Leasehold, 
Purchase 

Source: FOCUS Retailers Requirements, November 2006 

 

Shopping Centre Rankings  

4.56 The MHE Shopping Index (2003/2004) identifies Dumfries as a sub-regional centre 
and currently ranks 176th in the shopping index representing a fall in position from 165 
in the 2000/1 index 

Transportation and Movement  

4.57 Dumfries is situated on the A75 (T)/A76 and A701 which links with the M74 and 
national motorway network. Dumfries is served by the Glasgow-Newcastle rail line 
providing stops to neighbouring localities including Kirkconnel, Sanquhar, Annan and 
Gretna Green. The town centre and environs also benefits from local bus network 
which stops at all key settlements throughout Dumfriesshire and beyond.  

4.58 In recent years changes have been made to the traffic system in and around the town 
centre. A bypass was constructed creating a ring-road around the centre while within 
the town centre a one way system was adopted to many streets.  

4.59 Free on-street parking is available in the town centre, albeit limited. Free parking is 
also available at Council controlled car-parks were a good supply of spaces are 
available at Whitesands which is a short distance from the primary shopping streets.  
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Town Centre Environment 

4.60 The historic nature of the town centre is recognised by virtue of its part designation as 
a conservation area. This has been matched in recent years by a series of 
improvements in the town centre but the public realm must continue to be maintained 
for the town to benefit from increased visitors and tourism.  

4.61 Most notable improvements include substantial part of the town centre which was 
pedestrianised over a decade ago and has allowed greater accessibility for locals and 
visitors. In addition there have been significant changes to parking with the Council 
adopting a non-charge policy to Council controlled car parks. 

4.62 A parking strategy which was devised in light of issues raised by the Town Centre 
Study 1997 regarding accessibility, traffic circulation and parking management led to 
an increase of car park spaces in the town centre. The strategy brought about time 
restrictions for parking (1 hour) to encourage short stay and free more spaces during 
working hours.  

4.63 The series of site visits to Dumfries showed that while the town centre environment 
presents little signs of any major deterioration, the town centre could benefit from minor 
investment in its public realm.  Indeed Dumfries and Galloway Council have identified 
the need for more environmental improvements in the Town Centre Action Plan (2006-
2014).  The Plan aims to direct investment into quality design, material, street furniture, 
lighting and signage. Areas earmarked for improvement by the Plan include Friars 
Vennel, High Street, and Whitesands. 

Town Centre Management  

4.64 The Dumfries Town Centre Management Company was established in 1993 
comprising a number of stakeholders including Dumfries and Galloway Council, 
Dumfries and Galloway Chamber of Commerce, Dumfries and Galloway Enterprise, 
Dumfries and Galloway Tourist Board and Dumfries Shopkeepers' Association. The 
DTCM has since become part of the Dumfries Town Centre Regeneration which is 
managed by Dumfries Council and oversees improvements for the town centre and 
includes stakeholders.  

4.65 The Council recognises that while retail and social patterns have evolved and changed 
across the District the town centre has failed to adapt. In regenerating the town centre 
the Council has five key themes: 

 Improve the quality of the town centre; 

 Promote business growth; 

 Enhance the quality of the town centre environment; 

 Improve access to and from the town centre; and 

 Promote/market the town centre as a key location for shopping, business, culture, 
leisure and tourism. 

4.66 A number of regeneration projects are planned for the town centre. The Council is 
currently awaiting decision from Historic Scotland for a Building Repair Grant which 
would fund repairs to the Midsteeple, a 18th Century building on the High Street. Other 
projects include improvements to Dock Park providing better recreational facilities and 
alterations to Greyfriars Church to create more flexible uses. 

Dingwall, Scottish Highlands 

Town Context 

4.67 Dingwall is the county town of the former Ross and Cromarty local authority area. The 
town is situated North West (14 miles) of Inverness. Dingwall is noted as having a 
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resident population of almost 5,520 people in the year 2001, based upon population 
figures provided by the GRO for Scotland.  

4.68 The focus of Dingwall town centre is on the traditional shopping core area and its main 
thoroughfare – namely the High Street. The town also incorporates a small amount of 
retail on other streets including Tulloch Street, Harpers Court and Inchvannie Court. 

Town Centre Uses 

Convenience and Comparison Retailing 

4.69 Convenience shopping is in Dingwall is predominantly provided for by the Tesco (Mart 
Road) and Lidl supermarkets (Tulloch Street) in the town centre. In addition, there are 
a number of smaller convenience outlets serving the town centre including fruit and 
vegetable shops butchers and bakers.  

4.70 Comparison shopping is predominantly met by local and independent retailers trading 
from within the town centre however there are number of multiples trading on the High 
Street including Woolworths, Boots Savers Mackays and Wimpy. 

Retail and Other Services 

4.71 Dingwall also offers a selection of community, social and other non-shopping services 
and facilities consisting of local council offices, the local library, museum, bank/post 
office, and health and medical centre. There are also many of evening entertainment 
related activities such as pubs, restaurants and food takeaways.  

Town Centre Floorspace  

4.72 In terms of actual floorspace, the table below outlines the breakdown of town centre 
floorspace by specific use category in Dingwall town centre.  

 Table 4.7: Retail Floorspace in Dingwall Town Centre 

Category 
Gross 

Floorspace (sq m) 
% Gross 

Floorspace Nos. Units % Units 

Convenience 9,760 34% 14 12% 

Comparison 8,610 30% 49 41% 

Services 8,070 28% 46 39% 

Vacant 2,440 8% 10 8% 

Total 28,880 100% 119 100% 

Source: Experian GOAD, 2005 

4.73 The town centre outlets offering convenience goods represents 34% of floorspace and 
12% of units, and compares well with GB average (taken from GOAD) of 16.8% 
floorspace and 9.1% of units. 

4.74 Comparison outlets occupy 30% of floorspace and 41% of units, which are well below 
the GB averages of 52.9% for floorspace and 47.5% for units. The retail services 
businesses represent some 28% of total floorspace and 39% of total shop units, which 
is high when compared to national figures (21% and 31%). 

4.75 A comparison of the 2005 Experian GOAD floorspace figures with those available for 
2002, show a major shift in convenience retail floorspace in the town centre.  
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Table 4.8: Retail Floorspace in Dingwall Town Centre 2002-2005 

Category Floorspace (sq m) % Change 

 2002 2005 2002-2005 

Convenience 5,570 9,760 75% 

Comparison 17,290 8,610 -50% 
Vacant 330 2,440 639% 

Total 23,190 20,810 -10% 
Source: Experian GOAD 2002, 2005. 

4.76 Over a three year period convenience floorspace increased some 4,190 sq m which is 
directly attributable to the development of the new Tesco store at Mart Road. On 
discounting this new development from the total amount of floorspace in 2005 it can 
revealed that the actual loss in convenience floorspace was approximately 73%. The 
closure of Somerfield and Safeway stores will have contributed to this decline along 
with the closure of smaller independent convenience retailers in the town centre. 

4.77 Over the same period the comparison floorspace declined 8,680 sq m reflecting the 
development of the new Tesco store at the former market site. On discounting this site 
from the analysis the level of comparison floorspace has in fact increased by 5%.  

4.78 The number of vacant units has increased from 3 to 7 equating to 2,110 sq m of 
additional vacant town centre floorspace. 

Vacancies and Rental Values 

Property Vacancies 

4.79 Vacant properties are around 8% of gross floorspace and of units (compared with GB 
average of 8.0% for floorspace and 10.1% for units). Observation from the site visit to 
Dingwall suggests that the level of vacancies in the town centre is low and therefore 
not seen as a significant problem.  

Rental Values and Yields 

4.80 Activity in the Dingwall retail property sector in relatively limited. A review of 
commercial property rental values has been based on recent property transactions in 
the town centre. Recent transactions show retail rental values were approximately £12 
per sq ft for High Street.  In respect of yield levels, recent market transactions show 
yields are between 5.25% and 5.5% having improved from 2004 levels (6%). 

Retailer Requirements  

4.81 An overall analysis of the retailers’ requirements database compiled by the FOCUS 
Information Ltd indicates that there are no retailers requirements presently recorded 
that could potentially be satisfied and accommodated in the town centre or elsewhere 
within Dingwall.  

Shopping Centre Rankings  

4.82 Dingwall is defined as a local centre by the MHE Shopping Index (2003/2004) and 
currently ranks 953 in the shopping index.  This illustrates a slight drop in town’s 
position from its 2000/1 ranking (931). 

Transportation and Movement 

4.83 There are currently railway services operating to and from Dingwall to Inverness, Wick 
and Kyle of Lochalsh which provide stops to neighbouring settlements including 
Alness, Muir of Ord, Beauly, and Garve. Furthermore, train links on to Aberdeen, 
Edinburgh and Glasgow are available from Inverness. 
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4.84 Dingwall also benefits from the existence of a network of regular local bus services 
running to and from the town centre to Muir of Ord, Alness, Strathpeffer, Marybank, 
Contin and further a field to Invergordon and Inverness.  

4.85 At present, there is ample free, off-street designated car parking in Dingwall, alongside 
the regular limited supply of on-street parking spaces. The main car parking areas can 
be found to the rear of the High Street (including the Mayfield and Cromarty car parks).  

Town Centre Environment 

4.86 In overall terms the environment within Dingwall town centre is one of a reasonable 
condition, with a relatively acceptable bill of heath in terms of its street cleanliness and 
litter, and very low, if any, levels of graffiti and vandalism.  

4.87 The town centre has benefited from partial pedestrianisation of Dingwall High Street. 
However it is evident that pedestrian area of the High Street could benefit from 
upgrading of the pavement and tackling of illegal parking which was evident on visits.  

Town Centre Management  

4.88 The Dingwall Initiative was established in April 2003 with a vision to develop and 
promote Dingwall and wider district (area of benefit) as a safe, healthy and desirable 
place to live and work. To achieve this the Initiative seeks to promote economic 
development, improve access to training, education and personal development, 
recreational, leisure, tourism and other community and business activities for all 
resident and those working in the area of benefit.  

4.89 To deliver its vision the Initiative focuses on five key objectives which are as follows: 

 “To provide a framework within which the people of Dingwall and district may work 
together for their collective benefit;  

 To empower the community to set its own priorities and plans for economic, social, 
cultural and environmental development;  

 Identify and represent the opportunities, challenges and needs of the people of 
Dingwall and district to local, national and international bodies;  

 Establish and maintain links with other communities and organisations within and 
outwith the area of benefit to encourage mutually beneficial social, educational, 
cultural and economic partnerships; and 

 Work with other organisations and agencies operating in the area of benefit to 
support the improvement of the economic, social, cultural and environmental well-
being of the in the area of benefit.” 

4.90 Since it formed the Initiative has been involved in a number of town centre projects 
including a public relations campaign in November 2005. The campaign led to a series 
of fairs and other events including Dingwall’s first Viking Festival which attracted 
Scandinavian traders to the town.  The Initiative is also currently involved in setting up 
three steering groups which would address issues of environment, promotion of the 
town and training.  
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5 SHOPPER & RETAILER SURVEYS  

Introduction 
5.1 In September and October 2006, a town centre shoppers’ survey and retailer survey 

were undertaken in each of the three case study locations to measure the impact of 
a new supermarket development in the respective locations. The surveys also 
assess the views and overall perceptions of shoppers and retailers in the town. In 
each case study up to 100 responses were collated on shoppers and up to 50 local 
retailers were surveyed. 

5.2 The purpose of the shopper survey is to gauge the views and overall perceptions of 
a number of visitors and shoppers to each town centre, most importantly to assess 
whether the new supermarket had affected their shopping patterns. The findings of 
the shopper survey identified the following key points: 

 Food shopping was the main reason why respondents were visiting the case 
town centres; 

 An overwhelming majority of respondents carried out their grocery shopping at 
the new supermarket development. The primary reason being the range and 
price of goods on offer; 

 In each case study the majority of respondents that noted a change in their 
shopping habits since the opening of the new supermarket shopped less in the 
town centre;  

 The convenience of ‘shopping under one roof’ at the new supermarket 
development was the most common reason why respondents were shopping 
less in the town centre; and 

 Respondents were primarily concerned with the poor quality and lack of variety 
of shops in their town centre and which needs to be addressed. 

5.3 The retailer survey provides a comprehensive view and local operator perspective 
for each town centre, while also assessing the impact of supermarket development 
on business activity, most notably on turnover, profit and employment. The retailers 
were asked to provide details of business performance over the period since the 
supermarket opened and their prospects for future business performance. Similar to 
the shopper survey, the retailer survey assesses views and overall perceptions of 
the town centre and trading conditions.  

5.4 The retailer survey identified the following key points: 

 Retailers in each of the three case studies depend largely on local trade; 

 Since the opening of the new supermarket, over two-thirds of retailers in Alloa 
and Dumfries and 44 % of retailers in Dingwall experienced a decline in 
business performance (i.e. fall in turnover); 

 Competition with the new supermarket development was considered by a larger 
proportion of retailers in each case study as the key contributing factor to a fall 
in turnover; 

 Almost all respondents in Alloa, Dumfries and Dingwall affected directly or 
indirectly by the new supermarket development has experienced a negative 
effect on their business; and 

 The majority of respondents considered the new supermarket development as 
having a negative effect on their town centres by diverting shopper footfall and 
contributing to the shop closures. 
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Shoppers’ Survey 

Shopper Habits 

Purpose, Frequency and Length of Visit 

5.5 In each case study the main purpose of visiting the town centre was for food 
shopping. It is noted that for surveys carried out exclusively in Dumfries town centre 
that the main purpose of visit was for clothing/shoes, while food shopping was the 
main reason considered by those surveyed at the Cuckoo Bridge Retail Park. 

Reasoning for Visit 

5.6 In each of the case studies more than three quarters of the respondents visited the 
town centre because it is close to their home. 

Table 5.1: Reasons for Being in the Town Centre 

Reasons Alloa Dumfries Dingwall 

Shopping for food 44% 41% 41% 
Shopping for clothes 7% 10% 11% 
Other forms of shopping 7% 20% 10% 
Visiting pub/café/restaurant 8% 6% 11% 
Using financial services 7% 6% 5% 
Using other services 3% 4% 1% 
Leisure/recreation purposes 0% 0% 0% 
Education 1% 1% 0% 
Tourism/sightseeing 16% 5% 18% 
Work here 7% 7% 2% 
Other   0% 0% 0% 

5.7 The majority of the visits to the each town centre case study were for 1-2 hours. The 
next largest group of respondents stayed for less than 60 minutes.  

Table 5.2: Length of Time Spent in the Town Centre 

Period of Visit  Alloa Dumfries Dingwall 

Less than 30 minutes 10% 10% 10% 

30-59 minutes 16% 20% 22% 

1-2 hours 45% 37% 50% 

2-3 hours 15% 20% 5% 

3-4 hours 2% 5% 1% 

More than 4 hours 12% 7% 12% 

5.8 In terms of the frequency of visits to the town centre, the frequency was greatest in 
both Dingwall and Alloa. 58% of respondents from Dingwall and 60% of those from 
Alloa visit the town centre either daily or more than once a week. Respondents from 
Dumfries were more likely to visit the town centre once a week, a response which 
may be influenced by the presence of the out of town centre Retail Park. 
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Table 5.3: Frequency of Visits to Town Centre 

Frequency of Visit Alloa Dumfries Dingwall 

Daily 33% 25% 29% 

More than once a week 27% 15% 28% 

Weekly (once a week) 26% 33% 8% 

Once every 2 to 3 weeks 10% 2% 2% 

Monthly 1% 10% 4% 

Less frequently 2% 10% 0% 

First time to the town centre 1% 6% 0% 

Other Centres Visited 

5.9 Larger settlements in relatively close proximity to each of the three case studies 
were named by the largest group of respondents as the second most visited 
location. In Alloa, over half of respondents frequently visit Stirling followed by 
Dunfermline (31%). A large majority of respondents in Dingwall visited Inverness 
(73%) while Carlisle attracts over a quarter of respondents in Dumfries followed by 
25% for nearby Castle Douglas. Only a small proportion of respondents for each of 
the case studies shopped exclusively in their respective town centre.   

Main Supermarket Shopping  

5.10 The new supermarket development was chosen by the vast majority of respondents 
in each case study as their main supermarket for grocery shopping. Competitor 
foodstore multiples within each case study made up for the remainder of responses. 
Notably local/independent supermarkets were not seen as destinations for main 
grocer shopping substantiating the popularity of national food retailers. 

Table 5.4: Main Supermarket for Grocery (food) Shopping 

 Alloa Dumfries Dingwall 

New supermarket development 80% 75% 72% 

5.11 Proximity, better range and cheaper prices are the key reasons for choosing Tesco 
over other food retailers in each of the case studies.  A combination of better range 
and price was the reason given by over half of respondents in Dumfries followed by 
46% in Alloa and 45% in Dingwall.  

Table 5.5: Reason for Choice of Main Supermarket for Grocery Shopping 

Reason  Alloa Dumfries Dingwall 

Nearest 35% 36% 38% 

Range of goods 13% 21% 21% 

Price 33% 32% 24% 

Quality of goods 3% 7% 0% 

Close to work 4% 0% 1% 

Other 12% 4% 16% 

Impact of New Supermarket on Shopping Habits 

5.12 The effect of the new supermarket on shopping habits varied across each case 
study in terms of the type of effect (i.e. positive or negative). In Dumfries, the 
opening of the Tesco foodstore at Cuckoo Bridge Retail Park affected the shopping 
habits of 43% of respondents of which 78% shop less in Dumfries town centre. Just 
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fewer than 40% of respondents in Alloa have seen their shopping habits change 
since Tesco opened at the edge of the town centre.  

5.13 Where shopping habits have been altered, 75% shop less in the town centre. 
Results for Dingwall show a greater impact was experienced on shopping habits as 
a result of the development of a large food store located away from the town’s main 
shopping street (i.e. the Tesco supermarket). Shopping habits changed for nearly 
two thirds of respondents of which 73% shop less in the town centre. 

Table 5.6: Change in Shopping Habits since Supermarket Opening  

Shopping Habit Alloa Dumfries Dingwall 

Shopping habits have changed  39% 43% 63% 

Shop less in town centre 75% 78% 73% 

Shop more in town centre 19% 11% 12% 

5.14 The convenience of buying everything under one roof was the underlying reason 
given by respondents for shopping less in the town centre along with better choice 
and price. 

Table 5.7: Reason for Shopping at New Supermarket  

Reason Alloa Dumfries Dingwall 

Buy everything under one roof  52% 62% 58% 

More choice/range 24% 29% 16% 

Cheaper products  10% 6% 19% 

Better shopping experience 3% 3% 0% 

Other 10% 0% 7% 

  

Town Centre Improvements 

5.15 Poor quality and lack of variety of shops was the most frequent complaint about the 
town centre among respondents for each case study. An unpleasant shopping 
environment was also a concern among respondents in particular Dumfries. 

5.16 Where respondents felt that improvements were needed to their town centres the 
majority thought that more shops and a better range of shops was necessary. 
Respondents in Alloa and Dingwall were also in favour of improvements to the town 
centre pedestrian environment while respondents in Dumfries wanted clean streets. 
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Table 5.8:  Suggested Town Centre Improvements 

Town Centre Improvements Alloa Dumfries Dingwall 

None 13% 9% 35% 

Make the town centre easier to get to  1% 1% 0% 

More shops 24% 26% 38% 

Provide a better range of shops 23% 16% 22% 

Provide a specific shop 1% 0% 0% 

Provide particular leisure facility 1% 0% 0% 

Improve the cleanliness of the streets 12% 16% 0% 

Improve the pedestrian environment 15% 0% 14% 

Improve public transport services 0% 14% 0% 

Provide park and ride services 1% 2% 0% 

Improve traffic system 4% 0% 0% 

Other 4% 14% 3% 

Shopper Expenditure 

5.17 Average monthly household spend on grocers varied across the three case studies. 
Monthly spend was greatest in Dumfries (£273), followed by Dingwall (£252) and 
Alloa (£224). 

Retailers’ Survey 
Introduction 

5.18 The level of response to the retailer survey varied across the three case studies 
with the highest response rate from retailers in Dingwall (48%) indicating a higher 
level of interest from the local business community. Although the response rate for 
Dumfries was low, a total of 25 retailers took part in the survey. Retailers in Alloa, 
however, were more reluctant to answer the questionnaire with only 15 retailers 
returning the completed survey. 

5.19 One possible explanation for this occurrence is that the Tesco has been trading in 
Alloa since 2002, a much longer period than the supermarkets in both Dingwall and 
Dumfries. It is therefore possible that retailers in Alloa are more resigned or 
accustomed to the presence of the store and its effects on business, and as a result 
have been less interested in responding. This could have also been fuelled by virtue 
of the more recent opening of the new Asda superstore in Alloa.  

5.20 The majority of responses received for each case study came from businesses in 
the convenience sector.   

Employment 

5.21 There was a greater balance in favour of part-time employment in each of the three 
case studies, in particular for Dumfries where 80% of employees are employed on a 
part-time basis.  
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Table 5.9: Breakdown of Employment 

Employment Alloa Dumfries Dingwall 

Part-time 56% 80% 55% 

Full-time 44% 20% 45% 

Customer Base  

5.22 Retailers across the three case studies obtain the largest proportion of their annual 
trade from the local catchment.  The range of responses provided suggests that 
retailers in Alloa are more dependent on local trade compared to Dumfries, where 
local trade accounts for just over half of annual turnover. Dumfries also attracts a 
larger proportion of turnover from the wider district indicating its command over a 
wider catchment than for Alloa and Dingwall.  

Table 5.10: Origin of Customers 

Origin of Customer Alloa Dumfries Dingwall 

Local 84% 55% 67% 

Within the wider district area 3% 26% 16% 

Outside the district area 0% 9% 8% 

Tourists or visitors 0% 9% 10% 

Other 0% 0.3% 0% 

 

Trading Conditions 

5.23 The majority of retailers who responded to the question on business performance 
indicated a decrease in turnover and profit since the opening of the supermarket 
development in their case study location. 

Table 5.11: Business Performance since Opening of New Supermarket 

Level of Performance Alloa Dumfries Dingwall 

Increased 7% 17% 31% 

Declined 67% 67% 44% 

Unchanged 20% 17% 13% 

Not applicable 7% 0% 13% 

5.24 We examined the figures more closely to identify trends emerging for particular 
areas of businesses.  A clear pattern was apparent. The decrease in trade was, for 
the largest proportion of local businesses, attributed to competition with the new 
supermarket development and a decline in footfall in the town centre.    

5.25 Retailers were also questioned on changes to the number of people employed 
since the opening of the new supermarket. Of the retailers that responded to the 
question, over half of retailers in Dumfries have reduced their number of staff. 
Although a larger proportion of respondents in Alloa and Dingwall noted no change 
in employment levels it must be noted that many of those businesses are small and 
either family run and/or already employing a minimum number of staff.  
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Table 5.12: Employment since Opening of New Supermarket  

Change in Employment Alloa Dumfries Dingwall 

Increased 8% 0% 14% 

Declined 38% 53% 14% 

Unchanged 54% 47% 71% 

Business Prospects 

5.26 Businesses were also asked for their views on prospects over the next 12 months.  
Retailers in Alloa were least optimistic about business prospects and anticipating 
further decrease in turnover and/or profit, while an even percentage of retailers in 
Dumfries were as optimistic about future business performance as pessimistic. The 
main reasons given are the expectation of further decline in town centre footfall to 
the new supermarket outside the town centre. In contrast the majority of retailers in 
Dingwall expected or were hopeful that turnover/profits will increase. Many cite their 
intention to diversify business so as to increase trade, i.e. by selling products online. 

Table 5.13: Business Prospects for Next 12 Months 

Business Prospects Alloa Dumfries Dingwall 

Increase 9% 38% 64% 

Decrease 64% 38% 7% 

Unchanged 27% 25% 29% 

 

Effect of the Supermarket Development on Business Activity 

5.27 The majority of respondents in each of the case studies have been affected by the 
development of a new supermarket in either a positive or negative way. Of those 
who answered the question, 88% of retailers in Dingwall have experienced a 
negative effect, rising to 93% in Alloa and Dumfries. The reasons given for negative 
effect are: diversion of trade to the new supermarket, inability to compete with the 
supermarket prices and availability of parking provided at the new supermarket.  

Effect of the Supermarket Development on Town Centre Activity 

5.28 Across each case study, all respondents agreed that development of a new 
supermarket had impacted on town centre activity, with the majority of respondents 
in Alloa (86%), Dumfries (88%) and Dingwall (77%) all citing a negative impact. 

5.29 Indications included the loss of footfall within the town centre, growing numbers of 
shop closures with correlating increases in vacant shop units, and the growth in 
charity shops opening up along the traditional high street. 



 

 

 



The Effect of Supermarkets on Existing Retailers 
Final Report 

 
Roger Tym & Partners   
December 2006  45 

6 CONCLUSIONS 

Introduction 
6.1 Studies carried out in the last five years including those reviewed in the early 

chapter all point to the growing concern of supermarket dominance in the UK and its 
correlation to the decline of local and independent businesses in our local centres.  

6.2 This study set out to investigate whether large supermarkets are linked to the 
decline of local and independent traders with the findings arising from the health 
check analysis and results of the retailer and shopper surveys carried out in the 
three case study locations firmly supporting this notion. 

Key Findings 
6.3 A comparison of town centre floorspace figures in each case study location prior to 

the development of the new supermarket, with more recent floorspace figures, 
revealed a shift in the balance of retail floorspace with an often dramatic increase in 
vacant floorspace in all three case studies. Between 2002 and 2005 vacant 
floorspace in Dumfries and Dingwall increased 99% and 639% respectively while 
vacant floorspace in Alloa increased 225% between 1997 and 2005 

6.4 Retail floorspace remained largely the same in Alloa and Dumfries before and after 
development of the new supermarket, however the number of convenience retailers 
fell by 6% and 4%, respectively, thus supporting the link between the increases in 
supermarket power with decline of smaller retailers.  

6.5 Between 2002 and 2005 comparison retail floorspace fell in Dumfries and Dingwall 
(37% and 50% respectively). Despite an increase in comparison retail floorspace in 
Alloa between 1997 and 2005, the number of retail units reduced by 16 (23%). 

6.6 The shopper survey highlighted significant change to shopping habits i.e. 
expenditure is moving away from the town centre to the new supermarket 
developments. Key findings include the following: 

 The main reason for visiting Alloa, Dumfries and Dingwall town centres is for 
food shopping; 

 Shoppers tended to visit the town centre either daily or more than once a week 
spending between one to two hours in the town centre per visit; 

 The majority of shoppers in Alloa (80%), Dumfries (75%) and Dingwall (72%) 
carry out their main grocery shopping at the new supermarket development; 

 Convenience in location, choice of product and price being the key influences in 
choosing the supermarket over other locations in the town centre; 

 Where shopping habits have been altered as a result of the new supermarket, 
the impact has been mostly negative to the town centre with a majority of 
respondents in Alloa (75%), Dumfries (78%) and Dingwall (73%) shopping less 
in the town centre; 

 The convenience of shopping under ‘one roof’ was the main reason shoppers in 
Alloa (52%). Dumfries (62%) and Dingwall (58%) were choosing to shop more 
at the new supermarket; and 

 The lack in quantity and variety of shops was the most common complaint 
raised by shoppers in each case study. Suggested improvements reflect town 
complaints with suggestions for more shops and better range of shops. 
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6.7 The shopper survey is supported by findings of the retailer survey which identified 
the new supermarket development as the main factor where loss of trade/profit has 
occurred. Key findings include the following: 

 The majority of retailers in Alloa (84%), Dumfries (55%) and Dingwall (67%) 
depend on the local trade; 

 Employment comprises mostly part-time workers, which is typical of family run 
and local independent businesses; 

 Since the opening of a new supermarket, 53% of the retailers in Dumfries and 
38% of retailers in Alloa have reduced their overall number of staff2; 

 44% of retailers in Dingwall and 67% of retailers in both Alloa and Dumfries 
experienced a decline in business performance since the opening of the new 
supermarket2; 

 The main reason given for this decline, were displacement of shoppers from the 
town centre to the new supermarket development; 

 Future business prospects are noted as particularly low for Alloa with 64% of 
respondents anticipating a further decline in either turnover and/or profit; 

 88% of retailers in Dingwall and 93% in both Alloa and Dumfries have been 
adversely affected by the new supermarket development3. Again, displacement 
of shoppers (and trade diversion) from the town centre was a primary reason; 
and 

 An overwhelming majority of retailers in Alloa (86%), Dumfries (88%) and in 
Dingwall (77%) agreed that development of a new supermarket had had an 
impact (negative) on the town centre – i.e. reduction in shoppers/custom from 
existing retailers, leading to closure of shops and increased vacancies.  

Conclusions and Recommendations 
6.8 The findings of this study offer support to the broad view that large supermarket 

developments impact adversely on the retail structure of the traditional town centre. 
Through the analysis of the three case studies undertaken, evidence has been 
uncovered that demonstrates the following trends post-supermarket development: 

 A decrease in the number of convenience retailers operating in the town centre; 

 An increase in the number of vacant units and corresponding floorspace; 

 A broad shift in convenience expenditure away from the existing town centre 
retailers to those operating the new supermarket development; 

 A significant decline in the level of business activities undertaken by existing 
retailers. This is attributable in the main to competition from the supermarket; 
and 

 A general acknowledgment in respect of a decline in the overall number of 
shoppers frequenting the traditional town centre.  

6.9 In light of the findings of the study, a series of broad recommendations should be 
made and/or specific actions undertaken that would seek to address the range of 
issues encountered in the three town centres examined by this study. These would 
typically include the following, as appropriate:  

                                                     
2 Figure relates to respondents who answered the question. 
3 Figure is a percentage of those who have been either negatively or positively affected by the supermarket 
development. 
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 Regular monitoring of the relative ‘health’ of the town centre, to include a series 
of key performance indicators and measures, such as floorspace, vacancies, 
diversity of uses, rental levels, etc; 

 Regular town centre user and retailer surveys to be undertaken – to establish 
the strengths and weaknesses of the town centre, and identify areas of potential 
improvement or need for future action; 

 Establishment of a town centre management or action group, ideally comprising 
a cross-section representation of all public, private and voluntary sector agency 
and organisations with an interest in the operation, performance and delivery of 
retail and key local services in each town centre; and 

 Building upon the presence of, or subsequent creation of a town centre group, 
then a town centre strategy or action plan as well as a detailed implementation 
plan should be prepared. This would identify a series of prioritised actions, each 
with individual or collective responsibilities for delivery and funding noted. In 
addition, a programme detailing the time period in which each project or action 
should be achieved, should be provided.  A series of short, medium and longer 
term targets and initiatives should be agreed. 

6.10 In the specific context of assessing the likely and subsequent impacts of planned 
retail development, such as supermarkets and superstores, it is important that a 
robust and comprehensive impact assessment is provided by the applicant. This 
should cover not only retailing and town centre issues but also aspects associated 
to transportation, the environment, and the local and wider economy. 

6.11 The preparation of such impact assessments - along with the undertaking of regular 
town centre monitoring, data collection exercises and survey work - will help form 
an important part of any ‘before and after’ appraisal of the effects of supermarket 
developments. This would ideally involve the ‘after-development’ stage of research 
being undertaken some 18 months to 2 years following the commencement of trade 
at the retail store development.  

6.12 In turn the key findings of the above work will similarly inform and help guide the 
future direction and approach for any town centre strategy or action plan
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IMPACT OF SUPERMARKET DEVELOPMENT IN ALLOA 
SHOPPER SURVEY 

 
Interviewer                   Date of interview    
 
Location ____________________       Survey No. _______ 
 
ALLOA SHOPPER SURVEY 

 
My name is ……………………….We are carrying out a survey on behalf of the Federation of Small Businesses 
(Scotland).     The survey is about shopping patterns in Alloa.   Could you answer a few questions please on behalf 
of your household, the questions will only take about five minutes, and everything you say will be confidential.  
 
A SHOPPER PROFILE 
 
1 First can I ask what is the MAIN purpose of your visit to Alloa town centre today? Is it 
 
 A Shopping for food and groceries in the town centre 

B Shopping for clothes/shoes 
C Other forms of shopping 
D Visiting pub/café/restaurant 
E Using financial services 
F Using other services (e.g. hairdressers/travel agents) 
G Leisure/recreation purposes 
H Education 
I Tourism/sight seeing 
J Work here 
K Other (write in)__________________________________ 

 
2 How often do you visit Alloa Town Centre? 
 

A Daily 
B More than once a week 
C Weekly (once a week) 
D Once every 2 to 3 weeks 
E Monthly 
F Less frequently 
G This is my first time to Alloa 
H I’m a tourist 

 
3 How long will you have stayed in Alloa Town Centre today from the time you arrived until the time you 

leave?  
 

A Less than 30 minutes 
B 30-59 minutes 
C 1-2 hours 
D 2-3 hours 
E 2-4 hours 
F More than 4 hours 

 
4 Are you planning to visit any other retail location outside of the town centre today? 

A Yes (go to Q4) 
B No (go to Q5) 

 
 
 
 
 
 
 
 
 



5 What other retail location to you intend to visit?  
A Stirling Mills (Tillicoultry) 
B Tillicoultry 
C Sauchie 
D Dollar 
E      Clackmannan 
F      Bridge of Allan 

G Dunfermline 
H Stirling 
I Falkirk 
J    Edinburgh 
K   Glasgow 
L Other (WRITE IN) ___________________ 

 
  
B GROCERY SHOPPING PATTERNS 
 
6 Which supermarket/grocery store do you visit most frequently to undertake your main (i.e. weekly) 

supermarket shop? 
  

A Tesco (Alloa) 
 B Iceland (Alloa) 
 C Morrisons (Alloa) 
 D Asda (Alloa) 
 E Other (WRITE IN NAME OF STORE AND LOCATION) __________________________________  
 
7 Why do you use this supermarket/grocery store for your main grocery shopping?  
 

A Nearest store/centre 
B Better car access 
C Range of goods 
D Quality of goods 

E Price 
F Close to work 
G Close to school 
H Other (WRITE IN) ___________________ 

 
8 Which other town/place do you visit frequently to shop? 
 

A Tillicoultry 
B Tullibody 
C Alva 
D Sauchie 
E      Dollar 
F      Menstrie 
G     Clackmannan 

H Bridge of Allan 
I Dunfermline 
J Stirling 
K    Falkirk 
L    Edinburgh 
M   Glasgow 
N Other (WRITE IN) ___________________ 

 
  
9 How often do you go to this other town/place? 
 

A You live in the town 
B Daily 
C More than once 
D  Weekly (once a week) 

E Once every 2 to 3 weeks 
F Monthly 
G Less frequently 

 
 
10  How much does your household spend in total on shopping for food and groceries each month?  
  

£   
 
 
C IMPACT OF SUPERMARKET DEVELOPMENT ON SHOPPING HABITS 
 
11 Has your shopping pattern changed since the opening of Tesco in Alloa Town Centre?  

A Yes (go to Q12) 
B No (go to Q14) 

 
 
12 Do you visit the town centre more or less often since the opening of the supermarket? 

A More  
B Less  
C Unchanged 

 



 
13 What are your reasons for the above (WRITE IN BELOW)? 
 

 

 
 
D PERCEPTIONS OF ALLOA AS A SHOPPING LOCATION 
 

If Alloa is the main place of shopping……………..    
 
14 Why do you use Alloa Town Centre? 
 

A Close to home 
B Close to work 
 C Easy to get to the town centre 
 D Good public transport links 
 E Sufficient car parking 
 F Good selection and quality of shops 

G Good mix of shopping and leisure facilities 
H To visit specialist shops 
I To visit a specific shop(s) 
J Pleasant shopping environment  
K Other (WRITE IN) 
 

  
  

15 Is there anything you particularly dislike about Alloa Town Centre?     
 

A No, nothing 
B Inconvenient to get to 
C Poor public transport links 
D Poor quality of shops 
E Lack of variety in shops 
F Lack of particular type of shops 
G Unpleasant shopping environment 
H Other (WRITE) 

  
 
16 Do you have any suggestions for improving Alloa Town Centre? 

  
A No, nothing 
B Make the town centre easier to get to 
C More shops 
D Provide a better range of shops 
E Provide a specific shop (NAME) ________________         
F Provide particular leisure facility (NAME) _______________ 
G Improve the cleanliness of the streets 
H Pedestrianise particular street (NAME) ________________ 
I Improve the pedestrian environment 
J Improve public transport services 
K Provide Park and Ride services 
L Other (WRITE IN) _________________________________ 
 
 

17 What is your opinion of car parking provision for the town centre? 
A None 
B Lack of spaces (on street) 
C Lack of spaces (car parks) 
D Time restrictions 
E Expensive 
F Lack of enforcement of parking regulations  
G Inconvenient parking location 
H Other (WRITE IN) …………………………………… 
I Okay 
J Good/excellent 



 
 
E SHOPPER PERSONAL DETAILS 
 
18 Where do you live?  
 
 

(WRITE IN) …………………………………….. 
 
19 Does your household have the use of a motor car? 
 
 A Yes, 1 car 
 B Yes, 2 or more cars 
 C No, no car 
 
20 What is the occupation of the main income earner in your individual household? 
  
 (WRITE IN) …………………………………….. 
 
21 Gender (OBSERVE ONLY) 
  
 A Male 
 B Female 
 
22 Age (OBSERVE IF NO ANSWER) 
 
 A 0 to 20 
 B 20 to 30 
 C 30 to 40 
 D 40 to 50 
 E 50 to 60 
 F 60+ 
 
 
Thank you very much for your assistance. Your response will be treated in strict confidence.



IMPACT OF SUPERMARKET DEVELOPMENT IN DUMFRIES 
SHOPPER SURVEY 

 
Interviewer                   Date of interview    
 
Location ____________________       Survey No. _______ 

 
DUMFRIES SHOPPER SURVEY 

 
My name is ……………………….We are carrying out a survey on behalf of the Federation of Small Businesses 
(Scotland).     The survey is about shopping patterns in Dumfries.   Could you answer a few questions please on 
behalf of your household, the questions will only take about five minutes, and everything you say will be 
confidential.  
 
A SHOPPER PROFILE 
 
1 First can I ask what is the MAIN purpose of your visit to Dumfries town centre/Cuckoo Bridge Retail Park 

today? Is it 
 
 A Shopping for food and groceries in the town centre 

B Shopping for clothes/shoes 
C Other forms of shopping 
D Visiting pub/café/restaurant 
E Using financial services 
F Using other services (e.g. hairdressers/travel agents) 
G Leisure/recreation purposes 
H Education 
I Tourism/sight seeing 
J Work here 
K Other (write in) 

 
2 How often do you visit to Dumfries Town Centre?  
 

A Daily 
B More than once a week 
C Weekly (once a week) 
D Once every 2 to 3 weeks 
E Monthly 
F Less frequently 
G This is my first time to Dumfries 
H I’m a tourist 
I Does not intend to visit Dumfries Town Centre today 

 
3 How long will you have stayed in Dumfries Town Centre today from the time you arrived until the time you 

leave? Or if answering at Cuckoo Bridge, ask how long they intend or have spent in the Dumfries Town 
Centre 

 
A Less than 30 minutes 
B 30-59 minutes 
C 1-2 hours 
D 2-3 hours 
E 2-4 hours 
F More than 4 hours 

 
4 Are you planning to visit any other retail location today? 

A Yes (go to Q4) 
B No (go to Q5) 

 
 
 
 
 



5 What other retail location to you intend to visit? 
A Peel Centre 
B Cuckoo Bridge Retail Park 
C Lochmaben 
D  Lockerbie 
E Castle Douglas 
F Moffat 

G Galashiels 
H Hawick   
I           Carlisle 

 J Edinburgh 
K Glasgow 
L Other (WRITE IN) ……………………… 
M         Dumfries TC (if answering at Cuckoo Bridge) 

 
   
B GROCERY SHOPPING PATTERNS 
 
6 Which supermarket/grocery store do you visit most frequently to undertake your main (i.e. weekly) 

supermarket shop? 
 

A Tesco (Dumfries), (go to Q8) 
B Morrisons (Dumfries) 
C Botterills Supermarket (Dumfries) 
D Somerfield (Lockerbie) 
E Tesco (Castle Douglas) 
F           Somerfield (Annan) 
G Stores in Carlisle (WRITE IN) ………………….. 
H Other (WRITE IN) ……………………………….. 

 
7 Why do you use this supermarket/grocery store for your main grocery shopping?  

A Nearest store/centre 
B Better car access 
C Range of goods 
D Quality of goods 

E Price 
F Close to work 
G Close to school 
H Other (WRITE IN) ___________________ 

  
8 Which other town/place do you visit frequently to shop? 

A Lochmaben 
B  Lockerbie 
C Castle Douglas 
D Moffat 
E       Selkirk  
F       Galashiels 

G Hawick   
H          Carlisle 
I Edinburgh 
J Glasgow 
K Other (WRITE IN) ……………………… 

 
 
9 How often do you go to this other town/place? 

A You live in the town 
B Daily 
C More than once 
D  Weekly (once a week) 

E Once every 2 to 3 weeks 
F Monthly 
G Less frequently 

 
 
10  How much does your household spend in total on shopping for food and groceries each month?  
  

£   
 
 
C IMPACT OF SUPERMARKET DEVELOPMENT ON SHOPPING HABITS 
 
11 Has your shopping pattern changed since the opening of Tesco at Cuckoo Bridge Retail Park?  

A Yes (go to Q12) 
B No (go to Q14) 

 
12 Do you visit the town centre more or less often since the opening of the supermarket? 
 

A More  
B Less  
C Unchanged 

 



13 What are your reasons for the above (WRITE IN BELOW)? 
 

 

 
 
D PERCEPTIONS OF DUMFRIES AS A SHOPPING LOCATION 
 

If Dumfries is the main place of shopping……………..    
 
14 Why do you use Dumfries Town Centre? 
 

A Close to home 
B Close to work 
 C Easy to get to the town centre 
 D Good public transport links 
 E Sufficient car parking 
 F Good selection and quality of shops 

G Good mix of shopping and leisure facilities 
H To visit specialist shops 
I To visit a specific shop(s) 
J Pleasant shopping environment  
K Other (WRITE IN) 
 

  
  

15 Is there anything you particularly dislike about Dumfries Town Centre?     
 

A No, nothing 
B Inconvenient to get to 
C Poor public transport links 
D Poor quality of shops 
E Lack of variety in shops 
F Lack of particular type of shops 
G Unpleasant shopping environment 
H Other (WRITE) 

  
16 Do you have any suggestions for improving Dumfries Town Centre? 

  
A No, nothing 
B Make the town centre easier to get to 
C More shops 
D Provide a better range of shops 
E Provide a specific shop (NAME) ________________          
F Provide particular leisure facility (NAME) _______________      
G Improve the cleanliness of the streets 
H Pedestrianise particular street (NAME) ________________ 
I Improve the pedestrian environment 
J Improve public transport services 
K Provide Park and Ride services 
L Other (WRITE IN) _________________________________ 

 
 
 
17 What is your opinion of car parking provision for the town centre? 

A None 
B Lack of spaces (on street) 
C Lack of spaces (car parks) 
D Time restrictions 
E Expensive 
F Lack of enforcement of parking regulations  
G Inconvenient parking location 
H Other (WRITE IN) …………………………………… 
I Okay 
J Good/excellent 

 



E SHOPPER PERSONAL DETAILS 
 
18 Where do you live?  
 
 

(WRITE IN) …………………………………….. 
 
19 Does your household have the use of a motor car? 
 
 A Yes, 1 car 
 B Yes, 2 or more cars 
 C No, no car 
  
 
20 What is the occupation of the main income earner in your individual household? 
  
 (WRITE IN) …………………………………….. 
 
21 Gender (OBSERVE ONLY 

 
 A Male 

  B Female 
 
  
22 Age (OBSERVE IF NO ANSWER) 
  
 A 0 to 20 
 B 20 to 30 
 C 30 to 40 
 D 40 to 50 
 E 50 to 60 
 F 60+ 
 
Thank you very much for your assistance. Your response will be treated in strict confidence.



IMPACT OF SUPERMARKET DEVELOPMENT IN DINGWALL 
SHOPPER SURVEY 

 
Interviewer                   Date of interview    
 
Location ____________________       Survey No. _______ 
 
DINGWALL SHOPPER SURVEY 

 
My name is ……………………….We are carrying out a survey on behalf of the Federation of Small Businesses 
(Scotland).     The survey is about shopping patterns in Dingwall.   Could you answer a few questions please on 
behalf of your household, the questions will only take about five minutes, and everything you say will be 
confidential.  
 
A SHOPPER PROFILE 
 
1 First can I ask what is the MAIN purpose of your visit to Dingwall town centre today? Is it 
 
 A Shopping for food and groceries in the town centre 

B Shopping for clothes/shoes 
C Other forms of shopping 
D Visiting pub/café/restaurant 
E Using financial services 
F Using other services (e.g. hairdressers/travel agents) 
G Leisure/recreation purposes 
H Education 
I Tourism/sight seeing 
J Work here 
K Other (write in)_____________________________ 

 
2 How often do you come to the Town Centre? 
 

A Daily 
B More than once a week 
C Weekly (once a week) 
D Once every 2 to 3 weeks 
E Monthly 
F Less frequently 
G This is my first time to Dingwall 
H I’m a tourist 

 
3 How long will you have stayed in the Town Centre today from the time you arrived until the time you leave?  
 

A Less than 30 minutes 
B 30-59 minutes 
C 1-2 hours 
D 2-3 hours 
E 2-4 hours 
F More than 4 hours 
 

4 Are you planning to visit any other retail location outside of the town centre today? 
A Yes (go to Q5) 
B No (go to Q6) 

 
5 What other retail location to you intend to visit? WRITE IN.  
 A Inverness 
 B Invergordon 
 C Alness 
 D Beauly 
 E Other (WRITE IN) __________________________________ 
 
   



B GROCERY SHOPPING PATTERNS 
 
6 Which supermarket/grocery store do you visit most frequently to undertake your main (i.e. weekly) 

supermarket shop? 
 
 A Tesco (Dingwall) 
 B Lidl (Dingwall) 
 C Morrisons (Alness) 
 D Tesco (Inverness) 
 E Other (WRITE IN NAME OF STORE AND LOCATION) __________________________________ 
 
 
7 Why do you use this supermarket/grocery store for your main grocery shopping?  

A Nearest store/centre 
B Better car access 
C Range of goods 
D Quality of goods 

E Price 
F Close to work 
G Close to school 
H Other (WRITE IN) ___________________ 

 
 
8 Which other town/place do you visit frequently to shop for groceries? 
 A Inverness 
 B Invergordon 
 C Beauly 
 D Alness 
 E Other (WRITE IN) __________________________________  
 
9 How often do you go to this other town/place? 

A You live in the town 
B Daily 
C More than once 
D  Weekly (once a week) 

E Once every 2 to 3 weeks 
F Monthly 
G Less frequently 

 
10  How much does your household spend in total on shopping for food and groceries each month?  
  

£   
 
 
C IMPACT OF SUPERMARKET DEVELOPMENT ON SHOPPING HABITS 
 
11 Has your shopping pattern changed since the opening of the Tesco store at Mart Road?  

A Yes (go to Q12) 
B No (go to Q15) 

 
12 Where did you do your MAIN grocery shopping before new Tesco opened?  
 A Old Tesco (Tulloch Street) 
 B Somerfield (Dingwall) 
 C Safeway (Alness)  
 D Tesco (Inverness) 
 E Local/independent grocery shops in Dingwall 
 F Other (WRITE IN) _______________________________ 
 
 
13 Do you visit the town centre more or less often since the opening of the supermarket at Mart Road? 

A More  
B Less  
C Unchanged 

 
 
 
 
 
 
 



14 What are your reasons for the above (WRITE IN BELOW)? 
 

 

 
 
D PERCEPTIONS OF DINGWALL AS A SHOPPING LOCATION 
 

If Dingwall is the main place of shopping……………..    
 
15 Why do you use Dingwall Town Centre? 

A Close to home 
B Close to work 
 C Easy to get to the town centre 
 D Good public transport links 
 E Sufficient car parking 
 F Good selection and quality of shops 

G Good mix of shopping and leisure facilities 
H To visit specialist shops 
I To visit a specific shop(s) 
J Pleasant shopping environment  
K Other (WRITE IN) 
 

  
  

16 Is there anything you particularly dislike about Dingwall Town Centre?     
 

A No, nothing 
B Inconvenient to get to 
C Poor public transport links 
D Poor quality of shops 
E Lack of variety in shops 
F Lack of particular type of shops 
G Unpleasant shopping environment 
H Other (WRITE) 

  
 
17 Do you have any suggestions for improving Dingwall Town Centre? 

  
A No, nothing 
B Make the town centre easier to get to 
C More shops 
D Provide a better range of shops 
E Provide a specific shop (NAME) ________________          
F Provide particular leisure facility (NAME) _______________ 
G Improve the cleanliness of the streets 
H Pedestrianise particular street (NAME) ________________ 
I Improve the pedestrian environment 
J Improve public transport services 
K Provide Park and Ride services 
L Other (WRITE IN) _________________________________ 

 
 
18 What is your opinion of car parking provision for the town centre? 

A None 
B Lack of spaces (on street) 
C Lack of spaces (car parks) 
D Time restrictions 
E Expensive 
F Lack of enforcement of parking regulations  
G Inconvenient parking location 
H Other (WRITE IN) …………………………………… 
I Okay 
J Good/excellent 

 
 



E SHOPPER PERSONAL DETAILS 
 
19 Where do you live?  
 

(WRITE IN) …………………………………….. 
 
20 Does your household have the use of a motor car? 
 
 A Yes, 1 car 
 B Yes, 2 or more cars 
 C No, no car 
 
21 What is the occupation of the main income earner in your individual household? 
  
 (WRITE IN) …………………………………….. 
 
22 Gender (OBSERVE ONLY) 
  
 A Male 
 B Female 
 
23 Age (OBSERVE IF NO ANSWER) 
 
 A 0 to 20 
 B 20 to 30 
 C 30 to 40 
 D 40 to 50 
 E 50 to 60 
 F 60+ 
 
 
Thank you very much for your assistance. Your response will be treated in strict confidence. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


