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Introduction

This Retail Assessment (RA) has been prepared by Nathaniel Lichfield and
Partners (NLP) on behalf of Persimmon Homes, Barratt Homes and Taylor
Wimpey (“The Consortium”). It provides information on retail planning issues to
assist the Council in its consideration of the retail element of the proposed
redevelopment of Barry Waterfront.

The RA is one of a number of reports and statements submitted to accompany
the outline planning application and should be read in conjunction with these
documents which are listed below:

o Planning Statement;

. Design and Access Statement;

. Sustainability and Energy Statement;

° Consultation Report;

° Environmental Statement; and

. Transport Assessment.

The report sets out to provide a full assessment of the retail planning elements
of the scheme. The coverage is as follows:

° Section 2: A brief summary of the application site and proposed retail
development;

. Section 3: A summary and commentary on the relevant planning policy
framework;

o Section 4: Definition of the catchment area and consideration of the
existing shopping patterns;

o Section 5: A review of the health of Barry town centre;

o Section 6: An assessment of the quantitative and qualitative need for the
proposed development;

o Section 7: An assessment of the scale of the proposed development;

. Section 8: A review of the availability, suitability and viability of alternative
development sites (i.e. the sequential approach assessment);
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° Section 9: An assessment of the retail impact of the proposed
development on existing stores and centres;

° Section 10: Conclusions on the retail planning merits of the proposal.
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Site and Proposed Development

Application Site

The Barry Waterfront site is located to the south-west of Barry town centre and
is strategically positioned between the town centre, Barry Island and the Old
Harbour. The site area within the red line is approximately 43 hectares. The
site is bordered by the Cardiff-Barry Island railway line and a mix of residential,
commercial and industrial property.

The site is largely vacant although part of the original site has been developed.
The existing waterfront development comprises some 690 residential units
together with a retail area incorporating a Morrisons food store and non-food
retail units as well as a medical centre. To the north of the site, is the
Innovation Quarter, which comprises a range of office and business starter
units.

Proposed Development

Full details of the proposed development are set out in the accompanying
Planning Statement. However, to summarise, the key elements of the
development will comprise up to 2,000 dwellings, up to 8,825 sq m of gross
retail floorspace (A1), up to 1,820 sq m cafes, bars and restaurants (A3), a
hotel (C1) of up to 3,500 sq m, up to 3,450 sq m offices (B1) and significant
improvements to infrastructure and transport links and public realm and open
space provision.

Retail Element

As stated above, the proposed retail element of the scheme comprises up to
8,825 sg m (95,000 sq ft) gross retail floorspace for the sale of both food and
non-food goods and a petrol filling station. The majority of the proposed retail
floorspace will be located in the proposed ‘District Centre’ which is located to
the north-west of the development site adjacent to West Pond, the proposed
school site and the Innovation Centre.

The retail scheme will comprise approximately 6,525 sq m gross foodstore
(approximately 4,600 sq m net) for which there is no proposed operator to
date. It is envisaged that the store will sell both convenience and comparison
goods with approximately a 60:40 split. As such, it is anticipated that 2,800 sq
m (net) will be devoted to the sale of convenience goods and 1,800 sq m (net)
will be devoted to the sale of comparison goods.

There will be a further 2,300 sq m gross non-food floorspace (approx 1,800 sq
m net) provided within separate retail units adjacent to the proposed foodstore.
The exact number of units is unknown at this stage of the application process
although it is envisaged that there will be 2no. units of approximately 1,150 sq
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m gross (900 sq m net) each. There are no proposed operators for these units
to date.

Site Allocation and Retail Implications

The Barry Waterfront site is allocated within the Vale of Glamorgan UDP as a
‘Comprehensive Redevelopment Area’ and further allocates 11,148 sq m of the
Barry Waterfront site for retail development (POLICY SHOP 3). The more recent
Development Principles Document (Vale of Glamorgan, May 2009) also cites
the Barry Waterfront scheme as providing a mix of uses including ‘a range of
appropriate retail uses’.

The scheme is proposing to locate all retail floorspace into a District Centre
which will be the commercial hub of the Waterfront. However, as this is still a
proposed allocation, it is considered necessary to treat the proposed retail
floorspace as being ‘out of centre’ as it is located approximately 800m walking
distance from Barry town centre’s defined Primary Shopping Area (as defined by
the UDP).
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Relevant Planning Policy

This section provides the framework of policy documents against which the
planning application should be considered.

National Policy
. Planning Policy Wales (2002);

. Wales Spatial Plan (2008 Update);

° Ministerial Interim Planning Policy Statement (MIPPS) 02/2005 — Planning
for Retailing and Town Centres (Updates 10.1 — 10.3 of PPW);

. Technical Advice Note 4: Retailing and Town Centres (1996).

Local Planning Policy
o The Vale of Glamorgan Unitary Development Plan 1996-2011 (Adopted
2005);

. The Vale of Glamorgan Draft Preferred Strategy (Published December
2008) - forms part of the emerging Local Development Plan;

o Barry Waterfront Development Principles Document (Adopted June 2009);

Vale of Glamorgan Retail Policy Evidence Base

Although the following documents do not form adopted planning policy they
have been produced by the Council to inform emerging retail policy. As such
due consideration will be had to these documents:

° The Vale of Glamorgan Retail Study (CACI, May 2009);

. The Vale of Glamorgan Town & District Retail Centre Appraisal (Martin
Tonks, 2008).
Key Policy Considerations

A thorough review of all of the above national and local planning policy
documents has revealed that there are 6 key themes that this Retail
Assessment will need to consider. These are:

a The policy status of the proposed development site;

b The suitability of the development with regards to Barry’s role within the
Vale of Glamorgan’s retail hierarchy;
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¢ The need for the proposed development;
d The scale of the proposed development;

e The suitability of the proposed location of development with regards to the
sequential test;

f The potential impact of the proposed development.

3.4 The policy status of the site is considered in Section 2 and the remaining
issues are considered in the following sections.
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Existing Retail Provision & Shopping Patterns

This section of the Retail Assessment starts by critiquing the Vale of
Glamorgan's existing Retail Study. The existing retail hierarchy and main
convenience and comparison shopping provision within the local area is then
assessed as well as any existing proposals/commitments for additional retail
floorspace. A description of the expected catchment area of the Barry
Waterfront site is then provided followed by a summary of the main shopping
patterns within the defined catchment, as established by a household survey.

The Vale of Glamorgan Retail Study (May 2009)

The Council commissioned property consultants CACI to undertake a Retail
Study which was published in September 2008. Following publication of this
document, NLP raised a number of concerns in March 2009 regarding the
methodology CACI had adopted and the conclusions which were drawn
regarding convenience capacity.

In the light of NLP’s comments, CACI subsequently amended their retail study
in May 2009 (published July 2009) with little explanation as to the reasoning
behind the significant changes to the study. This amended study has made a
number of conclusions relating to retail convenience and comparison floorspace
capacity within the Vale of Glamorgan up to 2026. The key conclusions relating
to Barry are as follows:

a CACI's study area will see a population growth of 2.4% between 2007 and
2011 and 2.8% between 2011 and 2016.

b Barry’s resident convenience market is currently worth £123.2m (2007
base year) and it has a turnover potential of £147.4m, showing an in-flow of
expenditure from the surrounding zones of £24.2m. Barry currently supports
65% of the Vale’s convenience economy. The current turnover potential
density (£11,943 per sq m net) is higher than the benchmark trading
density of £10,000 per sq m. The zone therefore has capacity for new
convenience floorspace, of 2,397 sq m net at 2007 rising to 3,803 sg m
net by 2012 and 3,928 sq m net by 2026 (Paragraphs 1.10-1.11). On this
basis, CACI| states that “there is clear opportunity for an additional
supermarket for Barry town centre” (Paragraph 5.5).

¢ Barry town centre (Barry Town Centre & High Street/Broad St) draws strong
performance from its high percentage (87%) of independent comparison
retail, and despite the proximity of Cardiff it has a relatively strong hold on
its primary catchment. The current turnover potential is £40.5m. At a target
trading density for comparison goods of £3,000 per m2, only small
comparison headroom is currently supported — an addition of 577 sq m
(net) at 2007. Under current population projections however, this headroom
will increase to 2,976 sq m by 2012, reducing back down to 2,437 sq m by
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2017 and 2,859 by 2026 (reduction is due to predicted growth in Special
Forms of Trading). Barry’s retail mix highlights the areas that would increase
the appeal of Barry and reclaim more shoppers from secondary and tertiary
catchments — the crucial categories that are underrepresented are clothing,
leisure goods and electrical goods (Paragraph 4.16 and Figures 29.1-32.3).

d CACI advise that in the event of a new application for convenience or
comparison floorspace within Barry, the level of sustainable floorspace
should be reassessed based upon the extent to which the specific proposal
could be argued to claw-back spend from other areas, and it should be
demonstrated how this will impact on the capacity for floorspace (and
corresponding headroom) at other locations (Paragraphs 1.15 and 1.23).

The CACI study clearly supports the need for an additional foodstore within
Barry which should be directed towards the town centre in the first instance
(Paragraph 5.5). Indeed, CACI state that there is headroom capacity to support
2,976 sgq m of additional convenience floorspace by 2012. Also CACI recognise
that if proposed convenience or comparison floorspace has the ability to assist
in the claw back of expenditure from surrounding competing centres the
sustainable levels of floorspace could be re-assessed.

However, despite the fact that CACI have amended the Retail Study in light of
some of our comments, we still have significant reservations regarding the
robustness of the study and its appropriateness as a basis for assessing retail
capacity. Below, we provide a brief summary of the key issues, although this
list is by no means exhaustive:

a Most importantly, in policy terms CACI do not distinguish between in centre
and out of centre stores which is clearly an omission in terms of the
usefulness of the study for planning policy purposes.

b The study also does not allow for any inflow of expenditure from outside the
study area.

¢ We still do not consider that the estimated convenience turnover of certain
stores is correct. For example, the Lidl in Cardiff is said to turnover at
£23.9 million which is considered highly unrealistic for a store of this size
and nature and means this store’s turnover is effectively double the
convenience turnover of M&S at Culverhouse Cross (as calculated by CACI).
Also there is still a reference to Netto supermarket in Barry town centre
which does not exist (Home Bargains is largely a comparison store with a
small ancillary convenience offer). There are also several anomalies in
terms of annual turnover potential of stores.

d The net convenience capacity headroom has increased from -3,292 sq m at
2007 (original study) to +2,397 sq m (amended study) at 2007. This
represents an increase in convenience capacity of 5,689 sq m with little
explanation regarding the reason for the change.
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e In paragraph 4.19 of the study CACI appear to have concern regarding the
current turnover potential of Culverhouse Cross and comment that ‘higher
comparison goods figures are achieved in Retail Parks where there is a
stronger presence of fashion retailers’. They also provide a scenario
(Paragraph 4.13 and Figure 28.7) whereby 50% of the units at Culverhouse
Cross are occupied by fashion retailers and refer to Culverhouse Cross as a
‘centre’. CACI appear to imply that increased fashion retailing at
Culverhouse Cross would be acceptable, whereas we believe such a
proposal to be inappropriate given that Culverhouse Cross is not a
designated centre and should not be promoted as a destination for fashion
retailing.

On this basis, we do not consider that the CACI Retail Study provides a robust
assessment of convenience or comparison floorspace capacity and with no
distinction between in centre and out of centre retail floorspace we do not
consider that the study can be utilised for the purposes of informing this Retail
Assessment. As such, in the absence of a robust and useable Retail Study we
consider it appropriate to provide our own retail capacity and impact
assessment of the proposed retail element of the Barry Waterfront
development proposals.

Martin Tonks Town & District Retail Centre Appraisal (2008)

Martin Tonks was commissioned by Vale of Glamorgan Council to undertake the
above study in 2008 and his report was subsequently published in September
of that year and has since been agreed by Cabinet.

The report essentially looks at the health of the major town shopping centre of
Barry as well as the Vale's five District Centres. For each centre the report
provides a SWOT analysis, looks at indicators of health such as commercial
yields, vacancy rates etc and provides a series of recommendations for how the
vitality and viability of each centre can be improved.

This Retail Assessment has regard to the comments made by Martin Tonks
within this study, details of which are provided within the relevant sections.

Retail Hierarchy

Barry is the Vale of Glamorgan’s only designated ‘Major Town Shopping Centre’
(Paragraph 7.1.5) and as such this designation emphasises the importance of
maintaining and enhancing Barry’s role as a main shopping destination within
the Vale.

The Council’'s UDP designates five District Centres which are Penarth,
Cowbridge, Llantwit Major, High Street/Broad Street in Barry and Upper Holton
Road in Barry. There are also ten designated Local Centres (including Main
Street and Vere Street in Cadoxton) and eleven designated Neighbourhood
Centres (including Gibbonsdown centre and Cwm Talwg centre),
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In terms of existing foodstores, the UDP allocates the former Netto foodstore in
Barry (now occupied by Home Bargains) as an edge of centre store whilst
Morrisons in Barry Waterfront, Waitrose at Cadoxton, Tesco at Penarth Marina,
Tesco at Stirling Road Barry and Kwik Save at Penarth are all designated as
‘out of centre developments’. Also, there are two designated ‘out of town
developments’ which are Culverhouse Cross and A Place for Homes in Llandow
(UDP, 7.1.5). A retail hierarchy plan is provided in Appendix 1.

Existing Convenience Shopping Provision

From our knowledge of the local area there is only one major foodstore located
within Barry town centre, which is Iceland. This store has a top-up rather than
main food shopping function. The majority of the other main food stores serving
Barry and the surrounding area are located in out of centre locations. A
summary of the key foodstores within the catchment area is provided below,
together with an indication of the types of shopping being undertaken based on
the results of our household survey (see below).

Morrisons, Penny Way

This 3,163 sq. m (net) Morrisons store is located on Penny Way off Ffordd Y
Mileniwm. The store, which opened in 2001, is located out-of-centre and
formed the first phase of the Barry Waterfront redevelopment. The store sells
predominantly convenience goods with a relatively limited non-food offer and is
used as both a main and top-up food shopping destination. The store has a
petrol filling station and in store café.

Tesco, Stirling Road

This Tesco store is approximately 2,600 sq. m net and is located at the
junction of Stirling Road/Port Road West which is an out of centre location
along one of the main routes to Cardiff Airport. The store offers a range of non-
food goods and also has a Tesco Direct home shopping facility. The store is
used as both a main and top-up food shopping destination.

Waitrose, Palmerston Road

The Waitrose store, which is approximately 2,300 sg. m net, opened in 2004 in
an out of centre location along Palmerston Road. It was previously occupied by
Safeway. Waitrose predominantly sells convenience goods with a very limited
non-food offer, has a petrol filling station and an in-store café. Although the
store is used as a main food shopping destination by some residents, the
majority use it as a top-up food shopping destination.

Lidl, Cennin Pedr

The Lidl store is located at Cennin Pedr in an out of centre location. The store,
which has recently undergone extension to increase the net sales area to
approximately 1,290 sq. m, provides a range of discounted food and non-food
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products. The store is used as both a main and top-up food shopping
destination although its top-up function is considered to be more significant.

Tesco, Culverhouse Cross

Tesco at Culverhouse Cross offers the largest foodstore within the local area at
approximately 6,600 sq m (net). The store sells a wide range of both food and
non-food goods and also benefits from a petrol filling station and in-store café,
opticians and pharmacy. The store is predominantly used for main food
shopping.

Tesco, Penarth Haven

Tesco at Penarth Haven offers approximately 2,400 sq m (net) floorspace in an
out of centre location. The store sells food and a limited range of non-food
goods and also benefits from a petrol filling station and photo processing desk.
The store is used as both a main and top-up food shopping destination.

Existing Comparison Shopping Provision

The catchment area has a number of comparison shopping locations both in
and outside designated town centres. Details of the key shopping destinations
are summarised below.

Barry Town Centre

Barry town centre is concentrated along Holton Road, Thompson Street and Ty-
newydd Road and provides approximately 13,600 sq m of comparison
floorspace (Goad Plan, October 2007). The centre has a variety of both multiple
and independent retailers including Iceland, Peacocks, New Look, WH Smith
and Wilkinson. The Martin Tonks Study (2008) states that the comparison
sector has reasonable representation (although visitors would like to see more
clothes shops), there is a very limited choice and range of convenience goods
outlets and there is a good range of services.

Barry Waterfront Retail Park

This out of centre retail park is located to the south of Barry town centre. The
park provides 6 retail units of which 4 units are occupied by comparison
retailers including Instore, Halfords, Focus and Argos. The remaining 2 units are
occupied by Morrisons and KFC.

Penarth Town Centre

Penarth is located to the east of Barry town centre and is designated as a
district centre in The Vale’s UDP. The Martin Tonks Study (2008) states that
Penarth has a good range of non-food shops and town centre uses and for a
small suburban district centre it has good representation of banks and financial
services as well as specialist fashion shops.
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Cowbridge District Centre

Cowbridge, located to the north west of Barry, is designated as a district centre
in the Vale’s UDP. Cowbridge’s shopping centre is largely concentrated along
High Street. The Martin Tonks study (2008) indicates that Cowbridge has a
good and diverse range of non-food shops. In particular Cowbridge is regarded
as providing specialist fashion and craft shops which draw visitors from a wide
area.

Llantwit Major District Centre

Llantwit Major's main shopping area is located along Boverton Road. The
Martin Tonks Study (2008) highlights that within Llantwit Major there appears
to be a reasonable range of shops and town centre uses and for a small rural
district centre diversity is quite good, although there is considered to be a
limited range of clothes shops.

Culverhouse Cross

To the edge of the catchment area is Culverhouse Cross retail park which is
located partially within the administrative boundary of The Vale of Glamorgan
and partially within Cardiff. There are a number of comparison and bulky goods
retailers at Culverhouse Cross including Comet, Dreams, PC World, Allied
Carpets, Currys, Marks & Spencer, Tesco and Mothercare. This is a popular out
of centre comparison shopping destination.

Outside the Catchment Area

Due to its location, Barry town centre experiences significant competition from
centres outside of the catchment area. The main centre is Cardiff City Centre
which has a wide range and diversity of comparison shops. Bridgend is also
considered to be a popular comparison shopping location with national multiple
retailers including Monsoon, Accessorise and Topshop. Furthermore, the out of
town McArthur Glen factory outlet centre is located off Junction 36 of the M4
which offers a variety of discount comparison retailers including Karen Millen,
Ted Baker and Marks & Spencer. All of these centres represent significant
competition to Barry town centre.

Retail Allocations, Commitments and Recent Developments

The Vale of Glamorgan UDP allocates three sites (not including the Barry
Waterfront site) for retail development. In addition, one other scheme has come
forward as a commitment. Below provides a brief summary of each of these
allocations/commitments.

Site 1: The Former Town Hall Site, Barry

This 1.2 hectare site was allocated as a ‘major retail opportunity’ within the
UDP. Detailed planning consent was granted for the comprehensive
redevelopment of this site in July 1996 with proposals including a new
supermarket, several new retail outlets and a new library.
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However, the site has now been developed as a new library, civic square and
fully refurbished park and play area. No retail development has been provided
as part of the scheme.

Site 2: 59-71 Holton Road, Barry

This site, which was formerly occupied by the Victoria Public House, was
allocated in the UDP to provide modern and efficient retail floorspace with
potential to occupy the upper floors for office or residential use.

The site has been cleared and an application was submitted in May 2008 for
the erection of a Tesco Express foodstore. The application, which sought
permission for the erection of a 430 sq m (gross) store, was granted planning
permission in June 2008. At the time of writing construction was progressing
on site.

Site 3: 1-7 Thompson Street, Barry

This site was allocated in the UDP as ‘a strategically important site’ which is ‘at
an entrance to the shopping centre but is in need of refurbishment to
complement the recent improvements undertaken at the corner properties on
Holton Road’. Suitable uses were cited as being retailing at ground floor level
with offices and/or residential above. This site is occupied by older-style
existing shop units and there are no known proposals for the redevelopment of
this area.

Lidl Store Extension, Cennin Pedr

In addition to the sites allocated within the UDP, an application to extend the
existing Lidl store on Cennin Pedr was approved by the Vale of Glamorgan
Council on 31% January 2007. The application sought to extend the store to
increase the existing sales area from 871 sq m net to 1,286 sq m net (an
increase of 415 sg m). The permission has since been implemented.

Tesco Express, Herbert Street, Penarth

A Tesco Express convenience store has opened at Herbert Terrace in Penarth
which provides a further 250 sq m net (approx) convenience floorspace within
the catchment area.

Other Commitments

There are no other significant retail commitments or allocations within the Vale
or within the Catchment Area since the household survey was undertaken in
March 2008.

However, outside the Catchment there is a ‘major scheme’ which is the
proposed St David’s 2 development in Cardiff City Centre. Planning permission
was granted in July 2005 for this scheme which will provide a mixed use
development comprising retail, leisure, library, residential, hotel, offices and
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food and drink uses. The scheme will offer approximately 90,000 sg. m retail
floorspace and is due to open in autumn 2009. Given its scale, the likely
impact of the opening of this scheme is an increase in the amount of
comparison expenditure leaking out from the catchment area to Cardiff.

Furthermore, since the household survey was completed the Capital Retail Park
at Leckwith has since opened which offers 44,000 sq m of retail floorspace
provided in 18 retail units. Not all units are occupied to date however tenants
who have taken units include Asda, Hobbycraft, Next Home, Smyths Toy Shop,
Mamas and Papas, JJB Fitness Club, Costa Coffee, Greggs and Marks &
Spencer Home.

Retail Proposals

There is only one relevant retail proposal within the catchment area, details of
which are provided below.

Barry Island Pleasure Park

An outline planning application for the redevelopment of Barry Island Pleasure
Park (reference: 2008/01533/0UT) was submitted to the Council in November
2008 for the “redevelopment of funfair for mixed use scheme to include leisure,
residential, food and drink and retail uses”. The scheme, which is currently
undetermined, is seeking permission for approximately 3,215 sq m of A3 use
and 605 sg m (gross) Al use.

Whilst this scheme is located in close proximity to the site, the proposals are
largely for a leisure complex with a small amount of retail floorspace which is to
serve the scheme’s residents rather than visitors. As such it is anticipated that
the unit will be occupied by a CTN, small scale convenience store or potentially
service uses. Therefore, if this scheme does gain planning permission it will not
undermine the retail element of the Barry Waterfront scheme.

Existing Shopping Patterns

On behalf of the Consortium we commissioned the market research company,
Research and Marketing, to undertake a household survey in March 2008 to
establish existing shopping patterns in the area. The survey comprised 1,006
telephone interviews and the catchment area was defined based on the
location of existing and proposed large foodstores and other comparison retail
shopping destinations such as Culverhouse Cross, Cardiff and Bridgend.

The catchment area consists of 20 postcode sectors to the north, east and
west of Barry (see plan, Appendix 1). The area is estimated to have a
population of 119,716 at 2009 (Table 1a, Appendix 4). This area has then
been sub-divided into 8 zones based on postcode sectors in order to reflect
areas with similar geography, accessibility and local shopping provision.
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Zone Postcode Sector
1 CF62 5, CF62 6, CF62 7, CF62 8, CF63 4
CF62 9, CF63 1, CF63 2, CF63 3
CF64 4, CF64 5
CF64 1, CF64 2, CF64 3
CF5 6
CF62 3, CF62 4
CF61 1, CF61 2
CF71 7

0O~NOOLPAWN

Table 1 Catchment Area Zones

The household survey results are attached at Appendix 2 and a summary of the
main survey findings relating to both food and non-food shopping behaviour is
provided below.

Main Food Shopping

Main food shopping by residents in the catchment area is dominated by the
Morrisons in Barry (23%) followed by Tesco in Barry (16%), Tesco in Penarth
(16%) and Tesco at Culverhouse Cross (10%). These four stores, which are all
located out of centre, account for 65% of all main food shopping within the
catchment area. A further 16% of main food shopping is completed in various
shops located within the catchment area at Barry, Llantwit Major, Penarth,
Culverhouse Cross and Cowbridge.

The survey shows that 18% of all main food expenditure leaks out to shops
located outside the catchment area with the most popular locations being
Tesco Extra at Bridgend (6%) and Asda in Cardiff Bay (5%).

Overall, Barry retains approximately 47% of main food expenditure within the
catchment area. However 45% of this expenditure is being spent in stores
outside the main town centre such as Tesco, Morrisons, Lidl and Waitrose. As
such the town centre accounts for very little main food expenditure.

The main reasons given by respondents for shopping at their respective main
food store was recorded as being convenience to home (48%), the
range/availability of food products (20%), convenient/cheap (12%) and quality
of goods (11%).

Other Main Food Shopping

The most popular destination for ‘other main food’ shopping within the
catchment area as a whole is Morrisons in Barry (18%) followed by Tesco in
Barry (13%), Waitrose in Barry (7%), Asda in Cardiff Bay (7%) and Marks &
Spencer at Culverhouse Cross (6%).

In terms of expenditure retention, Barry retains approximately 48% of other
main food expenditure which is largely similar to the results for main food
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expenditure. Overall the catchment area retains approximately 79% of other
main food’ expenditure with 21% leaking to stores outside the catchment,

Top-up Food Shopping

Approximately 67% of respondents stated that they undertook a form of top-up
food shopping. Of those respondents who did undertake top-up food shopping
the most popular destination was Tesco in Barry (10%) followed by Morrisons in
Barry (9%), ‘other town centre, Penarth’ (8%) and ‘other out of centre, Barry’
(7%).

The proportion of top-up food shopping retained within the Barry was
approximately 39% and the catchment area retained 88% as a whole which,
due to the nature of top-up food shopping, is to be expected. Leakage of
expenditure was 12% which was absorbed by Asda and Morrisons in Cardiff Bay
as well as other stores and centres outside the catchment.

Non Food Shopping

The survey asked respondents where they normally shop for clothing and
footwear, kitchen and household goods, small electrical appliances and
recreational and miscellaneous goods.

For clothing and footwear the most popular shopping destination was Cardiff
which attracted 50% of expenditure followed by Barry town centre (14%),
Culverhouse Cross (12%) and Barry out of centre (8%). Overall Barry retained
approximately 21% of expenditure, the catchment area as a whole retained 38%
whilst 62% leaked to stores and centres outside of the catchment area.

For kitchen and household goods Cardiff was again the most popular
destination attracting 42% of expenditure followed by Barry town centre (15%),
Culverhouse Cross (12%), Barry out of centre (10%) and Penarth (7%). Overall
Barry retained approximately 24% of expenditure and the catchment area as a
whole retained 45%. However, 55% of expenditure leaked to stores and centres
outside the catchment area.

For small electrical appliances Cardiff was the most popular shopping
destination attracting 26% of expenditure followed by Culverhouse Cross (22%),
Barry town centre (15%) and Barry out of centre (14%). Barry retained
approximately 29% of expenditure in total and the catchment area as a whole
retained 60%. This means that approximately 40% of expenditure leaks to
stores and centres outside the catchment.

Recreational and miscellaneous goods are mainly purchased in Cardiff (51%)
followed by Barry town centre (18%). Overall Barry retained approximately 24%
of expenditure and the catchment area as a whole retained just 37%. This
means that approximately 63% of expenditure is absorbed by stores and
centres located outside the catchment.
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The results show that Cardiff is generally the most popular non food shopping
destination particularly for recreational and miscellaneous goods as well as
clothing and footwear. Barry was reasonably popular for all types of goods
although there is a significant outflow of expenditure to out of centre stores and
centres outside the catchment which will continue unless retail provision within
Barry can be significantly improved.

Visiting Barry Town Centre

The respondents were asked how often they generally visit Barry Town Centre.
Over a third of respondents claimed they never visited (35%), followed by less
often than every month (17%), once a week (16%) and more than once a week
(15%).

Of those who stated that they do visit Barry town centre, respondents were also
asked what their main reasons were for visiting. The most frequently reported
reason was to use bank/financial services (24%), followed by non-food
shopping (22%), food shopping (13%) and leisure uses (7%).

Changes in Shopping Provision

Since the household survey was completed in March 2008 there have been
some minor changes to retail provision within the catchment area which will
need to be acknowledged within the quantitative assessment. These include
the recently extended Lidl at Cennin Pedr, the Tesco Express in Penarth and the
committed Tesco Express development at Holton Road in Barry — details of
which are provided above.

Outside the Catchment Area a new Asda foodstore (approximately 5,450 sq m
net) opened at Leckwith in Cardiff in October 2008. However, it is not
considered that this will significantly impact on the existing shopping patterns
of the Catchment Area’s residents as the store is of similar size to the Asda at
Cardiff Bay and of a similar distance. As such, it is likely to primarily divert
trade from the existing Asda store.

Furthermore, a new Asda store (approximately 5,650 sq m net) opened in
Bridgend in November 2007. Whilst this predates the household survey it was
not provided as an answer by the respondents which appears unusual given the
popularity of the nearby Tesco Extra store. An explanation for this could be
simply that the store had not established its trading pattern at the time of the
survey and thus was not considered to be their normal shopping destination by
any of the respondents. Alternatively, the additional distance involved in
travelling to the store may mean people prefer to continue to use the Tesco
Extra. In any event, given the distance of the store, it is considered that it is
unlikely to impact on the existing shopping patterns of residents other than by
taking a small element of trade from the Tesco Extra store at Bridgend.
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Barry Town Centre

To assist in assessing the current levels of vitality and viability in the catchment
area, it is necessary to consider the current health of Barry as the closest town
centre to the proposals for the Waterfront. A health check of Barry town centre
is provided by the recently published Martin Tonks Town and District Retail
Centre Appraisal (2008). However, this study does not include detailed
information regarding all the TAN4 health check indicators. Therefore, whilst
NLP has had full regard to this study we have also considered the following
indicators as set out in TAN4:

a Diversity of town centre uses;
b Retailer representation and change;
¢ Shopping rents and commercial yields; and

d The proportion of vacant street level property.

Diversity of Town Centre Uses

The Martin Tonks study does not provide detailed information on retail
floorspace within Barry. However, the study comments that the comparison
sector has reasonable representation, there is a very limited choice and range
of convenience goods outlets and banks and financial services are well
represented.

The latest GOAD plan available for Barry town centre is dated October 2007.
NLP therefore updated this plan in July 2009 and identified that Barry has
approximately 24,920 sq m gross retail floorspace of which approximately
1,340 sq m is in convenience use, 13,580 sq m is in comparison use and
4,550 sq m is dedicated to retail services. A copy of the updated Goad Plan is
provided in Appendix 3.

In their retail study, CACI has stated that Barry has 128no comparison units
occupying 12,938 sgq m (net) of floorspace. These figures are significantly
different to those provided by Goad. The CACI study states that the floorspace
estimates are based on the 2007 Vale of Glamorgan audit data of gross
floorspace estimates and they have then applied a 70% gross to net ratio. This
would mean they are working on a gross figure of approximately 18,500 sq m.
We have been unable to get a copy of this report in order to ascertain the
differences between the data sets. However, the most likely explanation is
simply that different areas were surveyed or there were differences in what has
been counted as a comparison unit.
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On the basis that we do not know the area referred to by CAClI and Goad
provides a full breakdown of unit types and floorspace, the Goad figures will be
adopted for the remaining analysis.

Proportion of Total
Number [ Number of Units

Proportion of Total

Amount of
Floorspace

of Units floorspace
Average (sq m gross) Average
Convenience 9 5.9%
Comparison 60 39.5% 45.0% 13,580 54.5% 50.9%
Service 48 31.6% 33.3% 4,550 18.3% 21.8%
Vacant 33 21.7% 11.3% 5,040 20.2% 9.5%
Miscellaneous 2 1.3% 1.3% 410 1.6% 1.1%
Total 152 100.0% 100.0% 24,920 100.0% 100.0%
Table 2 Mix of Uses in Barry Town Centre

As can be seen from the above table, Barry has significantly less convenience
floorspace than the UK average although it broadly follows the UK average for
comparison, miscellaneous and service uses, which is largely in line with the
comments of Martin Tonks. Most significantly, both the vacant number of units
and percentage of vacant floorspace are effectively double the UK average (see
below).

Retailer Representation

In their retail study, CACI highlights that Barry has a good diversity of retailers
with a strong number of independent traders. However, it was identified that
there is a need for Barry to increase its representation in clothing, leisure and
electrical goods.

In terms of retail mix, NLP found there to be 152 retail units within the centre,
of which 60 (39%) are comparison retail units, 48 (32%) service units and 9
(6%) convenience units.

There are a number of national multiple as well as independent retailers within
Barry town centre. Key multiple retailers include Iceland, Boots, Peacocks, WH
Smith, Clinton Cards, Dorothy Perkins, New Look, Burtons, Superdrug, Greggs
and Wilkinsons. The largest units within the centre are occupied by Home
Bargains and Wilkinsons. The former Woolworths store is currently vacant.

The convenience offer within the town centre is relatively poor with the only
foodstore being Iceland, although a Tesco Express is currently under
construction. There are also two Greggs the bakers, two CTN’s, two health food
shops, a butchers and a greengrocers.

Services include the key high street banks and building societies, estate agents
and travel agents as well as a number of health and beauty outlets, cafes,
takeaways and restaurants. Other services within the town centre, which are
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not counted on the Goad plan as service units, include the library, job centre
and the Civic offices.

Shopping Rents and Yields

The Martin Tonks study states that whilst Barry’s commercial yield is 7.5%
which “compares unfavourably with most competing centres at least investor
confidence is improving and Barry is not being left behind the rest of South
Wales” (Paragraph 6.6).

Building on the work of Martin Tonks we have obtained shopping yields from the
Valuation Office. The last report for Wales was produced in July 2008 and the
table below shows the changes in commercial yield over the past three years
(the lower the yield; the healthier the centre).

Shopping Centre Jul-05 Jan-06 Jul-06 Jan-07 Jul-07 Jan-08 Jul-08

Cardiff 4.50 4.00 4.00 4.00 4.00 4.00 4.00
Culverhouse Cross 5.75 5.75 5.75 5.75 5.75 5.75 6.00
Bridgend 7.50 7.00 7.00 6.75 6.75 5.75 7.25
Barry 8.50 8.00 8.00 7.50 7.50 7.50 7.50
Table 3 Commercial Yields in South Wales

The above table appears to indicate that Barry is steadily improving as a town
centre in terms of yield whilst Cardiff and Culverhouse Cross have essentially
remained the same over the three year period and Bridgend has shown
significant fluctuation. However, Barry’s yield is higher than Cardiff, Culverhouse
Cross and Bridgend’s yields and is therefore less attractive to investors which
is consistent with the comments of Martin Tonks.

Colliers CRE produce in-town retail rent reports by region, with the last such
report produced for Wales in May 2007. This report, although two years old,
provides a useful insight into the relative attractiveness of Barry town centre.
The report shows Barry’s shopping rent to be £50 per sq ft. This can be
compared to Cardiff at £300 per sq ft, Bridgend at £70 per sq ft and Pontypridd
at £60 per sq ft. The nearest centres with similar rents are Port Talbot (£55 per
sq ft) and Blackwood (£45 per sq ft).

Proportion of Vacant Street Level Property

There are currently 33 vacant units within Barry town centre which equates to
21.7% of all retail units. The UK average for vacant properties is 11.4% (Goad,
April 2009) and therefore vacancies in Barry are effectively double this figure.
The vacant units (with the exception of Woolworths) are relatively small units
and many are in a poor state of repair. This means retailers are unable to move
straight into the units that are available, which is an issue in an already
economically challenging market. The relative size of the units also presents
problems and is reflected in the Martin Tonks study which states that “there is
still a shortage of units suitable for multiple retailers”.
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The current economic climate has seen the closure of a number of shops in
Barry in recent months including Bay Trading, Birthdays, Ferraris the Bakers and
most high profile — Woolworths. However, Adams children’s wear, a multiple
which has undergone considerable national rationalization recently, still
remains open in Barry, indicating it is one of the company’s better performing
stores.

The 2009 updated Goad plan, shows that 19 of the 33 vacant units have
remained vacant since October 2007 or earlier. However, it is worth noting that
9 of the previously vacant units at 2007 have since been re-occupied. There
are also clear signs of active investment within Barry town centre, with the
construction of a new Tesco Express store currently underway at the junction of
Evans Street/Holton Road. This continues recent trends which are reflected in
the Martin Tonks Study. This states that “the phased programme of public realm
improvements suggests increased private sector confidence in the primary
shopping area with the opening in 2008 of Subway and Holland and Barratt”.

The highest concentration of vacant units is to the western end of Holton Road.
However, it is within this location that the Tesco Express is being constructed
and therefore it is anticipated that this development will help improve the
vitality and viability of this area of the town centre.

Conclusion

Both NLP and the Martin Tonks Study have found that Barry is still attracting
much investment, which is a good indication that the retail offer will improve.
The commercial yield is also falling and new developments such as the Tesco
Express will assist in maintaining and enhancing the vitality and viability of the
centre. However, there is still a need to help encourage and facilitate new
retailers into Barry.

As identified by Martin Tonks, a key issue facing Barry’s retail future is the fact
that the town is constrained by a number of small, poor quality units which
simply do not meet the requirements of many of the key multiple retailers.
Therefore, there is a clear need to provide units which are suitable for multiple
retailers who tend to favour large modern units which they are able to move
straight into.

Until this is done the town and surrounding area will continue to see trade
leaking from the area and Barry will not fulfil its role as the Vale’s main
shopping destination.
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Retail Need

As discussed in Section 2, the Barry Waterfront site is considered out of centre
for the purposes of this RA. TAN 4 and MIPPS 02/2005 require applicants for
retail development on out of centre sites to demonstrate a quantitative and
qualitative need for development. As such, in order to provide a robust
assessment this section seeks to demonstrate the quantitative and qualitative
need for the proposed scheme.

Quantitative Convenience Retail Capacity

Section 4 sets out the reasons why the Vale of Glamorgan Council’s Retail
Study has not been used to inform this Retail Assessment. As such, the
methodology used for assessing convenience capacity is provided below.

Methodology

The main steps in estimating convenience goods capacity are as follows:

a Calculate the quantum of convenience goods expenditure within the
Catchment Area, based on population and per capita expenditure. The
population projections have been derived from Vale of Glamorgan
population and housing topic paper which applies growth rates based on
500 dwellings per annum based on SEWSPG data. However, it should be
noted that this retail proposal is linked to the development of up to 2,000
residential units immediately adjacent to the site. This will have a
significant effect on local expenditure capacity;

b Calculate the benchmark turnover of existing and committed convenience
floorspace within the Catchment Area and estimate the proportion of this
turnover which is derived from the Catchment Area;

¢ Estimate the surplus expenditure available to support new convenience
floorspace based on the difference between the residual expenditure in the
Catchment Area and the turnover of existing floorspace derived from the
Catchment Area.

We have assessed quantitative retail need for 2009 and 2012 (the design
year) using a price base of 2007 throughout. This is based on planning
permission being granted 2009/2010, construction being undertaken
2010/2011, and the opening of the retail units in 2011, with a year to
establish settled trading patterns. This is considered reasonable for the
purposes of this assessment.

As discussed in Section 4 of this RA, the Catchment Area for the need
assessment is based upon the eight household survey zones listed in Table 1
(Section 4) and shown on the plan provided in Appendix 1.
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Convenience Capacity Assessment

Our full convenience retail capacity assessment tables are set out in Appendix
4 and we provide a written summary of the findings below.

The population of the Catchment Area at 2009 is estimated to be 120,448
rising to 121,570 by 2012. Using these population figures (Table 1a) and the
convenience expenditure figures (Table 2a), we have estimated that there is a
total of £201.5 million available convenience expenditure in the catchment at
2009 rising to £204.5 million by 2012 (Table 3a) (2007 prices).

We have calculated the total convenience benchmark turnover of existing and
committed convenience floorspace within the CA. This is £181.2m at 2012, of
which an estimated £135.9 million turnover is derived from residents living
within the Catchment Area (Table 4a).

Therefore, as shown by Table 4a, if all stores are trading at benchmark turnover
levels there will be residual convenience expenditure capacity of £68.6 million
to support new convenience floorspace at 2012.

We have not allowed for any structural outflow of expenditure as it is
considered reasonable for the study area to seek to retain as much expenditure
as possible within the catchment area which largely reflects the Vale of
Glamorgan authority boundary. However, in reality, this existing surplus
capacity will either be going to stores inside the catchment and thus these
stores will be ‘overtrading’ or it will be leaking out of the catchment area to
larger stores such as the Tesco Extra in Bridgend and Asda at Cardiff Bay.

Convenience Turnover of the Proposal

Due to the fact that there is no named operator for the proposed foodstore it
has been necessary to calculate an average convenience turnover. This is
based on the turnover of Asda and Tesco, the two major operators to have
indicated an interest in occupying the store. They are also the top two UK
supermarket retailers, and thus this will provide a robust estimate.

The company benchmark convenience turnover for Tesco is £12,611 per sq m
and for Asda is £15,068 per sq m. As such the average turnover of Tesco and
Asda is £13,840 per sqg m (NLP estimate based on Verdict UK Grocery Food
and Retailers Report 2009) which when applied to the convenience floorspace
figure of 2,800 sq m (net), provides a proposed total turnover of £38.8 million
at 2012 of which 90% or £34.9 million is assumed to be derived from the
Catchment Area (see Table 5a). The remaining 10% will be achieved through
expenditure inflow, ie visitors to Barry from outside the catchment area. This
level of inflow is considered reasonable given Barry’s existing and future role as
a visitor destination.

As can be seen from Table 4a (Appendix 4) and in the table below, there is
residual convenience expenditure of £68.6 million at 2012 if existing stores are
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trading at benchmark level. There is therefore sufficient expenditure capacity to
support the new convenience floorspace of the proposed foodstore with a
further £33.7 million convenience expenditure remaining to support additional
convenience floorspace within the Catchment Area at 2012.

Available convenience expenditure in catchment area (Em) £68.6
Proposed turnover of convenience floorspace (£/m) £13,840
Proposed convenience floorspace sq m net 2,800
Proposed total turnover from convenience goods £38.8
Proposed convenience turnover from catchment area (90%) £34.9
Residual convenience expenditure in catchment area post proposal (£Em) £33.7
Table 4 Convenience Capacity Summary

Quantitative Comparison Retail Capacity

Introduction

The Catchment Area (as identified on the plan provided in Appendix 1) and
years tested for the comparison retail capacity assessment are the same as
that used for the convenience retail capacity assessment. This is because the
comparison floorspace within the proposed supermarket will be ancillary to its
primary function as a foodstore and as such the proposed trade draw will come
from the same area. The separate comparison units would also be expected to
have a similar catchment area given that Barry is the main town centre
shopping destination within the Catchment Area. Our full comparison retail
capacity assessment tables are set out in Appendix 5.

Methodology

As discussed in Section 4 of this report, the CACI study states that in the event
of a retail application proposal “the level of sustainable floorspace should be
reassessed based upon the extent to which the specific proposal could be argued
to claw-back spend from other areas and how this will impact on the capacity for
floorspace”. This is due to the fact that there is a high level of comparison
expenditure leakage to other stores and centres outside of Barry. CACI state
that “Barry’s retail mix highlights the areas that would increase the appeal of
Barry and reclaim more shoppers from secondary and tertiary catchments - the
crucial categories that are under-represented are Clothing, Leisure Goods and
Electrical Goods”. Martin Tonks also comments that despite the high vacancy
rate within the town centre there is “still a shortage of units suitable for multiple
retailers”.

CACI do not provide a figure to demonstrate the extent of comparison
expenditure leakage. However, NLP have derived figures from the NLP
household survey (March 2008) to demonstrate this level of leakage which is
provided in the table below.
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Zone1 Zone2 Zone3 Zoned4 Zone5 Zone6 Zone7 Zone8 Total

Barry Town Centre 32% 36% 8% 1% 6% 10% 6% 1% 15%
Barry out of centre 16% 11% 3% 1% 0% 9% 3% 1% 7%
Culverhouse Cross 8% 8% 9% 6% 18% 11% 6% 8% 8%
Inside Catchment Area Other 1% 1% 1% 18% 4% 7% 12% 16% 8%
Outside Catchment Area Other 43% 44% 69% 74% 72% 63% 73% 74% 61%
Total 100% 100% 100% 100% 100% 100% 100% 100% 100%

Source: Household survey results weighted as follows: 24% clothing and footwear; 11% kitchen and household goods; 11% small electrical

appliances; 54% recreational and miscellaneous goods.

Table 5 Comparison Expenditure by Zone

6.17 The table shows that approximately 61% of all available comparison
expenditure leaks to stores located outside of the Catchment Area. Whilst it
would be considered inappropriate for Barry to absorb even a majority of this
expenditure, there is clear scope to increase the appeal of Barry in order to
retain a greater proportion of the available expenditure, particularly within the
immediate Barry area.

6.18 As noted throughout the CACI Retail Study and the Martin Tonks Town and
District Retail Centre Appraisal there is a need to improve Barry’s retail offer by
attracting multiple retailers and in particular clothing, electrical and leisure good
retailers. These are the types of retailers that Barry Waterfront will target to
occupy the proposed comparison units which, due to their proposed size, will
be marketed to national multiple retailers. As such, the proposed methodology
for analysing comparison retail need will be based on the Barry Waterfront
scheme’s ability to claw back available comparison expenditure to the town.

Comparison Capacity and Scope for Claw Back

6.19 The available comparison expenditure within the catchment area is expected to
increase by over £17.7m between 2007 and 2012 (Table 3b, Appendix 5) but
there is also considerable potential to increase the proportion of trade retained
within Barry.

6.20 As Table 3b demonstrates, the available comparison expenditure will be
£353.7m at 2012, but, as the Household Survey (March 2008) suggests,
outlets in Barry will only attract 22% (£77.8m) of this expenditure, if market
share remains unchanged. This represents just fifth of the total expenditure
available.

6.21 The proposed development at Barry Waterfront would be expected to attract
back an element of the comparison trade currently going to foodstores outside
of the catchment area, (currently 18% of total convenience trade) and, through
the provision of comparison retailers, some of the trade currently going to
Culverhouse Cross, Bridgend or Cardiff (including both in and out of centre
destinations).

6.22 From an analysis of current shopping patterns we believe that it is possible for
the proposed development to increase the market share of stores in Barry in a
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way similar to that set out in Table 4b. This, combined with the forecast
increase in comparison expenditure means that there is significant capacity for
additional comparison development within Barry provided it is of a form that will
attract the national multiples currently missing from the town due to the lack of
suitable accommodation. As Table 4b demonstrates, just a small amount of
claw back from Cardiff, Culverhouse Cross and other major centres/retail parks
outside the catchment area could provide in excess of £25m by 2012 to
support new floorspace.

Comparison Turnover of the Proposal

It is estimated that the comparison element of the proposed supermarket
would have a turnover of approximately £9,035 per sqg m (NLP estimate based
on Verdict figures for Tesco and Asda — 2007 prices — Table 5b) which would
equate to £16.3 million at 2012 of which £14.6 million will be derived from the
Catchment Area (Table 5b).

The comparison element of the other non-food retail floorspace proposed within
the scheme will have an estimated turnover of approximately £4,498 per sq m
(as the operators of the proposed units are not known we have considered the
type of operators who might be interested in the units and estimated an
average — see Table 5b for details). This would equate to an estimated turnover
of £8.1 million at 2012 of which £7.3 million would be derived from the
Catchment Area.

As such, the combined benchmark turnover of the scheme from the sale of
comparison goods would be £24.4 million at 2012 with £21.9 million derived
from the Catchment Area.

Uplift in Retention

As demonstrated above, the expected growth in comparison expenditure by
2012 together with a modest increase in trade retention as a result of less
leakage to large foodstores and other retail outlets outside the catchment area
will result in excess of £25m being available to support new floorspace in
Barry. This is more than sufficient to support the proposed development.

In conclusion, the ability of the proposed floorspace to claw back expenditure
more than justifies the amount of proposed comparison floorspace at Barry
Waterfront and shows that there is significant capacity to support the additional
comparison floorspace proposed up to 2012 and beyond.

Qualitative Retail Need

Barry tops the retail hierarchy for the Vale of Glamorgan but as established in
Section 5 of this RA it is currently not fulfilling its role as the authority’s major
shopping destination due to poor quality retail provision and a lack of
development opportunity. The poor quality of the existing retail provision is
further compounded by the fact that due to the town’s position within close
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proximity to Cardiff and Bridgend, residents have a wide choice of available
alternative shopping destinations both in and out of centre. As such, much of
the convenience and comparison expenditure is leaking out to centres and
stores outside of the catchment area.

In order to claw back some of this expenditure there is a clear need to improve
Barry’s retail offer which is a view also shared by CACI (Paragraph 5.4). Whilst
the existing convenience offer is reasonable, there are few foodstores within
the catchment of the size proposed at Barry Waterfront and therefore larger
stores beyond the Catchment such as Asda at Cardiff Bay, Tesco Extra and
Asda in Bridgend and Tesco at Culverhouse Cross are more appealing.
Therefore it is consider that there is a need for a large foodstore at Barry to
reduce this amount of leakage.

The retention of comparison expenditure within both Barry and the catchment
area as a whole is poor. Therefore, there is significant scope to improve the
comparison retail offer within Barry to claw back some of this expenditure
currently leaking to Cardiff, Bridgend, Culverhouse Cross and McArthur Glen.
However, it is considered that the only way the comparison offer will be
improved is to provide purpose built retail units of a size and nature as to be
attractive to key multiple retailers whom have the ability to significantly
strengthen the retail offer.

The proposed Waterfront development therefore has the ability to provide these
units which can be marketed to key retailers which are currently lacking within
the town centre with potential units that they can move straight into, thereby
making claw back achievable.
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70 Scale

7.1 MIPPS 02/2005 sets out that the scale, type and location of out-of-centre retail
developments should not be such as to be likely to undermine the vitality,
attractiveness and viability of those town centres that would otherwise serve
the community well, and should not be not be allowed if they would be likely to
put town centre strategies at risk (Paragraph 10.3.12).

7.2 The proposed development consists two elements, the first of which is a
foodstore of approximately 4,600 sq m net. The table below illustrates that
although the proposed foodstore is larger than the existing Morrisons store in
Barry, it is smaller than many of the existing foodstores in or just beyond the
Catchment Area.

Floorspace (sq

Store m net)
Waitrose, Barry 2,300
Tesco, Penarth 2,350
Tesco, Barry 2,600
Morrisons, Barry 3,150
Sainsbury's, Bridgend 4,300
Proposed Foodstore, Barry Waterfront 4,600
Tesco Extra, Bridgend 5,300
Tesco, Talbot Green 5,300
Asda, Leckwith 5,400
Asda, Cardiff Bay 5,600
Asda, Bridgend 5,650
Tesco, Culverhouse Cross 6,600
Table 6 Scale of Existing Foodstores in Local Area

7.3 The store is therefore considered appropriate in scale for its catchment and
similar to other nearby food stores. As such, it will be large enough to meet the
needs of the local population and should contribute to increasing the rate of
expenditure retention within the Catchment Area without a detrimental effect on
existing town centres.

7.4 The second element of the retail proposal is for 2,300 sq m gross (1,800 sg m
net) comparison floorspace. As stated, it is anticipated that provision will form
2no. units of approximately 1,150 sg m (gross) each.

7.5 To put this into perspective, the Barry Waterfront Retail Park offers 4
comparison retail units (Argos, Halfords, Instore and Focus) with a combined
floorspace of 5,110 sq m (gross). The proposed comparison retail element
thereby equates to half of this floorspace.

7.6 The Martin Tonks Study (2008) states that there is a shortage of units suitable
for multiple retailers and recommends that the Council should “encourage the
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main landowners in the town centre to create more large retail footprints in
existing premises to attract new national multiple to Barry” (Paragraph 6.20). As
such, it is clear that there is a need for larger units within Barry and it is
considered that the proposed development promotes opportunities to provide
these required larger units in an area which can accommodate shop units of
the scale, type and format required.
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Sequential Approach

Section 6 sets out the needs for the proposed convenience and comparison
floorspace to be developed at the Barry Waterfront site. In this section we set
out the approach used and findings from the sequential analysis undertaken in
respect of the proposal.

However, from the outset it must be realised that should a sequentially
preferable site be identified, then the benefits of developing the alternative site
will need to be compared with those that would be derived from the
development of the Waterfront site. This is due to the fact that the Waterfront
is a strategic site earmarked for regeneration and as such, development of an
alternative site will not provide the strategic regeneration benefits which will be
achieved at the Waterfront.

Methodology

The methodology adopted in our sequential assessment can be summarised as
follows:

a Analyse the proposed catchment area and identify suitable locations for the
proposed retail floorspace;

b Sites which fall within or on the edge of these centres are considered later
in the process as well as out of centre sites which are considered to be
geographically closer to those identified centres than the proposal site;

¢ The site characteristics are set out, acknowledging the need to be flexible,
in accordance with guidance set out in MIPPS 02/2005;

d A search for sequentially more preferable sites within the town centre is
undertaken and sites evaluated as appropriate.

Area of Search

The proposed retail floorspace is intended to meet the need for additional
convenience and comparison floorspace within Barry and its hinterland.
However, as the site is currently in an out-of-centre location, MIPPS 02/2005
requires the applicant to demonstrate that a sequential approach has been
adopted. The closest designated retail centre is Barry town centre. Barry is also
considered to be the most appropriate location for large scale retail given that
it is the Vale of Glamorgan’s main retail centre. The area of the search
therefore seeks to identify those sites which in policy terms, are either in
centre, or on the edge of Barry town centre or closer geographically than the
proposal site.

P30/45

30327/599517v4



8.5

8.6

8.7

8.8

8.9

8.10

Barry Waterfront Retail Assessment

The Vale of Glamorgan UDP defines a Primary Shopping Area which runs along
part of Holton Road and the western side of Ty-Newydd Road. For the purposes
of this assessment we have therefore used this as the area which could be
considered ‘in centre’.

TAN 4 refers to edge of centre sites as ‘a location within easy walking distance
of the centre normally not more than 200-300 metres from existing town centre
shops’. Therefore, to define ‘edge-of-centre’ sites, we first measured 300m
from the designated shopping frontage in Barry and then adjusted the boundary
slightly to take into account natural barriers such as the railway line and road
network. The resulting area of search is marked on the plan provided in
Appendix 6.

Flexibility

In line with guidance within MIPPS 02/2005 (Paragraph 10.3.5) we have
sought to be flexible in terms of:

« the scale of development;

« the format of development;

« car parking provision; and

» the scope for disaggregation.

Scale has been discussed in Section 7 of this retail assessment where it was
concluded that the proposals are appropriate in terms of the individual
elements. Further, we believe the overall scale of a foodstore and two non-food
units is appropriate to the proposed District Centre function.

However, for the purposes of the sequential assessment we have sought to
disaggregate the proposed units with the minimum unit size forming the basis
of the sequential site criteria. The smallest element would be the individual
comparison units, which it is assumed will comprise 2no. units of
approximately 1,150 sq m gross each. Therefore, as a minimum, sites need to
be able to accommodate a building footprint of between 1,150 sq m gross. For
the purposes of the sequential assessment, it is assumed that there will be no
need to make an allowance for car parking, if public car parking is available
nearby.

Identification of Sites

Potential sequential sites were identified by the following means:

a Sites identified within the Vale of Glamorgan UDP for retail development
within Barry;

b Sites identified within the Council’s Retail Study and Town & District Centre
Appraisal as being suitable for development;
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¢ Vacant units within Barry town centre as identified from NLP’s update of the
Goad plan (July 2009);

d Sites located in centre, edge or out of centre which appeared to be vacant
or undergoing works from NLP site visit undertaken in July 2009.

Assessment of Sites

In assessing potential sites for development NLP have sought to be flexible and
realistic and have assessed the identified sites against the MIPPS 02/2005
guidance.

The planning suitability of the site is considered by reference to the site’s
location relative to the Vale of Glamorgan’s UDP defined primary shopping area,
physical capacity and design constraints, access and land use.

Viability is considered in terms of a judgement on whether commercial
operators are likely to find it a viable proposition for retail development.
Availability will also be considered, including whether there may be a more
appropriate use for the sites identified.

Whilst we have used a low threshold to identify sites (e.g. 1,150 sq m gross),
the reality is that the foodstore would need to be significantly larger than this
and therefore, whilst a site may be indentified that can accommodate a single
unit, it does not necessarily mean it would be suitable or able to accommodate
the larger foodstore unit or the larger scheme, albeit it could be in a different
format to that proposed.

Informed by this assessment, a conclusion is then reached as to whether the
site is sequentially preferable.

Sequential Sites

Within the area of search, four sites were identified within the Vale of
Glamorgan UDP for retail purposes including the Barry Waterfront site. Two of
the sites (Former Town Hall and 59-71 Holton Road) have/are being developed
(as discussed in Section 4 of this RA) and the final site, 1-7 Thompson Street,
represents an area of just 740 sq m which currently accommodates existing
occupied shop units. As such, none of the designated retail areas are
considered to be either available or suitable for the proposed development.

The CACI Retail Study (2009) does not identify any sites suitable for
development within the town centre. The Martin Tonks Study (2008) identifies
that the main opportunities for development within the centre are: “the small
development site adjacent to the Wilkinsons store on Holton Road and the
potential to create larger floorplates in existing units” (Paragraph, 6.9).

The small development plot referred to relates to the Tesco Express which is
currently under construction and can therefore be discounted. In terms of
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creating larger floorplates, the only clear existing opportunity is to refurbish the
3no. adjacent vacant units at 77-81 Holton Road to provide a single larger unit.
However, this would still only provide a unit of approximately 450 sq m which is
well below the 1,150 sq m threshold and can thereby be discounted. Whilst it
is accepted that opportunity may exist to create larger units, this would
significantly impact on the number and therefore range of units within the
centre. There are also significant issues regarding ownership and availability.
As such, it is not considered feasible to provide the floorspace required through
the amalgamation of existing units.

There are a number of existing vacant units located within or on the edge of
Barry town centre (a full list is provided in Appendix 6). However, the majority of
these units are small, measuring well below the required 1,150 sq m (gross)
floorspace. As a result of their size, such units clearly could not accommodate
the type of floorspace being proposed at Barry Waterfront. These units are
therefore not assessed in detail in the sequential site analysis (Appendix 6).
However, one unit has been identified, details of which are summarised below
and provided in full in Appendix 6.

Site 1 is the former Woolworths unit located along Holton Road within the
primary shopping area. The site offers approximately 1,100 sq m (gross) of
retail floorspace over one level.

Since the closure of the Woolworths store in January 2009 the store has
remained vacant. The unit was being actively marketed by Emanuel Jones
Chartered Surveyors who have confirmed that the unit is currently under offer.

Although the site is 50 sq m below the gross minimum floorspace requirement
it was considered expedient to include it within the search given that it is a
prominent unit within the town centre. However, there are no opportunities to
further expand the floorspace and therefore, the unit could accommodate only a
small element of the proposed scheme. Furthermore, it now seems the unit is
unavailable and will be occupied before 2012 given the unit’s prominent
position, the lack of large units in the centre and the fact that it is already
attracting interest from retailers.

Sequential Conclusions

A flexible, yet realistic approach has been adopted in searching for
opportunities to meet the identified convenience and comparison retail
floorspace needs in Barry town centre and edge of centre locations.

The need to provide the proposed retail floorspace at Barry Waterfront and not
disaggregate has been demonstrated, yet the search for sites has considered
sites down to 1,150 sq m gross thereby contemplating disaggregation on a
theoretical basis.
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One town centre site was identified which could accommodate an element of
the proposed retail floorspace (1,100 sq m gross). This site was considered to
be suitable and viable but is not available.

It is considered that the results of the above sequential site search have been
largely validated by the Martin Tonks study which concluded that the only
development opportunities within the town is a site adjacent to Wilkinsons
(currently being developed as a Tesco Express) and potential to create larger
floorplates in existing units (although no specific units/groups of units are
referred).

We therefore conclude that there are no sequentially preferable sites that could
accommodate a foodstore and the proposed comparison units. On this basis, it
is necessary to look out of centre to meet the identified need and as such it
would appear that Barry Waterfront, as a strategic designated site, represents
the most appropriate location and most efficient use of land to meet the need.
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Town Centre Impacts

We have undertaken a retail impact assessment to estimate the convenience
and comparison trade diversion from individual foodstores, Barry town centre
and other centres in and beyond the defined catchment area of the proposed
scheme. The convenience trade diversion analysis is set out in Tables 1c - 6¢
in Appendix 7, whilst the comparison trade diversion is set out in Tables 1d —
5d in Appendix 8.

We use the same catchment area zones as in the retail capacity analysis
(Section 6).

Convenience Trade Diversion

The main steps in estimating convenience trade diversion are as follows:

o Calculate the pre-proposal implied turnover of the identified main food
stores and convenience shops in 2009 and 2012 by applying the market
shares from the Household Survey to the convenience expenditure for the
Catchment Area.

o Calculate the likely turnover of any retail proposals and/or commitments
which will be trading before 2012.

« Estimate the expected trading pattern and trade draw of the proposed
convenience floorspace.

« Calculate the expected turnover of existing stores in 2012 following the
proposed development, based on market share adjustments.

« The expected trade diversion is the numerical difference in the pre- and
post-proposal turnover from the Catchment Area, and impact reflects the
percentage difference. In terms of the pre-proposal trade pattern, we include
two scenarios: the existing (2009) situation, and the expected (2012)
situation, without the proposal.

Pre-Proposal Trade Distribution

The pre-proposal turnover of each store is calculated by applying the market
share for each store to the available expenditure in that zone. The market
shares for convenience shopping were derived from the Household Survey
results (Tables 1c and 2c in Appendix 7) based on the main food, second main
food and top-up shopping destinations, using the following weightings:

« Main food shopping 60%
« Other main food shopping 20%
o Top-up shopping 20%
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9.5 We have estimated the proportion of each store’s turnover which is derived
from the Catchment Area in order to provide an estimate of the total turnover of
each store. These judgements are based on the size and location of the stores
and the shopping patterns set out in the Household Survey (Appendix 2).

9.6 This has been undertaken for two scenarios:

« Existing Situation (2009) (Table 1c)
o Design Year (2012) (Table 2c)

9.7 The latter includes estimated changes in market share to reflect the recent and
expected changes in convenience provision.
Trading Pattern of Proposed Store

9.8 We next calculate the expected trading pattern and trade draw of the proposed
convenience floorspace (Table 3c).

9.9 The benchmark turnover of the convenience floorspace has been calculated
using an average sales density for Asda and Tesco. The total convenience
turnover is estimated to be £38.8m in 2012 (Table 5a).

9.10 We have estimated the trading pattern of the proposed convenience floorspace
by zone, taking into account the likely trading patterns of other large foodstores
within and outside the Catchment Area. On this basis, we assume that 90% of
the store’s trade will be derived from within the Catchment Area. The resultant
convenience turnover from the Catchment Area is £34.9m at 2012 (Table 5a).

9.1 The trade pattern and market penetration by zone in 2012 is set out in Table
3c and summarised below:

Zone Trade draw Turnover 2012 Market Share
Zone 1 30% £11.6 26%
Zone 2 20% £7.8 23%
Zone 3 9% £3.5 14%
Zone 4 2% £0.8 2%
Zone 5 2% £0.8 8%
Zone 6 15% £5.8 34%
Zone 7 10% £3.9 22%
Zone 8 2% £0.8 4%
Catchment Area 90% £34.9 17%
Inflow 10% £3.9
Table 7 Trade Pattern by Zone at 2012

9.12 We consider that much of the trade will be derived from other large foodstores
within and beyond the catchment area which are performing a similar role and
function to the proposed foodstore. The Household Survey (Appendix 2)
indicates that the majority of main food shopping trips are undertaken at the
large foodstores within the catchment area, namely Morrisons and Tesco in
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Barry, Tesco in Penarth and Tesco in Culverhouse Cross. These stores have a
combined market share of approximately 53%. As such we would expect a large
proportion of the trade to the proposed foodstore to be diverted from these
main foodstores.

In addition, we would expect some trade to be diverted from other main food
shopping destinations outside the Catchment Area (such as Asda and
Morrisons in Cardiff Bay and Tesco Extra in Bridgend). The proportion of trade
expected to be diverted from smaller stores within the catchment (such as the
Iceland, Lidl and Waitrose stores in Barry) would be relatively low due to the
fact that these stores and their respective ‘offers’ are different to the larger
foodstores. However, given that the Lidl and Waitrose are both out of centre an
impact on the market shares of these stores is considered acceptable.

We have adjusted the market shares of the stores from which the proposed
store will draw trade, to derive the turnover of each store in 2012 post the
proposal. This is set out in Tables 4¢ and 5c.

Convenience Impact of Proposed Store

To determine the impact of the convenience element of the proposed
foodstore, we compare the pre-proposal turnover of each store in 2012 with the
turnover following the development. This is set out in full in Table 6¢c and
summarised in the table below. In absolute monetary terms, the biggest
impacts will be on the Morrisons in Barry (-£10.9m) followed by the Tesco in
Barry (-£7.4m), Tesco at Culverhouse Cross (-£2.9m), Asda at Cardiff Bay (-
£1.9m) and Tesco in Penarth (-£1.9m).

In percentage terms, the biggest impacts will be on Morrisons in Barry (-24.5%),
followed by Lidl in Barry (-23.3%), Tesco in Barry (-22.7%) and Iceland in Barry (-
19.3%). The estimated impact on Barry town centre will be -£1.9 million which
is predominantly expected to come from the existing Iceland foodstore and the
new Tesco Express store. However, lIceland is currently overtrading by
approximately £4million (Table 6¢) and so will still be trading above its
benchmark even with the proposed foodstore in operation.

Post proposal, only two existing foodstores are expected to have a lower
turnover than their respective company benchmark turnover. These are the
Tesco store at Culverhouse Cross and Waitrose in Palmerston Road. However
this reflects the current assumed performance of both stores which is also
below the respective company benchmarks, rather than the significant trade
draw of the proposal (It is expected that the proposed foodstore will divert
approximately £2.9m from Tesco and £1.6m from Waitrose).

However, both these stores are located out of centre and as such it is not
appropriate to offer them any protection from competition. Therefore, the fact
that they are potentially trading below benchmark is irrelevant for the purposes
of this RA.
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Catchment area
trade diverted to
new store (£m)

Benchmark
turnover (€m)

Store/centre
turnover post
proposal (£m)

Change in Turnover

From
catchment  Total (%)
(%)

Morrisons, Barry -£10.9 £28.5 £33.4 -27.3% -24.5%
Tesco, Barry -£7.4 £21.3 £25.1 -25.2% -22.7%
Iceland, Barry -£1.2 £2.1 £4.8 -19.3% -19.3%
Waitrose, Barry -£1.6 £22.0 £10.5 -14.3% -12.8%
Lidl, Barry -£1.2 £2.8 £3.8 -25.8% -23.3%
Other town centre Barry (inc Tesco Express) -£0.8 n/a £3.3 -19.0% -19.0%
Other, out of centre Barry -£0.8 n/a £3.8 -17.0% -17.0%
Tesco, Penarth -£1.9 £23.4 £25.2 -7.9% -7.1%
Tesco, Culverhouse Cross -£2.9 £43.5 £37.3 -24.1% -7.2%
Somerfield Llantwit Major -£0.4 £2.4 £5.0 -71% -71%
Other, Cowbridge -£0.4 n/a £3.8 -9.3% -9.3%
Other Local Centres £0.0 n/a £0.8 0.0% 0.0%
Asda, Cardif Bay -£1.9 £40.5 £50.0 -18.7% -3.7%
Aldi, Cardiff Bay £0.0 £1.9 £5.3 0.0% 0.0%
Morrisons, Cardiff Bay -£0.4 £5.1 £25.0 -7.6% -1.5%
Tesco Extra, Bridgend -£1.7 £42.2 £47.6 -23.6% -3.5%
Tesco, Bridgend -£0.4 £21.9 £40.8 -18.8% -0.9%
Bridgend Other -£0.4 n/a £43.9 -17.5% -0.9%
Other outflow -£0.8 n/a £51.5 -13.8% -1.4%
Total -£34.9 n/a n/a
Table 8 Convenience Impact Summary Table

Comparison Trade Draw

The main steps in estimating comparison trade diversion are as follows:

e Calculate the pre-proposal turnover of the main centres and out-of-centre
retail areas, which is derived by applying the comparison goods market
shares from the Household Survey to the comparison expenditure for the

Catchment Area.

« Estimate the expected trading pattern and trade draw of the proposed

comparison retail floorspace.

« Calculate the expected turnover of existing centres and stores in 2012
following the proposed development, based on market share adjustments.

The expected trade diversion is the difference in the pre- and post-proposal

turnover from the catchment area.

Pre-Proposal Comparison Turnover of Existing Centres

The pre-proposal (2012) turnover of each centre is calculated by applying the
market share for each centre to the available expenditure in the Catchment
Area. The comparison goods market shares for 2009 have been derived from
the Household Survey and are set out in Table 3b. We have calculated the total
comparison goods market shares by combining the market shares for individual
categories of comparison goods using the weightings set out below; these are
based on the national average proportion of expenditure by comparison goods
category, derived from the Experian MMG3 Retail Planner data (2007).
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o Clothing & Footwear 24%
« Kitchen & Household Goods 11%
« Small electrical appliances 11%
« Other recreational and miscellaneous items 54%

The turnover of the in-centre stores is subsumed within the total turnover of the
relevant centre. We assume the market shares of all centres and retail areas
remain unchanged between 2007 and 2012.

The pre-proposal turnover of existing centres and shopping destinations from
the catchment area is set out in Table 3d.

Trading Pattern and Trade Draw of Proposed Store

The turnover of the proposed comparison floorspace was calculated for the
comparison retail capacity analysis (Section 6 and Appendix 5). We expect the
proposed comparison floorspace to have a turnover of £24.4m p.a. in 2012, of
which £21.9m is expected to be derived from the catchment area. This is set
out in Table 5b.

We have made judgements as to where the proposed scheme is expected to
draw comparison trade from, taking into consideration a number of factors.

The first factor in determining comparison trade draw is main food shopping
patterns, given that more than 50% of the proposed floorspace will be provided
within a foodstore. The majority of comparison goods shopping within
supermarkets is undertaken as secondary to convenience goods shopping. On
this basis, the pattern of comparison trade diversion is likely to be broadly
similar to the convenience diversion from the Catchment Area, and much of the
comparison goods trade diverted to the store is likely to be derived from
existing main foodstores with a comparison offer as people change their main
food shopping destination. These stores include Asda and Morrisons in Cardiff
Bay and Tesco Extra in Bridgend and Tesco at Culverhouse Cross.

The second factor is the existing comparison goods shopping patterns for the
types of goods likely to be sold within the Barry Waterfront scheme (particularly
clothing, electrical goods and household items). In this respect, we have had
regard to the results of the Household Survey, together with the range and
extent of comparison goods available in Barry, other centres and out-of-centre
retailing.

A summary of the results of the survey is provided below:
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Kitchen &

Clothing & Household Small Recreational/
Inside Catchment Footwear Goods Electrical Misc Goods
Barry Town Centre 13.6% 14.6% 14.7% 18.2%
Barry out of centre 7.6% 9.6% 14.3% 6.0%
Penarth 3.0% 7.0% 8.2% 5.1%
Culverhouse Cross 11.8% 12.0% 22.0% 3.4%
Llantwit Major 0.3% 0.3% 0.2% 1.5%
Cowbridge 1.3% 1.4% 1.0% 2.8%
Cardiff 49.9% 41.6% 26.0% 50.8%
Bridgend 4.0% 5.0% 8.6% 5.0%
McArthur Glen, Bridgend 4.2% 2.5% 1.5% 2.2%
Talbot Green/Pontyclun 1.3% 1.6% 1.0% 1.9%
llantrisant 1.5% 2.5% 1.7% 1.2%
Swansea 0.1% 0.1% 0.0% 0.0%
Other outside area 1.4% 1.9% 1.0% 2.0%
Total 100.0% 100.0% 100.0% 100.0%

Table 9 Summary of Comparison Market Shares
9.29 We would expect the proposed retail floorspace to draw comparison trade from

the majority of the shopping destinations set out in the table above as well as
the existing foodstores within and beyond the catchment area. As such, it is
anticipated the trade draw of the proposed floorspace will be as follows:

Proposed Foodstore Proposed Comparison Units

r ntr
Store/Centre Catchment Area | Catchment Area | Catchment Area | Catchment Area

(%) (1) (%) (2)

o | ies |

Morrisons, Barry 18% £2.9 0% £0.0
Tesco, Barry 23% £3.7 5% £0.4
Iceland, Barry 0% £0.0 0% £0.0
Waitrose, Barry 2% £0.3 0% £0.0
Lidl, Barry 2% £0.3 0% £0.0
Other, out of centre Barry 0% £0.0 5% £0.4
Tesco, Penarth 7% £1.1 0% £0.0
Tesco, Culverhouse Cross 10% £1.6 5% £0.4
Cowbridge Stores 0% £0.0 0% £0.0
Asda, Cardif Bay 4% £0.7 5% £0.4
Morrisons, Cardiff Bay 0% £0.0 0% £0.0
Tesco Extra, Bridgend 2% £0.3 5% £0.4
Bridgend Other 0% £0.0 0% £0.0
Barry Town Centre (excl. Iceland) 10% £1.6 10% £0.8
Penarth Town Centre 0% £0.0 2% £0.2
Culverhouse Cross 5% £0.8 20% £1.6
Cardiff (All) 7% £1.1 25% £2.0
Bridgend Town Centre 5% £0.8 5% £0.4
Bridgend, McArthur Glen 0% £0.0 5% £0.4
Other out of centre 5% £0.8 8% £0.6
Total 100% £16.3 100% £8.1

Table 10 Proposed Comparison Trade Draw Summary
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9.30 We have adjusted the market shares of the nearby town centres and retail
destinations based on the expected trade draw pattern of the proposed
comparison floorspace.

9.31 The calculations involved in making these adjustments are set out in Table 5d
in Appendix 8. The expected store turnover of £24.4 million has been
apportioned between the centres and retail destinations according to the
percentage trade draw pattern, and the expected trade diversion in monetary
terms is deducted from the pre-proposal turnover of the individual stores and
centres, to give the post-proposal turnover. The adjusted market shares are
then calculated based on the post-proposal turnover distribution within the
catchment area.

Comparison Impact of Proposed Floorspace

9.32 The comparison impact of the proposed comparison floorspace on the existing
centres and other retail destinations is set out in Table 5d in Appendix 8 and
summarised below.

Proposed Trade Draw Turnover from Total Impact
from Catchment Catchment Area P
Post
Proposal Proposal
(Em) (Em)
Barry Town Centre 10% £2.4 £54.2 £51.7 -£2.4 -4%
Barry out of centre 33% £8.1 £24.1 £16.0 -£8.1 -34%
Penarth 5% £1.3 £17.5 £16.2 -£1.3 7%
Culverhouse Cross 18% £4.5 £29.6 £25.1 -£4.5 -15%
Llantwit Major 0% £0.0 £4.2 £4.2 £0.0 0%
Cowbridge 0% £0.0 £8.3 £8.3 £0.0 0%
Cardiff 17% £4.2 £163.4 £159.2 -£4.2 -3%
Bridgend 8% £1.9 £22.2 £20.2 -£1.9 -9%
McArthur Glen, Bridgend 2% £0.4 £9.7 £9.3 -£0.4 -4%
Talbot Green/Pontyclun 0% £0.0 £7.1 £7.1 £0.0 0%
Llantrisant 0% £0.0 £6.6 £6.6 £0.0 0%
Swansea 0% £0.0 £0.0 £0.0 £0.0 0%
Other Outside Catchment Area 6% £1.5 £6.9 £5.4 -£1.5 -21%
Total 100% £24.4 £353.7 £329.4 -£24.4 7%
Table 11 Comparison Floorspace Impact Summary

9.33 The biggest total impact in monetary terms is on Barry out of centre stores
which will experience a trade diversion of £8.1 million. Whilst this appears a
significant impact, the overall impact will be relatively dilute with the majority of
trade diverted from existing out of centre foodstores such as Morrisons, Tesco
and Lidl as well as the existing units at Barry Waterfront Retail Park.
Consequently, no one store will experience an unacceptable adverse impact.

9.34 Culverhouse Cross will experience the next biggest trade diversion of £4.5
million which will largely be diverted from the existing Tesco store, Marks &
Spencer and other retailers such as Comet and Mothercare which are located
within the retail park,
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Barry Town Centre will experience a trade diversion of approximately £2.4
million which will largely come from the existing stores along Holton Road.
However, this equates to only a 4% impact. Furthermore, given the number of
shops and the variety of goods sold, no one store will be expected to be
adversely impacted upon by the proposed development.

Impact Conclusions

In conclusion, it is considered that the biggest impacts will be on the existing
large foodstores within and beyond the catchment area such as Morrisons in
Barry, Tesco in Barry, Tesco at Culverhouse Cross and Asda at Cardiff Bay. The
majority of these foodstores are out of centre and as such should not be
accorded any protection against competition. Therefore, the proposed impacts
on these stores are acceptable.

In terms of impacts on existing centres and other retail destinations
Culverhouse Cross and Barry town centre will experience the largest diversions
of trade. Again, as Culverhouse Cross is an out of centre Retail Park it is
considered that any impact upon this development is considered acceptable.

With regards to Barry town centre it is expected that £1.9 million will be drawn
from the existing Iceland foodstore and the new Tesco Express. This is
considered acceptable as the existing Iceland store is overtrading above
benchmark by over £4 million and the impact on Tesco Express will be
negligible. As such, a diversion of £1.9 million will not impact on the store’s
ability to continue to trade successfully.

In terms of comparison trade draw, it is anticipated that the proposed
floorspace will equate to a £2.4 million trade draw from Barry town centre. This
is equivalent to a 4% impact on Barry town centre, which will not detrimentally
affect its vitality and viability and thus is considered acceptable.

Within the catchment area, the only other town centre which the proposal is
expected to draw comparison trade from is Penarth which is expected to see a
diversion of approximately £1.3 million. However, this will be relatively dilute
throughout the centre with no one store significantly impacted.

Overall, it is not considered that the proposals will have a detrimental impact
on the baseline health of any of the existing centres in terms of their vitality or
viability.
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Conclusions

This report has reviewed the relevant town centre and retail planning issues
relating to the retail elements of an application proposal for the mixed use
redevelopment of Barry Waterfront.

The scheme proposes to provide up to 8,825 sq. m of convenience and
comparison floorspace. Specifically, this will comprise a 6,525 sq m gross
foodstore (approximately 4,600 sq m net) with approximately a 60:40 split. As
such, it is anticipated that 2,800 sq m (net) will be devoted to the sale of
convenience goods and 1,800 sq m (net) will be devoted to the sale of
comparison goods.

There will also be a further 2,300 sq m gross non-food floorspace (approx
1,800 sg m net) provided within separate retail units adjacent to the proposed
foodstore. The exact number of units is unknown at this stage of the
application process although it is envisaged that there will be 2no. units of
approximately 1,150 sq m gross (900 sq m net) each. There are no proposed
operators for any of the retail floorspace to date.

It is intended that the proposed retail floorspace will be located within a new
District Centre. However, as the District Centre is a proposal, the proposed
floorspace has been assessed as an ‘out of centre’ scheme. As such, a review
of national and local retail planning policy showed that the proposals are
required to comply with the following tests:

. The policy status of the proposed development site;

. The suitability of the development with regards to Barry’s role within the
Vale of Glamorgan’s retail hierarchy;

. The need for the proposed development;
. The scale of the proposed development;

. The suitability of the proposed location of development with regards to
the sequential test;

. The potential impact of the proposed development.

The above tests have been considered and we believe the proposals are policy
compliant.

As the closest centre to the proposed scheme and as the Vale of Glamorgan’s
major centre Barry town centre has been visited and the role and health of the
centre considered. It was concluded that although the centre had a relatively
high vacancy rate there were signs that investment is being attracted into the
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area with a number of new tenants occupying units and the construction of a
new Tesco Express store. However, the most significant challenge to the centre
was considered to be the fact that there is a lack of development site
opportunities and the existing vacant units are not suitable for many multiple
retailers — something which the Martin Tonks study highlighted.

In terms of quantitative need we have demonstrated capacity for the
convenience and comparison elements of the proposed scheme (2,800 sq m
net and 3,600 sqg m net respectively). We have also demonstrated the
qualitative need for the development through the need to claw back expenditure
currently leaking out of the catchment area. The CACI study has also found a
quantitative need for a new foodstore in Barry and demonstrates the
importance of improving the food and non-food retail offer in order to assist in
the claw back of expenditure.

In terms of scale, we have shown that the scale of the proposed foodstore and
the additional comparison units are similar when compared with other similar
stores within the local area. For example, the proposed foodstore will still be
smaller than the existing Tesco at Culverhouse Cross and Asda at Cardiff Bay.
However, it will be Ilarge enough and with the appropriate
convenience/comparison split as to allow the required qualitative
improvements.

In relation to the sequential test we have demonstrated a realistic yet flexible
approach in searching for opportunities to meet the identified convenience and
comparison retail floorspace needs within Barry town centre. However no
suitable sites were identified within Barry town centre or on the edge of the
centre, due to the small size of existing units and the limited opportunities for
development within the town.

Finally, in terms of impact, we have shown that any convenience impact will be
dispersed mainly among the existing larger foodstores so that the impact on
any individual outlet will be small. Indeed, as demonstrated the majority of
existing foodstores will continue to trade above benchmark turnover and the
main stores impacted by the proposed development are located out of centre
and therefore should not be afforded protection from competition.

Due to the fact that 50% of the proposed comparison floorspace will be
provided within the foodstore it is also expected that some of the comparison
impact will be dispersed among the existing larger foodstores within the local
area. The other comparison floorspace will more likely impact on out of centre
locations including Culverhouse Cross, and the larger towns and cities
surrounding the catchment area, as the new floorspace claws back trade that is
currently leaking from the area. However, overall the additional comparison
floorspace will have limited impact on Barry town centre even in the short term.

We therefore conclude that, given the need for the proposal has been clearly
demonstrated and that the scheme will not have a significant detrimental effect
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on any existing stores nor harm the vitality and/or viability of any existing
centres, the current application should be supported as it is acceptable in retail
planning terms.
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Q2. At which one store do you normally do your main food and grocery shopping?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %

Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Barry, Morrisons (Penny Way) 249 24.8% 98 42.3% 82 45.1% 23 20.0% 3 1.7% 2 6.3% 28 31.0% 10 12.0% 2 3.0%
Barry, Tesco (Stirling Road) 175 17.4% 83 36.0% 43 23.4% 0 .0% 0 .0% 1 3.8% 39 43.0% 6 7.0% 2 3.0%
Penarth, Tesco (Terra Nova Way) 168 16.7% 5 2.3% 3 1.7% 45 40.0% 114 61.1% 0 .0% 1 1.0% 0 .0% 0 .0%
Culverhouse Cross, Tesco Extra 69 6.9% 4 1.7% 14 7.4% 5 4.0% 0 .0% 23 58.8% 4 4.0% 7 8.0% 14 17.8%
Cardiff Bay, Asda (Ferry Rd Retail Park) 50 5.0% 5 2.3% 9 5.1% 8 7.0% 23 12.6% 1 2.5% 1 1.0% 1 1.0% 2 2.0%
Bridgend, Tesco Extra (Cowbridge Rd) 50 4.9% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 5 5.0% 24 28.0% 20 25.7%
Barry, Waitrose (Palmerston Rd) 45 4.5% 7 2.9% 9 5.1% 16 14.0% 5 2.9% 3 7.5% 2 2.0% 1 1.0% 2 3.0%
Cardiff Bay, Morrisons (Int. Sports Vill) 22 2.2% 1 .6% 1 .6% 6 5.0% 13 6.9% 1 3.8% 0 .0% 0 .0% 0 .0%
Llantwit Major, Somerfield (Boverton Rd) 20 2.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 3 3.0% 17 20.0% 1 1.0%
Barry, Iceland (Holton Rd) 20 2.0% 11 4.6% 8 4.6% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Barry, Lidl (Cennin Pedr) 16 1.6% 7 2.9% 6 3.4% 1 1.0% 0 .0% 0 .0% 0 .0% 2 2.0% 0 .0%
Bridgend, Tesco (Brewery Lane) 13 1.3% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 1 1.0% 6 7.0% 5 6.9%
Culverhouse Cross, Marks & Spencer 13 1.3% 4 1.7% 1 . 6% 1 1.0% 1 . 6% 2 5.0% 1 1.0% 0 . 0% 3 4.0%
Internet/Mail Order 13 1.3% 1 .6% 1 .6% 1 1.0% 3 1.7% 0 .0% 2 2.0% 3 3.0% 2 2.0%
Penarth, Co-op (Windsor Rd) 8 .8% 0 .0% 0 .0% 0 .0% 7 4.0% 0 .0% 0 .0% 0 .0% 1 1.0%
Penarth, Spar (Windsor Rd) 4 4% 0 .0% 0 .0% 1 1.0% 3 1.7% 0 .0% 0 .0% 0 .0% 0 .0%
Bridgend, Sainsbury (McArthur Glen) 4 4% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 3 4.0%
Talbot Green, Tesco 4 4% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 3 4.0%
Cardiff Bay, Aldi (Ferry Rd) 3 .3% 0 .0% 0 .0% 2 2.0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Cowbridge, Tesco Express (High St) 3 . 3% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 3 4.0%
Penarth, Spar (Brockhill Way/Glyndwr Rd) 2 2% 0 .0% 0 .0% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0% 0 .0%
Weycocks Cross, Somerfield (Port Rd) 1 .1% 0 . 0% 0 . 0% 1 1.0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Barry, Londis (Barry Rd) 1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0% 1 1.0% 0 .0% 0 .0%
St Athan, Londis (The Square) 1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
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Q2. At which one store do you normally do your main food and grocery shopping?

Other

Filco Foods, Boverton Road,
Llantwit Major

Filco Foods, High Street, Cowbridge

Sainsburys , Colchester Avenue,
Cardiff

Lidl, Bridgend Retail park, Bridgend
Local stores, Barry

Varies

Local stores, Penarth

Tesco Express, Mermaid Quay,
Cardiff

Local stores, Llantwit Major
Local stores, Cowbridge
Tesco, Western Avenue, Cardiff

Jacquie's fresh fruit shop, Park
Cresent, Barry

Local stores (central market) Cardiff
City Centre

Sainsburys Central, Queen Street,
Cardiff

Iceland, Cowbridge Road East,
Canton

Lidl, Cardiff
Tesco, Cowbridge Rd, Canton

Morrisons, Beaufort Road, Ebbw
Vale

Sainsburys, The Derwen, Bridgend
Tesco, Talbot Green, Pontyclyn

Asda, Longwood Drive, Croydon,
Cardiff

Local stores, Peterston-Super-Ely

Marks & Spencer, Queens Street,
Cardiff

Tesco Park Road, Whitchurch,
Cardiff

Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6
Num % Num % Num % Num % Num % Num %
10 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 2 2.
9 9% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0
3 .3% 0 .0% 1 .6% 1 1.0% 1 .6% 0 .0% 0
3 .3% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0
2 2% 1 .6% 1 .6% 0 .0% 0 .0% 0 .0% 0
2 2% 0 .0% 1 .6% 1 1.0% 0 .0% 0 .0% 0
2 2% 0 .0% 0 .0% 0 .0% 2 1.1% 0 .0% 0
2 2% 0 .0% 0 .0% 0 .0% 2 1.1% 0 .0% 0
2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.
2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 1 3.8% 0
1 .1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 1% 1 6% 0 0% 0 0% 0 0% 0 0% 0
1 1% 1 6% 0 0% 0 0% 0 0% 0 0% 0
1 .1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0
1 .1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0
0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0
0 0% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0
0 0% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0

0%

. 0%

. 0%

. 0%
. 0%
. 0%
. 0%

. 0%

0%

. 0%
. 0%

. 0%

. 0%

. 0%

. 0%

. 0%
. 0%

. 0%

. 0%
. 0%

. 0%

. 0%

. 0%

. 0%

7 8
Num % Num %
7 8.0% 2 2.0%
0 .0% 9 10.9%
0 .0% 0 .0%
2 2.0% 1 1.0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 1 1.0%
0 .0% 2 2.0%
0 .0% 0 .0%
0 .0% 0 .0%
0 0% 0 0%
0 0% 0 0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 0 .0%
0 .0% 0 .0%
0 0% 0 0%
0 0% 0 0%

J8755 Barry Household Survey
Weighted Tabulations by Zone
Research and Marketing plus
April 2008

Page 2



Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5

Num % Num % Num % Num % Num % Num

Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90
Barry, Tesco (Stirling Rd) 134 13.3% 57 24.6% 40 21.7% 6 5.0% 1 .6% 1 3.8% 23
Barry, Iceland (Holton Rd) 45 4.4% 25 10.9% 17 9.1% 0 .0% 0 .0% 0 .0% 3
Barry, Morrisons (Penny Way) 186 18.5% 71 30.9% 46 25.1% 14 12.0% 7 4.0% 3 7.5% 26
Barry, Waitrose (Palmerston Rd) 75 7.5% 19 8.0% 17 9.1% 18 16.0% 12 6.3% 1 3.8% 1
Barry, Lidl (Cennin Pedr) 29 2.8% 4 1.7% 10 5.7% 6 5.0% 3 1.7% 0 .0% 5
Barry, Co-op (Colcot Rd) 4 .4% 3 1.1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1
Barry, Londis (Barry Rd) 2 2% 0 0% 0 .0% 0 .0% 0 .0% 0 .0% 0
Barry, Costcutter (High St) 2 .2% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0
Barry, Costcutter (Merthyr Dyfan Rd) 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
Barry, Spar (Barry Rd/Winston Rd/Main St) 1 .1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1
Bridgend, Tesco Extra (Cowbridge Rd) 18 1.8% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 1.3% 3
Bridgend, Tesco (Brewery Lane) 5 5% 0 0% 0 0% 0 0% 0 0% 0 0% 1
Bridgend, Sainsbury (McArthur Glen) 9 9% 0 0% 0 0% 0 0% 1 6% 0 1.3% 0
Cardiff Bay, Aldi (Ferry Rd) 11 1.1% 0 .0% 2 1.1% 2 2.0% 6 3.4% 0 1.3% 0
Cardiff Bay, Asda (Ferry Rd Retail Park) 72 7.2% 12 5.1% 10 5.7% 16 14.0% 22 12.0% 3 7.5% 4
Cardiff Bay, Morrisons (Int. Sports Vill) 34 3.4% 3 1.1% 2 1.1% 11 10.0% 12 6.3% 2 6.3% 0
Culverhouse Cross, Tesco Extra 44 4.4% 5 2.3% 6 3.4% 5 4.0% 2 1.1% 6 15.0% 6
Culverhouse Cross, Marks & Spencer 51 5.1% 5 2.3% 6 3.4% 5 4.0% 7 4.0% 8 20.0% 5
Cowbridge, Spar (High St) 2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0
Cowbridge, Tesco Express (High St) 6 . 6% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 1 2.5% 0
Dinas Powys, Spar (The Parade) 2 .2% 0 . 0% 0 . 0% 2 2.0% 0 . 0% 0 0% 0
Dinas Powys, Budgens (Cardiff Rd) 2 .2% 0 . 0% 0 . 0% 1 1.0% 0 . 0% 0 . 0% 0
Llantwit Major, Somerfield (Boverton Rd) 28 2.8% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 1.3% 5
Llantwit Major, Spar (Boverton Rd) 1 .1% 0 . 0% 0 .0% 0 . 0% 0 . 0% 0 . 0% 0
Penarth, Tesco (Terra Nova Way) 42 4.2% 0 . 0% 1 . 6% 15 13.0% 27 14.3% 0 . 0% 0
Penarth, Co-op (Windsor Rd) 19 1.9% 0 .0% 0 .0% 1 1.0% 18 9.7% 0 .0% 0
Penarth, Spar (Windsor Rd) 6 . 6% 0 . 0% 0 . 0% 0 . 0% 6 3.4% 0 . 0% 0
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7

Num % Num % Num % Num % Num % Num % Num %

Penarth, Spar (Brockhill Way/Glyndwr 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Rhoose, Spar (Fontygary Rd) 4 .4% 1 .6% 0 .0% 0 .0% 1 .6% 0 1.3% 1 1.0% 0 .0%
St Athan, Londis (The Square) 1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Talbot Green, Tesco 3 .3% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Talbot Green, Marks & Spencer 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Weycocks Cross, Somerfield (Port Rd) 4 .4% 1 .6% 0 .0% 0 .0% 0 .0% 0 1.3% 2 2.0% 0 .0%
Internet/Mail Order 2 2% 0 .0% 1 .6% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0%
No other store 221 22.0% 50 21.7% 40 21.7% 23 20.0% 57 30.9% 13 32.5% 10 11.0% 12 14.0%

(cont.)
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7

Num % Num % Num % Num % Num % Num % Num %
Local stores, Penarth 18 1.8% 0 .0% 0 .0% 5 4.0% 14 7.4% 0 .0% 0 .0% 0 .0%
Filco Foods, Boverton Road, o o o o o o o o
Llantwit Major 17 1.7% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 3 3.0% 13 15.0%
Local stores, Barry 9 .9% 3 1.1% 5 2.9% 0 .0% 0 .0% 0 1.3% 1 1.0% 0 .0%
Filco Foods, High Street, Cowbridge 7 7% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 . 0% 0 . 0%
Varies 6 .6% 1 .6% 1 .6% 1 1.0% 1 .6% 0 .0% 1 1.0% 1 1.0%
Marks & Spencer, Queen Street, 6 .6% 0 .0% 0 .0% 1 1.0% 4 2.3% 0 1.3% 0 .0% 0 .0%
Cardiff
Lidl, Waterton Industrial Estate, o o o o o o o o
Bridgend 6 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 2 2.0%
Local stores, Llantwit Major 5 . 5% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 3 3.0% 3 3.0%
Local stores, Cowbridge 5 . 5% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 2.5% 1 1.0% 0 .0%
Tesco, Albany Road, Cardiff 4 4% 3 1.1% 0 0% 0 0% 0 0% 0 .0% 1 1.0% 0 .0%
Local stores, Dinas Powys 3 .3% 0 .0% 0 .0% 2 2.0% 0 .0% 0 1.3% 0 .0% 0 .0%
Local stores, Park Crescent, Barry 2 .2% 1 . 6% 1 . 6% 0 .0% 0 .0% 0 . 0% 0 . 0% 0 . 0%
Penarth Town Centre 2 2% 0 .0% 0 .0% 1 1.0% 1 .6% 0 .0% 0 .0% 0 .0%
Other Iceland, Cowbridge Road East, 9 9 9 9 9 9 9 9

Canton. Cardiff 2 2% 0 .0% 1 .6% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0%
Tesco, Cardiff Mermaid Quay, o o o o o o o o
Cardiff Bay 2 2% 0 .0% 0 .0% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0%
Sainsburys, Queen Street, Cardiff 2 .2% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0%
sainsburys, Colchester avenue, 2 2% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 1 1.0%
Cardiff
Asda, Riverside Retail Park, o o o o o o o o
Aberdare 2 2% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Tesco, Western Avenue, Cardiff 2 2% 0 .0% 0 .0% 1 1.0% 0 .0% 0 1.3% 0 .0% 0 .0%
Asda, Longwood Drive, Coryton, 2 2% 0 .0% 0 .0% 0 .0% 1 .6% 0 1.3% 0 .0% 0 .0%
Cardiff
Somerfield, Barry 1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 1 1.0% 0 .0%
Greggs, Holton Road, Barry 1 1% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Morrisons, Ty Glas Road, Cardiff 1 .1% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0%
Aldi, Dartington Drive, Cardiff 1 L1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0%
Best One, Cornerswell Road, o o o o o o o o
Penarth 1 L1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0%
David Lush, Penarth 1 L1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0%
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7

Num % Num % Num % Num % Num % Num % Num %
Lidl, Castlegate Devolpments, o o o o o o o o
Caerphilly 1 1% 0 0% 0 0% 0 0% 1 6% 0 0% 0 0% 0 0%
Lidl, _East Tyndall Street, Splott, 1 1% 0 0% 0 0% 0 0% 1 6% 0 0% 0 0% 0 0%
Cardiff
Lidl, Colchester Avenue, Cardiff 1 .1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0%
Morrisons, Penarth 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0%
Aldi, Glamorgan Vale Retail Park, o o o o o o o o
Llanstrisant 1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Aldi, Brackla Street, Bridgend 1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Other Farmfoods Freezer Centre, Brackla o o o o o o o o

Street, Bridgend 1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Spar, John Street, Porthcawl 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Co-op, Fairwater Green, Cardiff 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0%
Macro, Heol Y Pwll, Parc Nantgarw, 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0%
Cardiff
somerfield, Cowbridge Road East, 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0%
Cardiff
Somerfield, Radyr Court Rd, Cardiff 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0%
Village Shop, Wenvoe, Cardiff 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0%
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Zone
8
Num %
Weighted Base: All respondents 78 100.0%
Barry, Tesco (Stirling Rd) 2 2.0%
Barry, Iceland (Holton Rd) 0 .0%
Barry, Morrisons (Penny Way) 4 5.0%
Barry, Waitrose (Palmerston Rd) 5 6.9%
Barry, Lidl (Cennin Pedr) 0 .0%
Barry, Co-op (Colcot Rd) 0 .0%
Barry, Londis (Barry Rd) 2 2.0%
Barry, Costcutter (High St) 1 1.0%
Barry, Costcutter (Merthyr Dyfan Rd) 0 .0%
Barry, Spar (Barry Rd/Winston Rd/Main St) 0 .0%
Bridgend, Tesco Extra (Cowbridge Rd) 6 7.9%
Bridgend, Tesco (Brewery Lane) 2 3.0%
Bridgend, Sainsbury (McArthur Glen) 4 5.0%
Cardiff Bay, Aldi (Ferry Rd) 0 .0%
Cardiff Bay, Asda (Ferry Rd Retail Park) 2 2.0%
Cardiff Bay, Morrisons (Int. Sports Vill) 3 4.0%
Culverhouse Cross, Tesco Extra 9 11.9%
Culverhouse Cross, Marks & Spencer 11 13.9%
Cowbridge, Spar (High St) 2 2.0%
Cowbridge, Tesco Express (High St) 4 5.0%
Dinas Powys, Spar (The Parade) 0 .0%
Dinas Powys, Budgens (Cardiff Rd) 1 1.0%
Llantwit Major, Somerfield (Boverton Rd) 2 3.0%
Llantwit Major, Spar (Boverton Rd) 0 .0%
Penarth, Tesco (Terra Nova Way) 0 .0%
Penarth, Co-op (Windsor Rd) 0 .0%
Penarth, Spar (Windsor Rd) 0 .0%
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Zone
8
Num %
Penarth, Spar (Brockhill Way/Glyndwr 0 .0%
Rhoose, Spar (Fontygary Rd) 0 .0%
St Athan, Londis (The Square) 0 .0%
Talbot Green, Tesco 2 2.0%
Talbot Green, Marks & Spencer 0 .0%
Weycocks Cross, Somerfield (Port Rd) 0 .0%
Internet/Mail Order 0 .0%
No other store 16 20.8%
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Zone
8
Num %
Local stores, Penarth 0 .0%
Filco Foods, Boverton Road, o
Llantwit Major 2 2.0%
Local stores, Barry 0 .0%
Filco Foods, High Street, Cowbridge 7 8.9%
Varies 0 . 0%
Marks & Spencer, Queen Street, 0 0%
Cardiff see
Lidl, Waterton Industrial Estate, o
Bridgend 3 4.0%
Local stores, Llantwit Major 0 .0%
Local stores, Cowbridge 3 4.0%
Tesco, Albany Road, Cardiff 0 .0%
Local stores, Dinas Powys 0 .0%
Local stores, Park Crescent, Barry 0 .0%
Penarth Town Centre 0 .0%
Other Iceland, Cowbridge Road East, 0 0%
Canton, Cardiff Eed
Tesco, Cardiff Mermaid Quay, 0 0%
Cardiff Bay see
Sainsburys, Queen Street, Cardiff 1 1.0%
Sainsburys, Colchester avenue, o
Cardiff 0 -0%
Asda, Riverside Retail Park, o
Aberdare 0 -0%
Tesco, Western Avenue, Cardiff 0 .0%
Asda, Longwood Drive, Coryton, 0 0%
Cardiff see
Somerfield, Barry 0 .0%
Greggs, Holton Road, Barry 0 .0%
Morrisons, Ty Glas Road, Cardiff 0 .0%
Aldi, Dartington Drive, Cardiff 0 . 0%
Best One, Cornerswell Road, o
Penarth 0 -0%
David Lush, Penarth 0 .0%
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Q3. Apart from the Q2 store, are there any other stores that you use regularly for your main food shopping?

Other

Lidl, Castlegate Devolpments,
Caerphilly

Lidl, East Tyndall Street, Splott,
Cardiff

Lidl, Colchester Avenue, Cardiff
Morrisons, Penarth

Aldi, Glamorgan Vale Retail Park,
Llanstrisant

Aldi, Brackla Street, Bridgend

Farmfoods Freezer Centre, Brackla
Street, Bridgend

Spar, John Street, Porthcawl
Co-op, Fairwater Green, Cardiff

Macro, Heol Y Pwll, Parc Nantgarw,
Cardiff

Somerfield, Cowbridge Road East,
Cardiff

Somerfield, Radyr Court Rd, Cardiff

Village Shop, Wenvoe, Cardiff

Zone

8

Num

0

o

%

.0%

.0%

.0%
.0%

.0%

.0%

.0%

.0%

.0%

.0%
.0%

.0%
.0%

Q4. How often do you do a main food and grocery shop?

Weighted Base: All respondents
Once a week

More than once a week

Once a fortnight

Once a month

Once every three weeks

Varies

Less often

Weighted Base:
All respondents

Num

1006
642
192
121

34
8
8
2

% 1 2

100.0% 231 100.0% 182
63.8% 145 62.9% 127
19.1% 48 20.6% 36
12.0% 21 9.1% 11

3.4% 12 5.1% 5
. 8% 1 .6% 1
7% 4 1.7% 1
2% 0 .0% 0

100.
69.
20.

.3%

.9%

.6%

.6%

.0%

0% 113

7%
0%

78
16
18

o O o

100.
69.
14.
16.

.0%

.0%

.0%

.0%

0%
0%
0%
0%

Zone

100.0%
61.7%
21.7%
13.1%
2.3%
1.1%
.0%
.0%

39
22

O B O N B~ ©

100.
56.
23.
11.

.0%

.3%

.5%

.0%

0%
3%
8%
3%

90
56
15
14

R O N w

100.
62.
17.
15.

.0%

.0%

.0%

.0%

0%
0%
0%
0%

7
Num %
85 100.
55 65
12 14
14 16

0%

.0%
.0%
.0%
.0%
.0%
.0%
.0%

8
Num %
78 100.0%
43 54.5%
16 19.8%
14 17.8%

.0%
.0%
.0%
.0%

= N NN
= N NWw
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Q5. What are your main reasons for using Q2 store for your main food and grocery shopping?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Better value for money 92 9.1% 26 11.4% 24 13.1% 12 11.0% 10 5.1% 1 3.8% 5 5.0% 11 13.0% 2 3.0%
Convenient / cheap 120 11.9% 22 9.7% 25 13.7% 12 11.0% 27 14.3% 4 11.3% 9 10.0% 14 16.0% 6 7.9%
Convenient to home 482 47.9% 131 56.6% 70 38.3% 53 47.0% 102 54.9% 24 60.0% 35 39.0% 30 35.0% 37 47 .5%
Convenient to work 38 3.8% 5 2.3% 6 3.4% 5 4.0% 5 2.9% 2 6.3% 4 4.0% 4 5.0% 6 7.9%
Easy to get to parking 44 4.4% 3 1.1% 5 2.9% 7 6.0% 13 6.9% 3 8.8% 5 5.0% 3 3.0% 6 7.9%
Good bus service 8 .8% 3 1.1% 2 1.1% 0 .0% 1 .6% 0 .0% 1 1.0% 2 2.0% 0 .0%
Good service / friendly staff 29 2.8% 5 2.3% 4 2.3% 3 3.0% 5 2.9% 0 1.3% 2 2.0% 3 4.0% 5 5.9%
Habit, have always used the store 41 4.1% 5 2.3% 8 4.6% 10 9.0% 10 5.1% 0 .0% 2 2.0% 1 1.0% 5 6.9%
Has a petrol filling station 6 .6% 3 1.1% 2 1.1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Lower prices 55 5.5% 9 4.0% 10 5.7% 8 7.0% 12 6.3% 1 3.8% 5 5.0% 7 8.0% 3 4.0%
No queues at checkouts 1 L1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Other shops / services close by 9 . 9% 1 . 6% 1 . 6% 0 . 0% 3 1.7% 0 1.3% 0 . 0% 1 1.0% 2 3.0%
Pleasant place to shop 48 4.7% 11 4.6% 6 3.4% 7 6.0% 9 4.6% 1 3.8% 3 3.0% 5 6.0% 6 7.9%
Preference for retailer 81 8.1% 16 6.9% 20 10.9% 9 8.0% 14 7.4% 0 1.3% 14 15.0% 3 4.0% 5 6.9%
Quality of goods 108 10.8% 22 9.7% 17 9.1% 16 14.0% 19 10.3% 7 17.5% 14 15.0% 8 9.0% 6 7.9%
Range/ availability of food products 193 19.2% 41 17.7% 38 20.6% 18 16.0% 28 14.9% 5 13.8% 16 18.0% 25 29.0% 22 28.7%
Range/availability of non-food products 47 4.6% 8 3.4% 10 5.7% 3 3.0% 9 4.6% 1 2.5% 2 2.0% 6 7.0% 8 9.9%
Within easy walking distance 4 4% 1 .6% 1 .6% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0%
No reason 18 1.8% 5 2.3% 5 2.9% 0 .0% 3 1.7% 0 .0% 1 1.0% 3 3.0% 1 1.0%
Don't know 10 1.0% 4 1.7% 1 .6% 0 .0% 3 1.7% 0 .0% 1 1.0% 0 .0% 1 1.0%
(cont.)
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Q5. What are your main reasons for using Q2 store for your main food and grocery shopping?

Weighted Base: Zone
All respondents

Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
1.7% 1.7% .0% 1.1% 1.3% 1.0%

2.3% 2.9% . 0% . 0% . 0% 1.0%
. 6% . 6% . 0% . 0% . 0% 2.0%
. 0% . 0% . 0% . 0%

. 6% . 0% . 0%

. 4% . 0% . 6% . 6% . 0% . 0%

. 4% . 0% . 0% .6% . 0% . 0%

Loyalty points 16 1.6% 4 3 2 0
5 5 0 0
1 1 0 0
0 0 2 0
3 1 0 0
0 1 1 0
0 0 1 0

2% 0 . 0% 1 . 6% . 0% 0 . 0% 0 1.3% . 0%
1 0 0 0
1 0 0 0
0 0 2 0
0 0 0 0
0 0 0 0
0 0 0 0
1 0 0 0

1.5%
. 6%
. 5%
. 5%

[y
v

. 0%
. 0%

Special offers

N

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Goods are delivered
Quiet store

. 0% . 0%

[y

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Staff discount

[y

Shops with friend, their preference

N

Easy for disabled
Likes layout

2% . 6% . 0% . 0% . 0% . 0% . 0%
2% . 6% . 0% . 0% . 0% . 0% . 0%
2% . 0% . 0% . 0% . 0% . 0%
2% . 0% . 0% . 0% . 0%
2% . 0% . 0% . 0% . 0%
2% . 0% . 0% . 0%
1% . 6% . 0% . 0%

[y

Accompanied there

[y

Canteen

Work there
Ethical . 0%
. 0%
. 0%

. 0%

Good parking
.0%
.0%

Small

R NN N NN NN D DN oo
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=

Don't drive . 0% . 0%

All their tills are manned at all

Other times

[y

1%

o

. 0%

o

. 0%

[y
[y

. 0%

o

. 0%

o

. 0%

o

. 0%

o

. 0%

o

. 0%

1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 6%
. 6%
. 6%
. 6%
. 6%
. 6%
. 6%

. 0%
. 0%
. 6%
.6%
.6%
.6%
. 6%
.6%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Got everything

Taken by her daughter-in-law
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Always stock fresh food
Food lasts a long time
Good disabled parking
Well lite

No choice

To bulk buy

Easy to drive there
Husband works there
Open anti-social hours
Owns the shop
Spacious

Stock of lager

e e e = = = T = T = S S
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They give vouchers
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Q5. What are your main reasons for using Q2 store for your main food and grocery shopping?

Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
To buy something different 1 L1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
To keep it open 1 L1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Wifes choice 1 L1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Always shopped there 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Daughter takes her 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Day out 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Family owned business 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Likes fruit and veg in store 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Near Marks & Spencer 1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0% 0 . 0%
Visit to family 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Other Believe in shopping locally 1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0%
Convenient to local activities 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Large family 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Support local stores 1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0%
Cheap 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Convenient 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
No music 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Sell organic milk 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Supports local farmers 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 1.3% 0 . 0% 0 . 0% 0 . 0%
To avoid Tesco 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Q6. What, if anything do you dislike about Q2 store?
Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Difficult / expensive car parking 17 1.7% 4 1.7% 3 1.7% 3 3.0% 2 1.1% 0 1.3% 1 1.0% 2 2.0% 2 2.0%
Difficult to get to 11 1.1% 1 .6% 2 1.1% 2 2.0% 3 1.7% 1 2.5% 0 .0% 1 1.0% 0 .0%
Expensive 28 2.8% 4 1.7% 6 3.4% 3 3.0% 6 3.4% 1 3.8% 2 2.0% 3 4.0% 2 2.0%
(cont.)
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Q6. What, if anything do you dislike about Q2 store?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Lack of car parking 12 1.1% 4 1.7% 1 .6% 1 1.0% 1 .6% 1 2.5% 1 1.0% 2 2.0% 1 1.0%
Limited range of goods 57 5.7% 15 6.3% 4 2.3% 5 4.0% 14 7.4% 0 1.3% 8 9.0% 5 6.0% 6 7.9%
Long queues 12 1.2% 5 2.3% 2 1.1% 2 2.0% 1 .6% 1 2.5% 0 .0% 0 .0% 1 1.0%
Poor internal layout 23 2.3% 9 4.0% 1 .6% 1 1.0% 4 2.3% 1 3.8% 2 2.0% 1 1.0% 3 4.0%
Poor quality 13 1.3% 3 1.1% 1 .6% 0 .0% 4 2.3% 0 1.3% 3 3.0% 1 1.0% 1 1.0%
Staff rude / unhelpful 15 1.5% 0 .0% 1 .6% 2 2.0% 6 3.4% 1 3.8% 1 1.0% 3 3.0% 1 1.0%
Too busy and congested 32 3.2% 7 2.9% 6 3.4% 2 2.0% 3 1.7% 2 5.0% 1 1.0% 3 4.0% 8 9.9%
Too far away 9 .9% 1 .6% 2 1.1% 1 1.0% 3 1.7% 0 .0% 0 .0% 1 1.0% 1 1.0%
Too small 28 2.8% 4 1.7% 3 1.7% 2 2.0% 9 4.6% 0 1.3% 2 2.0% 6 7.0% 2 3.0%
Nothing 677 67.3% 164 70.9% 134 73.7% 75 66.0% 122 65.7% 23 58.8% 61 68.0% 55 65.0% 42 53.5%
(cont.)

J8755 Barry Household Survey
Weighted Tabulations by Zone
Research and Marketing plus
April 2008

Page 14



Q6. What, if anything do you dislike about Q2 store?

Weighted Base: Zone

All respondents

Num % 1 2 3 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Too big 21 2.1% 0 .0% 2 1.1% 0 .0% 1 .6% 6 16.3% 1 1.0% 3 3.0% 8 9.9%
Shelves not stocked well enough 8 . 8% 1 . 6% 0 . 0% 2 2.0% 2 1.1% 0 . 0% 2 2.0% 0 . 0% 1 1.0%
Closed the Cafe 7 7% 3 1.1% 1 6% 0 0% 2 1.1% 0 .0% 1 1.0% 0 .0% 0 .0%
Eﬁoﬂzthre'smc" new products often 5 5% 0 0% 2 1% 1 1.0 2 1.1% 0 0% 0 0% 0 0% 0 0%
Layout constantly being changed 5 . 5% 0 . 0% 1 . 6% 1 1.0% 0 . 0% 1 2.5% 1 1.0% 1 1.0% 0 . 0%
Narrow aisles 5 .5% 0 .0% 0 .0% 2 2.0% 1 .6% 0 1.3% 1 1.0% 0 .0% 0 .0%
Poor quality food 4 4% 0 .0% 0 .0% 2 2.0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0%
No petrol station 4 4% 3 1.1% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
grge Tesco shopping chain is far too 3 .3% 3 1.1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Fruits and Vegetable use by dates 3 . 3% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 2 2.0% 0 . 0% 0 . 0%
Loose trolleys 2 2% 1 .6% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Dislike self service tills 2 2% 1 .6% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Less choice 2 2% 0 .0% 1 .6% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Dislike superstores 2 2% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Other Expensive meat range 2 2% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
ignuel,'v;‘:(tihne fish counter as soon as 2 2% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Keep moving stock around 2 2% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0%
Avoid busy times 1 1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Cages left around in the aisles 1 1% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Closes too early 1 1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Dislike Tesco in general 1 1% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Limited range of vegetarian food 1 1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Not enough disabled parking 1 1% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
ﬁfu”c"ﬁ"r";'g‘?ztctfj bar and restaurant 1 1% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Cold, windy area 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Distance to get to store 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Impersonal 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
No fresh meat counter 1 1% 0 . 0% 0 . 0% 1 1.0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Other customers 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
(cont.)
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Q6. What, if anything do you dislike about Q2 store?

Weighted Base: Zone
All respondents

Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
.0% .0% 1.0% .0% .0% .0% .0%

. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%

1% 1
0
0
0
0
0

. 0% . 0% 0 . 0% . 6% . 0% . 0% . 0%
0
0
0
0
0
0

1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Too crowded

Bit more space

Delicatessen is terrible
Discontinue lines

Food wrongly labelled

Generally hate everything about it
Grubby

Lack of particular products/sizes . 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%
. 0% . 0% . 0% . 6% . 0% . 0% . 0%

Not enough free range goods
Packaging
Prefer independent shops

Prices go up and down
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Scuffy looking

Speed bumps make it difficult to
get into the car park
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Too many own brand

Other Trolleys

Busy/expensive petrol station
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Difficult to get to the petrol station

Limited variety in fruit and
vegetables

No toilets for public use 1 L1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Not keen on pasta 1 L1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Poor pharmacy range 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%

Spillages aren't cleaned up quick
enough

1%
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Treatment of staff by other staff
No offers
Opening times

Poor Cafe

N

. 0% . 0%
. 0% 1.0%
. 0% 1.0%

Too few weight watchers products

Make store bigger
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No baby seats on trolleys
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Q6. What, if anything do you dislike about Q2 store?

Other

No fresh flowers

Sometimes not enough staff
Toilets

Goods not always priced
Not enough choice of stores

Not many items available to buy
individually

Poor trolley system

Shelves to high

Too big, too noisy, too bright
Traffic

Weighted Base:
All respondents

Num
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.0%
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.0%
.0%
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7 8
Num % Num %
1 1.0% 0 .0%
1 1.0% 0 .0%
1 1.0% 0 .0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 0 .0%
0 .0% 0 .0%
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Q7. Now thinking about your last trip to Q2 store, where did your trip start?

Weighted Base: All respondents
Home

Work

Goods delivered

University / College / School

Other

Visiting friends/ family

Cardiff Town Centre
Cardiff Bay

Out for a meal
Church

Can't remember
Dentist

Voluntary work

Funeral in Cardiff

Morganstown, South Glamorgan

Mother's house
Barry Leisure Centre
Holton Road
Hospital

Bowling centre, Sully

Porthcawl

Weighted Base: Zone
All respondents

Num % 1 2 3 4
Num % Num % Num % Num % Num
1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39

884 87.9% 210 90.9% 158 86.9% 100 88.0% 166 89.1% 36

79 7.8% 15 6.3% 17 9.1% 6 5.0% 12 6.3% 2
13 1.3% 1 . 6% 1 . 6% 0 . 0% 3 1.7% 0
2 2% 1 . 6% 1 . 6% 0 . 0% 0 . 0% 0
6 . 5% 0 . 0% 1 . 6% 3 3.0% 1 . 6% 0
3 .3% 0 . 0% 0 . 0% 1 1.0% 1 . 6% 0
3 .3% 0 . 0% 1 . 6% 0 . 0% 1 . 6% 0
2 2% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0
2 2% 0 . 0% 0 . 0% 1 1.0% 1 . 6% 0
2 2% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
1 1% 1 . 6% 0 . 0% 0 . 0% 0 0% 0
1 1% 1 . 6% 0 . 0% 0 . 0% 0 0% 0
1 1% 0 . 0% 0 . 0% 1 1.0% 0 . 0% 0
1 1% 0 . 0% 0 . 0% 1 1.0% 0 . 0% 0
1 1% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0
1 1% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0
1 1% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0
1 1% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0
1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0

100.0%
86.0%
10.0%

. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%

7 8
Num % Num %
85 100.0% 78 100.0%
73 86.0% 63 80.2%
8 10.0% 10 12.9%
3 4.0% 2 3.0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 1 1.0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 2 2.0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 1 1.0%
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Q8. How did you travel to do your shopping at Q2 store?

Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Car (own/households) 660 65.6% 142 61.1% 104 57.1% 96 85.0% 117 62.9% 32 81.3% 63 70.0% 49 58.0% 57 72.3%
Car (as passenger in friend/relative/neighbour's car) 210 20.9% 45 19.4% 54 29.7% 14 12.0% 40 21.7% 7 17.5% 21 23.0% 16 19.0% 13 16.8%
Walk 70 7.0% 26 11.4% 9 5.1% 0 .0% 16 8.6% 0 .0% 4 4.0% 10 12.0% 5 5.9%
Bus/Coach 38 3.8% 11 4.6% 13 6.9% 1 1.0% 7 4.0% 0 1.3% 2 2.0% 3 4.0% 1 1.0%
Goods delivered 14 1.4% 1 .6% 1 .6% 1 1.0% 4 2.3% 0 .0% 1 1.0% 3 4.0% 2 3.0%
Taxi 6 .6% 4 1.7% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 1 1.0%
Bicycle 4 4% 1 .6% 0 .0% 1 1.0% 1 .6% 0 .0% 0 .0% 1 1.0% 0 .0%
Moped/motorcycle 2 2% 1 .6% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Other Mobility scooter 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Q9. How much do you spend at Q2?
Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
£10 16 1.6% 3 1.1% 3 1.7% 0 .0% 3 1.7% 1 2.5% 1 1.0% 3 3.0% 3 4.0%
£100 46 4.6% 7 2.9% 9 5.1% 8 7.0% 9 4.6% 3 7.5% 4 4.0% 4 5.0% 3 4.0%
£105 5 5% 0 .0% 1 .6% 0 .0% 3 1.7% 0 .0% 0 .0% 0 .0% 1 1.0%
£110 9 .9% 0 .0% 0 .0% 2 2.0% 3 1.7% 1 2.5% 1 1.0% 2 2.0% 0 .0%
£111 2 2% 0 .0% 1 .6% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
£112 1 L1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
£114 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
£12 4 4% 1 .6% 1 .6% 1 1.0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
£120 16 1.5% 4 1.7% 2 1.1% 1 1.0% 3 1.7% 1 2.5% 1 1.0% 2 2.0% 2 2.0%
£125 3 .3% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 1 1.0% 1 1.0%
£13 4 4% 1 .6% 0 .0% 1 1.0% 0 .0% 0 1.3% 0 .0% 0 .0% 2 2.0%
£140 11 1.1% 1 .6% 2 1.1% 1 1.0% 2 1.1% 0 1.3% 1 1.0% 2 2.0% 2 2.0%
£160 5 5% 1 .6% 0 .0% 2 2.0% 0 .0% 0 1.3% 0 .0% 1 1.0% 0 .0%
(cont.)
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Q9. How much do you spend at Q2?

Weighted Base: Zone

All respondents

Num 2 4 7

Num % Num % Num % Num % Num % Num % Num % Num %
£18 7 7% 4 1.7% 1 .6% 1 1.0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
£19 4 4% 1 .6% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 1 1.0%
£20 42 L1% 9 4.0% 10 5.7% 3 3.0% 9 4.6% 1 2.5% 3 3.0% 3 3.0% 4 5.0%
£200 10 .0% 3 1.1% 0 .0% 1 1.0% 2 1.1% 0 1.3% 0 .0% 1 1.0% 2 3.0%
£21 3 .3% 1 .6% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0%
£23 9 .9% 3 1.1% 4 2.3% 0 .0% 0 .0% 0 .0% 0 .0% 2 2.0% 1 1.0%
£24 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 1 2.5% 0 .0% 0 .0% 0 .0%
£25 35 4% 9 4.0% 5 2.9% 2 2.0% 10 5.1% 0 .0% 4 4.0% 1 1.0% 4 5.0%
£26 7 7% 3 1.1% 1 .6% 0 .0% 2 1.1% 0 .0% 0 .0% 1 1.0% 0 .0%
£27 5 .5% 3 1.1% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
£28 2 2% 1 .6% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
£3 2 2% 1 .6% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
£30-40 1 L1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
£30 51 .0% 9 4.0% 9 5.1% 7 6.0% 12 6.3% 2 6.3% 5 5.0% 3 3.0% 4 5.0%
£35 21 L1% 5 2.3% 5 2.9% 2 2.0% 3 1.7% 1 2.5% 4 4.0% 1 1.0% 0 .0%
£40 73 .3% 13 5.7% 16 8.6% 8 7.0% 9 4.6% 4 10.0% 14 15.0% 4 5.0% 6 7.9%
£43 2 2% 0 .0% 0 .0% 0 .0% 1 .6% 0 1.3% 0 .0% 0 .0% 0 .0%
£45 24 4% 11 4.6% 2 1.1% 3 3.0% 5 2.9% 0 1.3% 0 .0% 1 1.0% 2 2.0%
£47 2 2% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0%
£50 74 4% 20 8.6% 9 5.1% 10 9.0% 14 7.4% 3 8.8% 5 5.0% 8 9.0% 5 6.9%
£500 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
£55 18 .8% 0 .0% 5 2.9% 1 1.0% 4 2.3% 0 1.3% 4 4.0% 3 3.0% 1 1.0%
£57 3 .3% 0 .0% 1 .6% 0 .0% 1 .6% 0 1.3% 0 .0% 0 .0% 0 .0%
£6 3 .3% 0 .0% 1 .6% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0% 0 .0%
£60-£70 2 2% 0 .0% 0 .0% 1 1.0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
£60 77 7% 20 8.6% 14 7.4% 10 9.0% 12 6.3% 3 7.5% 5 6.0% 7 8.0% 7 8.9%
£62 2 2% 0 .0% 1 .6% 0 .0% 0 .0% 0 1.3% 0 .0% 1 1.0% 0 .0%
£63 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
£65 20 .9% 3 1.1% 6 3.4% 3 3.0% 2 1.1% 1 2.5% 2 2.0% 1 1.0% 2 2.0%
£66 2 2% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
£68 3 .3% 0 .0% 0 .0% 2 2.0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
£70-£100 1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
(cont.)
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Q9. How much do you spend at Q2?

£70-£80
£70
£75
£77
£80
£85
£86
£9
£0.48
£1.20
£1.80
£1.87
£108
£11
£12.50
£130
£132
£135
£137.44
£14
£15
£150
£16
£163
£170
£17
£175
£19.50
£190
£2
£2.50
£22

51
17

54
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All respondents
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Q9. How much do you spend at Q2?

Weighted Base: Zone
All respondents

Num % 1 2 3 4
Num % Num % Num % Num % Num
.0% .6% .0% .0%
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Q9. How much do you spend at Q2?

£8.50
£82

£88
Refused
£89
£90-£120
£90

£92

£95

£96

Don't know

Weighted Base:
All respondents

Num
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Q10. During you last main food shopping trip, did you, or anyone with you, combine your trip with any of the following activities?

Weighted Base: All respondents

Go shopping for other food items (including specialist goods)
Go window shopping/browsing

Go to hairdressers/dry cleaners or other services

Go shopping for non-food items
Picking the children up from school
Get petrol

Using financial services

Visit doctors/dentists or collect prescriptions

Use sports/leisure or entertainment facilities

Don't do
Don't know/can't remember
Get lunch
Recycling
Take children out
Other Opticians
Post office
Visit patients in hospital

Visit family

Weighted Base:
All respondents

Num
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85 100.0% 78 100.0%

19 23.0% 14 17.8%

26 31.0% 34 43.6%

9 11.0% 7 8.9%
3 4.0% 2 2.0%
35 41.0% 23 29.7%
4 5.0% 2 2.0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
1 1.0% 0 . 0%
0 . 0% 1 1.0%
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Q11a. Where do you go shopping for other food items (including specialist goods) ?

Weighted Base: Zone
Those shopping
for other food
items
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those o o o o o o o o o
shopping for other food items 141 100.0% 34 100.0% 19 100.0% 19 100.0% 23 100.0% 8 100.0% 14 100.0% 8 100.0% 16 100.0%
Elsewhere 97 68.6% 11 30.8% 9 50.0% 16 82.4% 22 95.5% 7 93.8% 9 66.7% 7 88.9% 16 95.2%
Barry Town Centre 44 31.4% 24 69.2% 9 50.0% 3 17.6% 1 4.5% 0 6.3% 5 33.3% 1 11.1% 1 4.8%
Q11b. Where do you go window shopping/browsing ?
Weighted Base: Those window shopping/browsing Zone
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those o o o o o o o o o
window shopping/browsing 82 100.0% 30 100.0% 16 100.0% 2 100.0% 11 100.0% 3 100.0% 6 100.0% 8 100.0% 5 100.0%
Elsewhere 50 61.7% 12 39.1% 7 46.7% 2 100.0% 11 100.0% 3 100.0% 3 42.9% 7 88.9% 5 100.0%
Barry Town Centre 31 38.3% 19 60.9% 8 53.3% 0 .0% 0 .0% 0 .0% 4 57.1% 1 11.1% 0 .0%
Q11lc. Where do you go to hairdressers/dry cleaners or other services?
Weighted Base: Those visiting hairdressers/dry cleaners Zone
or other services
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those
visiting hairdressers/dry 34 100.0% 7 100.0% 4 100.0% 1 100.0% 10 100.0% 1 100.0% 4 100.0% 3 100.0% 5 100.0%
cleaners or other services
Elsewhere 24 69.6% 1 20.0% 1 25.0% 1 100.0% 9 88.9% 1 100.0% 4 100.0% 3 100.0% 4 83.3%
Barry Town Centre 10 30.4% 5 80.0% 3 75.0% 0 .0% 1 11.1% 0 .0% 0 .0% 0 .0% 1 16.7%
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Q11d. Where do you go shopping for non-food items?

Weighted Base: Zone
Those shopping
for non-food
items
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those

shopping for non-food items 185 100.0% 41 100.0% 26 100.0% 19 100.0% 33

100.0% 11 100.0% 22 100.0% 19 100.0% 14  100.0%
Elsewhere 128  69.1% 16  38.7% 11 44.0% 16 82.4% 32 96.8% 9  86.4% 13 58.3% 17 87.0% 14  100.0%
Barry Town Centre 57  30.9% 25  61.3% 15  56.0% 3 17.6% 1 3.2% 1 13.6% 9 41.7% 3 13.0% 0 .0%

Ql1le. Where do you go to pick the children up from school?
Weighted Base: Zone
Those picking
up children
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those o o o o o o o o o
picking up children 40 100.0% 11 100.0% 10 100.0% 3 100.0% 7 100.0% 2 100.0% 5 100.0% 1 100.0% 1 100.0%
Elsewhere 27 67.8% 3 25.0% 6  60.0% 3 100.0% 7 100.0% 2 100.0% 4 80.0% 1 100.0% 1 100.0%
Barry Town Centre 13 32.2% 8  75.0% 4 40.0% 0 . 0% 0 .0% 0 .0% 1 20.0% 0 .0% 0 .0%
Q11f. Where do you go to get petrol?
Weighted Base: Zone
Those getting
petrol
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %

\é\’;ﬁ;‘;ege?fgf: Those | 593 100.0% 49 100.0% 51 100.0% 34 100.0% 60 100.0% 14 100.0% 25 100.0% 26 100.0% 34 100.0%

Elsewhere 228 77.9% 22 45.9% 27 53.1% 31 90.0% 59  98.2% 13 92.9% 19  75.0% 24 90.3% 34 100.0%

Barry Town Centre 65 22.1% 26 54.1% 24 46.9% 3 10.0% 1 1.8% 1 7.1% 6  25.0% 3 9.7% 0 .0%
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Q11g. Where do you go to use financial services?

Weighted Base: Zone
Those using
financial services
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those o o o o o o o o o
using financial services 108 100.0% 26 100.0% 23 100.0% 12 100.0% 12 100.0% 7 100.0% 11  100.0% 5 100.0% 11  100.0%
Elsewhere 68 63.3% 11 40.0% 8 36.4% 10 81.8% 12 100.0% 6 80.0% 6 58.3% 4 83.3% 11  100.0%
Barry Town Centre 40 36.7% 16 60.0% 15 63.6% 2 18.2% 0 . 0% 1 20.0% 5 41.7% 1 16.7% 0 . 0%
Q11h. Where do you go to visit doctors/dentists or collect prescriptions?
Weighted Base: Those visiting doctors/dentists Zone
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those o o o o o o o o o
visiting doctors/dentists 98 100.0% 13  100.0% 30 100.0% 12 100.0% 16 100.0% 6 100.0% 4 100.0% 9 100.0% 7 100.0%
Elsewhere 67 67.9% 5 40.0% 13 41.4% 9 72.7% 15 93.3% 6 92.3% 3 75.0% 9 100.0% 7 100.0%
Barry Town Centre 32 32.1% 8 60.0% 18 58.6% 3 27.3% 1 6.7% 0 7.7% 1 25.0% 0 . 0% 0 . 0%
Q11i. Where do you go to use sports/leisure/library or entertainment facilities?
Weighted Base: Those using sports/leisure/library or Zone
entertainment facilities
Num % 1 2 3 4 5 7
Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those using
sports/leisure/library or 46 100.0% 5 100.0% 10 100.0% 10 100.0% 9 100.0% 3  100.0% 4 100.0% 3 100.0%
entertainment facilities
Elsewhere 35 75.6% 1 25.0% 6 60.0% 8 77.8% 9 100.0% 3  100.0% 3 75.0% 3 100.0%
Barry Town Centre 11 24.4% 4 75.0% 4 40.0% 2 22.2% 0 . 0% 0 . 0% 1 25.0% 0 . 0%
(cont.)
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Q11i. Where do you go to use sports/leisure/library or entertainment facilities?

Weighted Base: Those using
sports/leisure/library or 2 100.0%
entertainment facilities

Elsewhere 2 100.0%
Barry Town Centre 0 .0%

Q11j. Where do you go to carry out other activities?

Weighted Base: Zone
Those carrying
out other
activities
Num % 1 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those o o o o o o o o
carrying out other activities 10 100.0% 4 100.0% 1 100.0% 2 100.0% 0 100.0% 1 100.0% 1 100.0% 1 100.0%

Elsewhere 10 100.0% 4 100.0% 1 100.0% 2 100.0% 0 100.0% 1 100.0% 1 100.0% 1 100.0%
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Q12. How did you travel between the foodstore and the activity/activities?

Weighted Base: Zone
Those
combining trip
with activities
Num %
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those combining trip with activities 560 100.0% 119 100.0% 98 100.0% 63 100.0% 98 100.0% 27 100.0% 55 100.0% 46 100.0% 54 100.0%
Car (own/households) 330 58.9% 67  56.7% 52 53.2% 42 66.1% 63  64.1% 17 60.7% 34 62.3% 23 50.0% 32 59.4%
Car (as passenger) 98  17.4% 19  15.6% 18  18.1% 11 17.9% 22 22.8% 3 10.7% 11 19.7% 9  20.4% 5 8.7%
Bus/Coach 12 2.1% 4 3.3% 3 3.2% 2 3.6% 1 1.1% 0 . 0% 0 .0% 0 .0% 2 2.9%
Train 2 . 4% 0 . 0% 0 .0% 1 1.8% 1 1.1% 0 .0% 0 .0% 0 .0% 0 .0%
Taxi 6 1.0% 3 2.2% 2 2.1% 0 .0% 0 . 0% 0 . 0% 0 .0% 0 .0% 1 1.4%
Walk 125 22.3% 28 23.3% 26 26.6% 9  14.3% 14 14.1% 8  28.6% 10  18.0% 13 27.8% 18  33.3%
Bicycle 2 . 4% 0 . 0% 0 .0% 1 1.8% 0 . 0% 0 . 0% 0 .0% 1 1.9% 0 .0%
Moped/moto 0 . 0% 0 . 0% 0 .0% 0 .0% 0 . 0% 0 .0% 0 .0% 0 .0% 0 .0%
oth Delivered 2 .3% 0 . 0% 0 .0% 0 .0% 0 . 0% 0 . 0% 2 3.3% 0 .0% 0 .0%
ther
Mobility scooter 1 . 2% 1 1.1% 0 .0% 0 .0% 0 . 0% 0 .0% 0 .0% 0 .0% 0 .0%
Q13. In addition to a main food shop, do you normally do any other shopping for food and grocery items at a supermarket/food store?
Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents | 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Yes 678 67.4% 156 67.4% 118  64.6% 77  68.0% 129  69.1% 25  62.5% 60  66.0% 63  74.0% 52  66.3%
No 328 32.6% 75  32.6% 65  35.4% 36 32.0% 57  30.9% 15 37.5% 31 34.0% 22 26.0% 26 33.7%
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Q14. Which store or stores do you use for most of your top-up food shopping?

Weighted Base: Those doing top-up shop

Barry, Tesco (Stirling Rd)

Barry, Iceland (Holton Rd)

Barry, Morrisons (Penny Way)

Barry, Waitrose (Palmerston Rd)
Barry, Lidl (Cennin Pedr)

Barry, Co-op (Colcot Rd)

Barry, Londis (Barry Rd)

Barry, Costcutter (High St)

Barry, Costcutter (Merthyr Dyfan Rd)

Barry, Spar (Barry Rd/Winston Rd/Main St)

Bridgend, Tesco Extra (Cowbridge Rd)
Bridgend, Tesco (Brewery Lane)
Bridgend, Sainsbury (McArthur Glen)
Cardiff Bay, Aldi (Ferry Rd)

Cardiff Bay, Asda (Ferry Rd Retail Park)

Cardiff Bay, Morrisons (Int. Sports Vill)
Culverhouse Cross, Tesco Extra
Culverhouse Cross, Marks & Spencer

Cowbridge, Spar (High St)
Cowbridge, Tesco Express (High St)
Dinas Powys, Spar (The Parade)
Dinas Powys, Budgens (Cardiff Rd)

Llantwit Major, Somerfield (Boverton Rd)

Llantwit Major, Spar (Boverton Rd)

Penarth, Tesco (Terra Nova Way)

Weighted Base:

Those doing
top-up shop
Num %
678 100.
92 13.
46 6
81 11.
37 5
17 2
6
4
3
1
9 1
3
2
2
2
21 3
14 2
15 2
23 3
12 1
9 1
12 1
8 1
38 5
8 1
40 5

0%

6%

. 8%

9%

. 4%
. 6%
. 8%
. 6%
. 4%
2%

.3%

. 4%

2%

2%

.3%

1%

. 0%

2%

. 4%

7%
.3%
. 8%
2%

. 6%

2%
. 9%
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37
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. 0%

. 0%

. 0%

. 0%

. 8%

. 0%

. 0%
. 0%
. 0%
. 8%

. 8%

. 0%
. 0%
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26
19
27
14
11

o O K~ B

100.

22.
15.
23.
11.
7%
. 9%
. 9%
. 0%
. 0%

0%
1%
9%
0%
5%

. 8%

. 0%

. 0%

. 0%

. 0%

7%

. 0%

. 5%

. 8%

. 0%
. 0%
. 9%
. 9%

. 0%

. 0%
. 9%

77

O O O O O o v B w

=

10

100.

0%

. 4%
.5%
. 9%
10.
. 0%
. 0%
. 0%
. 0%
. 0%

3%

.5%

. 0%

. 0%

. 0%

. 0%

.5%

. 9%

. 9%

. 4%

. 0%
. 0%
10.
. 4%

3%

. 0%

.5%
13.

2%
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Zone
% Num
100.0% 25
. 8% 0
. 8% 0
. 8% 1
2.5% 2
. 8% 0
. 8% 0
. 0% 0
. 0% 0
. 0% 0
. 8% 0
. 8% 0
. 0% 0
. 0% 0
. 8% 0
5.0% 1
3.3% 1
. 8% 4
2.5% 2
. 0% 0
. 8% 0
. 8% 0
. 0% 0
. 8% 0
. 0% 0
22.3% 0

6 7 8
% Num % Num % Num %
100.0% 60 100.0% 63 100.0% 52 100.0%
2.0% 16 27.3% 2 2.7% 1 1.5%
2.0% 2 3.0% 0 .0% 2 3.0%
6.0% 6 10.6% 3 5.4% 0 .0%
8.0% 0 .0% 0 .0% 1 1.5%
2.0% 1 1.5% 1 1.4% 0 .0%
.0% 1 1.5% 0 .0% 0 .0%
.0% 1 1.5% 0 .0% 1 1.5%
.0% 0 .0% 0 .0% 0 .0%
.0% 0 .0% 0 .0% 0 .0%
.0% 1 1.5% 0 .0% 1 1.5%
.0% 0 .0% 1 1.4% 1 1.5%
.0% 0 .0% 0 .0% 2 3.0%
.0% 1 1.5% 0 .0% 1 1.5%
.0% 0 .0% 0 .0% 1 1.5%
6.0% 1 1.5% 1 1.4% 2 3.0%
4.0% 1 1.5% 1 1.4% 1 1.5%
18.0% 1 1.5% 1 1.4% 2 3.0%
10.0% 3 4.5% 3 4.1% 4 7.5%
.0% 1 1.5% 1 1.4% 10 19.4%
2.0% 1 1.5% 1 1.4% 5 10.4%
2.0% 1 1.5% 1 1.4% 0 0%
.0% 0 .0% 0 .0% 0 .0%
.0% 6 10.6% 28 44.6% 2 3.0%
.0% 2 3.0% 4 6.8% 1 1.5%
.0% 0 .0% 0 .0% 0 .0%
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Q14. Which store or stores do you use for most of your top-up food shopping?

Weighted Base: Zone
Those doing
top-up shop
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Penarth, Co-op (Windsor Rd) 35 5.1% 1 .8% 0 .0% 5 5.9% 29 22.3% 0 .0% 0 .0% 0 .0% 0 .0%
Penarth, Spar (Windsor Rd) 10 1.4% 1 .8% 0 .0% 0 .0% 9 6.6% 0 .0% 0 .0% 0 .0% 0 .0%
Penarth, Spar (Brockhill Way/Glyndwr Rd) 4 .6% 0 .0% 0 .0% 2 2.9% 2 1.7% 0 .0% 0 .0% 0 .0% 0 .0%
Rhoose, Spar (Fontygary Rd) 5 7% 0 .0% 0 .0% 0 .0% 0 .0% 0 2.0% 5 7.6% 0 .0% 0 .0%
St Athan, Londis (The Square) 3 4% 0 .0% 0 .0% 1 1.5% 0 .0% 0 .0% 2 3.0% 0 .0% 0 .0%
Talbot Green, Tesco 1 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 2.0% 0 0% 0 .0% 1 1.5%
Talbot Green, Marks & Spencer 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Weycocks Cross, Somerfield (Port Rd) 4 .6% 1 .8% 0 .0% 1 1.5% 0 .0% 0 .0% 2 3.0% 0 .0% 0 .0%
Internet/mail order 4 .6% 0 .0% 1 .9% 0 .0% 1 .8% 0 .0% 2 3.0% 0 .0% 0 .0%

(cont.)

J8755 Barry Household Survey
Weighted Tabulations by Zone
Research and Marketing plus
April 2008

Page 31



Q14. Which store or stores do you use for most of your top-up food shopping?

Weighted Base: Zone
Those doing
top-up shop
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Local stores, Penarth 52 7.7% 3 1.7% 0 . 0% 6 7.4% 44 33.9% 0 2.0% 0 . 0% 0 . 0% 0 . 0%
Local stores, Barry 48 7.1% 29 18.6% 17 14.2% 0 . 0% 0 . 0% 0 2.0% 2 3.0% 0 . 0% 0 . 0%
K,:ijgfooc‘s' Boverton Road, Llantwit| ;5 3 gy 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 5 9.1% 17 27.0% 2 4.5%
Local stores, Dinas Powys 19 2.7% 0 . 0% 1 . 9% 17 22.1% 0 . 0% 0 2.0% 0 . 0% 0 . 0% 0 . 0%
Local stores, Cowbridge 18 2.6% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 2.0% 1 1.5% 2 2.7% 15 28.4%
Filco Foods, High Street, Cowbridge 15 2.1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 2.0% 1 1.5% 0 . 0% 13 25.4%
'\C":rrc'i‘isff& spencer, Queen Street, 11 1.6% 0 0% 1 .9% 5 5.9% 3 2.5% 1 4.0% 0 0% 0 0% 1 1.5%
Local stores, LLantwit Major 6 . 9% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 2 3.0% 4 6.8% 0 . 0%
Local stores, St Athan 5 . 8% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 5 9.1% 0 . 0% 0 . 0%
Local stores, Park Crescent, Barry 5 . 8% 5 3.4% 0 . 0% 0 0% 0 .0% 0 .0% 0 . 0% 0 . 0% 0 . 0%
Sainsbury's, Queen Street, Cardiff 4 . 6% 1 . 8% 1 . 9% 1 1.5% 0 . 0% 0 2.0% 0 0% 0 . 0% 0 . 0%
Local stores, Sully 3 . 5% 0 . 0% 0 . 0% 3 4.4% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Lidl, Bridgend Retail Park, Bridgend 3 . 4% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 3 4.1% 0 . 0%
Local stores, Peterston-Super-Ely, o o o o o o o o o
Other Cardiff 2 4% 0 0% 0 0% 0 0% 0 . 0% 2 10.0% 0 0% 0 0% 0 0%
"C":rkd'i‘;,; Heol Y Pwll, Parc Nantgawr, 2 .3% 1 .8% 1 .9% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Penarth Town Centre 2 . 3% 0 . 0% 0 . 0% 1 1.5% 1 . 8% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Varies 2 . 3% 1 . 8% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.4% 0 . 0%
Local store, Penarth Isaf 2 .3% 0 .0% 0 .0% 0 .0% 2 1.7% 0 .0% 0 .0% 0 .0% 0 .0%
Spar, Stanwell Road, Penarth 2 . 3% 0 . 0% 0 . 0% 0 . 0% 2 1.7% 0 .0% 0 . 0% 0 . 0% 0 . 0%
Local stores, Fairwater 2 .3% 0 .0% 0 .0% 0 .0% 0 .0% 1 4.0% 0 .0% 1 1.4% 0 .0%
Local stores, Rhoose 2 .3% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 2 3.0% 0 .0% 0 .0%
Local stores, Bridgend 2 . 2% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 2 2.7% 0 . 0%
;Oa%irf'e'd' Boverton Road, Llantwit 2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 2 2.7% 0 .0%
Aldi, Brackla Street, Bridgend 2 . 2% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.5% 0 . 0% 1 1.5%
Z‘;?Zﬁ{ff'e'd' Cowbridge Road East, 1 2% 0 0% 0 0% 0 0% 0 0% 0 2.0% 1 1.5% 0 0% 0 0%
Barry Market, Holton Road, Barry 1 .2% 1 . 8% 0 . 0% 0 . 0% 0 .0% 0 .0% 0 . 0% 0 . 0% 0 . 0%
Co-op, Plymouth Road, Barry Island 1 2% 1 . 8% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
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Q14. Which store or stores do you use for most of your top-up food shopping?

Weighted Base: Zone
Those doing
top-up shop
Num % 1 2 3 4 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Home Bargains, Market Street, o o o o o o o o o
Bridgend 1 2% 1 8% 0 0% 0 0% 0 0% 0 .0% 0 .0% 0 0% 0 0%
Local bakery, Barry 1 2% 1 . 8% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Local stores, Cwm Talwg, Barry 1 .2% 1 . 8% 0 . 0% 0 . 0% 0 .0% 0 .0% 0 . 0% 0 . 0% 0 . 0%
Marks and Spencer, Barry 1 . 2% 1 . 8% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Morrisons, Llanishen, Cardiff 1 .2% 1 . 8% 0 . 0% 0 .0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0%
Premier Waterfront Shop, Broad o o o o o o o o o
Street, Barry 1 2% 1 8% 0 0% 0 0% 0 0% 0 .0% 0 .0% 0 0% 0 0%
SDtgfkhe”S"” s, Holton Road, Barry 1 2% 1 8% 0 0% 0 0% 0 0% 0 .0% 0 .0% 0 0% 0 0%
Tesco, Western Avenue, Cardiff 1 2% 1 . 8% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
The Paper Shop, Plymouth Road, o o o o o o o o o
Barry Island 1 2% 1 . 8% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Vic Hopkins and Sons Butcher, High o o o o o o o o o
Street, Barry 1 2% 1 8% 0 0% 0 0% 0 0% 0 .0% 0 .0% 0 0% 0 0%
Local stores, Wilson Road, Ely, 1 2% 0 0% 0 0% 1 1.5% 0 0% 0 .0% 0 .0% 0 0% 0 0%
Cardiff
Makro, Nantgarw Hill, Nantgarw, o o o o o o o o o
Other Caerphilly 1 2% 0 .0% 0 .0% 1 1.5% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Morrisons, Ty Glas Road, Cardiff 1 2% 0 .0% 0 .0% 1 1.5% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
One Stop, South Road, Sully 1 2% 0 .0% 0 .0% 1 1.5% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Asda, Riverside Retail Park, o o o o o o o o o
Aberdare 1 2% 0 .0% 0 .0% 0 .0% 1 . 8% 0 .0% 0 .0% 0 .0% 0 .0%
Co-op, City Rd, Roath, Cardiff 1 2% 0 .0% 0 .0% 0 .0% 1 . 8% 0 .0% 0 .0% 0 .0% 0 .0%
Delivered from local stores, Penarth 1 .2% 0 . 0% 0 . 0% 0 . 0% 1 . 8% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Farmers' market, Penarth 1 .2% 0 . 0% 0 . 0% 0 . 0% 1 . 8% 0 .0% 0 . 0% 0 . 0% 0 . 0%
Williams Bakery, Cornerswell Road, 1 2% 0 .0% 0 .0% 0 .0% 1 .8% 0 .0% 0 .0% 0 .0% 0 .0%
Penarth
é;'r%'i‘ffrocery Store, Strathnairn St, 1 2% 0 0% 1 9% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Greggs, Holton Road, Barry 1 . 2% 0 . 0% 1 . 9% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Londis, Winston Road, Barry 1 2% 0 .0% 1 . 9% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
t'gr'ai(f:f""b”dge Road West, Ely, 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 1 4.0% 0 .0% 0 .0% 0 .0%
Asda, Pontygwindy Road, Caerphilly 1 1% 0 0% 0 0% 0 0% 0 0% 0 .0% 1 1.5% 0 0% 0 0%
Cardiff Market 1 1% 0 0% 0 0% 0 0% 0 0% 0 .0% 1 1.5% 0 0% 0 0%
(cont.)
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Q14. Which store or stores do you use for most of your top-up food shopping?

Other

Lidl, Caerphilly

Marks & Spencer, Wales Designer
Outlet, The Derwen, Bridgend

Tesco, Maes Y Coed, Cardiff

Tesco, Pengham Green, Cardiff
Co-op, Victoria Street, Bridgend
Co-op, Penybont Road, Pencoed

Cowbridge farmers market,
Cowbridge

Local Farmers Market, Cowbridge
Local store, Pontyclun

Local stores, St. Brides

Spar, John Street, Porthcawl

Strawberry Fields, Penny Lane,
Cowbridge

Aldi, Treseder Way, Cardiff

Co-op, Fairwater, Cardiff

Farmers Shop, Peterston super Ely
Local stores, Creigiau

Local stores, Old Port Road, Cardiff

Somerfield, Radyr Court Shopping
Precinct, Radyr Court Road, Cardiff

Spar, The Parade, Castle Drive,
Michaelston

Tesco Extra Cardiff

Tesco, Crickhowell Road, St
Mellons, Cardiff

Tesco, Gelli-hirion Industrial Estate,
Pontypridd

Weighted Base: Zone
Those doing
top-up shop
Num % 1 2 3 4
Num % Num % Num % Num % Num
1 1% 0 0% 0 .0% 0 0% 0 0% 0
1 1% 0 0% 0 .0% 0 0% 0 0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 L1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 1% 0 0% 0 .0% 0 0% 0 0% 0
0 1% 0 0% 0 .0% 0 0% 0 0% 0

N N NN

. 0%

. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%

. 0%

. 0%

. 0%

. 0%

o o O o o o o O B

o ©O o o o

1.5%

1.5%
1.5%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%

. 0%

. 0%

. 0%

. 0%

7 8
Num % Num %
0 0% 0 0%
0 0% 0 0%
0 .0% 0 .0%
0 .0% 0 .0%
1 1.4% 0 .0%
0 .0% 1 1.5%
0 .0% 1 1.5%
0 .0% 1 1.5%
0 .0% 1 1.5%
0 .0% 1 1.5%
0 .0% 1 1.5%
0 .0% 1 1.5%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 0 .0%
0 0% 0 0%
0 0% 0 0%
0 .0% 0 .0%
0 0% 0 0%
0 0% 0 0%
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Q15. What is the main reason for using Q14 store/stores for your top-up food shopping?

Weighted Base:
Those doing
top-up shop

Num %
Weighted Base: Those doing top-up shop 678 100.0%
Convenient to home 324 47 .8%
Quality of goods 58 8.6%
Convenient / cheap 54 8.0%
Convenient to work 38 5.6%
Range/ availability of food products 36 5.3%
Preference for retailer 21 3.1%
Within easy walking distance 17 2.5%
Other shops / services close by 15 2.2%
Better value for money 15 2.2%
Easy to get to parking 10 1.5%
No reason 10 1.4%
Habit, have always used the store 8 1.1%
Pleasant place to shop 7 1.0%
Lower prices 6 . 9%
Range/availability of non-food products 5 . 8%
Good bus service 3 .5%
Good service / friendly staff 2 .3%
Don't know 2 .3%
Has a petrol filling station 1 . 2%
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7 8
Num % Num %
63 100.0% 52 100.0%
30 48.6% 25 47 .8%
7 10.8% 5 10. 4%
9 14.9% 5 10. 4%
3 5.4% 3 6.0%
2 2.7% 2 3.0%
3 4.1% 0 . 0%
2 2.7% 2 3.0%
1 1.4% 2 4.5%
1 1.4% 0 . 0%
0 . 0% 1 1.5%
0 . 0% 0 . 0%
0 . 0% 0 . 0%
1 1.4% 0 . 0%
1 1.4% 1 1.5%
1 1.4% 0 . 0%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 1 1.5%
0 .0% 0 .0%
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Q15. What is the main reason for using Q14 store/stores for your top-up food shopping?

Weighted Base: Zone
Those doing
top-up shop

Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
.0% .0% .8% 4.0% .0% .0%

. 8% . 0% . 8% 2.0% . 0%
. 8% . 0% . 0% . 0%
. 0% . 9% . 8% . 0%

. 9% 1
0
0
0
. 0% . 9% . 0% 0 . 0%
0
0
0

7%
. 6%
. 4%
.3%
.3%
.3%
.3%

Supporting local stores
. 0%
. 0%
. 0%
. 5%
. 0%
. 0%
. 0%

Change . 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Special offers
. 0%
. 0%
. 0%
. 0%
. 0%

Get newspaper in the morning
. 0%
. 0%
. 0%
. 0%

Good variety fresh food
. 0% . 9% . 8% . 0%
. 0% . 9% . 8% . 0%
. 0% . 0% . 0%

Fresh fish and meat

Work there
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Shops there for someone else

Support local stores and they have
unusual products
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Other Tesco Clubcard

Handy

Visit a friend there
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. 0%

Lack of transport

Large

Likes the Layout

Likes to look around the store
Purchase halal meat
Alternative products

Close to children's school

Meat counter
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Member of family works there

Convenient to local activities
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Q16. In which shopping centre or other location do you normally buy clothing and footwear?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Barry Other 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Barry Town Centre 163 16.2% 82 35.4% 57 31.4% 11 10.0% 1 . 6% 1 3.8% 9 10.0% 1 1.0% 0 . 0%
Barry Waterfront Retail Park 9 . 8% 3 1.1% 3 1.7% 1 1.0% 0 . 0% 0 . 0% 0 . 0% 1 1.0% 1 1.0%
Bridgend Other 0 . 0% 0 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Bridgend Retail Parks 3 3% 0 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0% 1 1.0% 1 1.0%
Bridgend Town Centre 45 4.4% 1 . 6% 4 2.3% 0 . 0% 1 . 6% 0 . 0% 9 10.0% 21 25.0% 8 9.9%
Bridgend, McArthur Glen Factory Outlet 51 5.1% 7 2.9% 10 5.7% 1 1.0% 3 1.7% 2 6.3% 6 7.0% 13 15.0% 9 10.9%
Cardiff City Centre 476 47.3% 104 45.1% 70  38.3% 59 52.0% 117 62.9% 24 61.3% 37 41.0% 35 41.0% 29  37.6%
Cardiff Culverhouse Cross 125 12.4% 24 10.3% 17  9.1% 19 17.0% 24  13.1% 8 21.3% 11 12.0% 8 10.0% 13  16.8%
Cardiff Other 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Cardiff Other Retail Parks 6 . 6% 3 1.1% 0 . 0% 2 2.0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Cowbridge Town Centre 16 1.6% 0 . 0% 1 . 6% 1 1.0% 0 . 0% 1 3.8% 2 2.0% 2 2.0% 9 10.9%
Leekes, Pontyclun 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Llantrisant Town Centre 16 1.6% 1 . 6% 0 . 0% 0 . 0% 2 1.1% 1 3.8% 5 5.0% 3 4.0% 3 4.0%
Llantwit Major Town Centre 4 4% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 1 1.0% 2 2.0% 0 . 0%
Pontyclun Town Centre 2 2% 0 . 0% 0 . 0% 1 1.0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Supermarket, other location 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Talbot Green Retail Park 14 1.4% 1 . 6% 1 . 6% 2 2.0% 0 . 0% 0 1.3% 3 3.0% 2 2.0% 5 5.9%
Internet/Mail Order 68 6.8% 11 4.6% 19 10.3% 8 7.0% 10 5.1% 0 1.3% 8 9.0% 5 6.0% 8 9.9%
Don't buy 54 5.4% 16 6.9% 10 5.7% 7 6.0% 6 3.4% 1 3.8% 5 5.0% 3 4.0% 5 6.9%
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Q16. In which shopping centre or other location do you normally buy clothing and footwear?

Weighted Base: Zone
All respondents

Num % 1 2 3 4 5 6 7 8

Penarth Town Centre 33 3.3% 1 . 6% 1 . 6% 6 5.0% 24 13.1% 0 . 0% 0 . 0% 0 . 0% 1 1.0%

Marks and Spencer, Culverhouse
Cross, Cardiff

Asda, Ferry Road Retail Park,
Cardiff Bay

Varies
Cardiff Bay Retail Park

18 1.8% 7 2.9% 1 . 6% 1 1.0% 3 1.7% 1 2.5% 1 1.0% 2 2.0% 2 3.0%

.5% . 0% . 6%
. 4% . 0% . 0%

0 1 0 . 0%
0 0 1

.3% 0 . 0% 1 . 6% 0 . 0%
0 0 2
0 2 0
1 0 0

. 6% . 0% . 0% 1.0%
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. 0% 1.0%

1
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1

. 0% 0 . 0%
0
0

. 0%

2

0

. 6% 0
. 0% 0 . 0%

0

0

London
.3% .0% .0%
.3% .0%

2% . 6%

Local stores Penarth
Cardiff Bay
Ferry Road Retail Park

. 0%
. 0%

. 6%
. 6%

. 0% . 0%
. 0% . 0%

. 0% . 0%
. 0% . 0%

N W w w A~ uv

. 0%

Matalan, Glamorgan Vale Retail
Park, Llantrisant

Marks & Spencer, Cardiff City
Centre

N

2% 0 . 0% 0 . 0% 0 . 0% 2 1.1% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
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Aberdare Town Centre
Abergavenny Town Centre
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Holton, Barry Dock

Park Crescent, Barry

Tesco, Terra Nova Way, Penarth
Treforest Town Centre
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Debenhams, St David's Way, Cardiff
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Local stores, Ely

Makro, Nantgarw Hill, Nantgarw,
Caerphilly
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Morrisons, Penny Way, Barry
Newport City Centre
Next, Queen Street, Cardiff
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St Mellons
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Q16. In which shopping centre or other location do you normally buy clothing and footwear?

Weighted Base: Zone
All respondents
Num % 1 6
Num % Num % Num % Num % Num % Num % Num % Num %
ﬁ;oe'?a;i;’e“ide Retail Park, 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Weymouth Town Centre 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Wilkinsons, Holton Road, Barry 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Charity shops, Barry 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Sfﬂﬁggﬁ’t‘ Vale Retail Park, 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Swansea Town Centre 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Other Portsmouth Town Centre 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Leeds City Centre 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Local stores, Raglan 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Local stores, Ross-on-Wye 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Trafford Town Centre, Manchester 1 .1% 0 . 0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0% 0 . 0% 1 1.0%
é;?ji'f}"’”gw“d Drive, Croydon, 0 0% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0 0% 0 0% 0 0%
Carmarthen 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Monsoon, Queen Street, Cardiff 0 .0% 0 . 0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 . 0%
Q17. In which shopping centre or other location do you normally buy kitchen and household goods?
Weighted Base: Zone
All respondents
Num % 1 6
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Barry Other 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Barry Town Centre 126 12.5% 69 29.7% 32 17.7% 7 6.0% 3 1.7% 1 2.5% 10 11.0% 3 3.0% 2 2.0%
Barry Waterfront Retail Park 46 4.6% 21 9.1% 17 9.1% 1 1.0% 1 .6% 0 .0% 5 5.0% 2 2.0% 0 .0%
Bridgend Other 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Bridgend Retail Parks 12 1.1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 2 2.0% 5 6.0% 5 5.9%
Bridgend Town Centre 17 1.7% 1 .6% 1 .6% 0 .0% 1 .6% 0 .0% 2 2.0% 8 9.0% 4 5.0%
Bridgend, McArthur Glen Factory Outlet 20 2.0% 1 .6% 4 2.3% 1 1.0% 3 1.7% 0 1.3% 2 2.0% 5 6.0% 3 4.0%
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Q17. In which shopping centre or other location do you normally buy kitchen and household goods?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Cardiff City Centre 238 23.6% 49 21.1% 35 19.4% 35 31.0% 54 29.1% 15 37.5% 22 24.0% 15 18.0% 12 15.8%
Cardiff Culverhouse Cross 98 9.8% 25 10.9% 20 10.9% 8 7.0% 13 6.9% 6 16.3% 13 14.0% 4 5.0% 9 11.9%
Cardiff Other . 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Cardiff Other Retail Parks 27 2.6% 5 2.3% 2 1.1% 6 5.0% 7 4.0% 1 2.5% 2 2.0% 3 3.0% 1.0%
Cowbridge Town Centre 12 1.1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 3.8% 0 . 0% 0 . 0% 10 12.9%
Leekes, Pontyclun 11 1.1% 4 1.7% 0 . 0% 0 . 0% 1 . 6% 0 1.3% 2 2.0% 3 3.0% 2 2.0%
Llantrisant Town Centre 9 . 9% 3 1.1% 0 . 0% 0 . 0% 0 . 0% 1 2.5% 1 1.0% 3 3.0% 2 2.0%
Llantwit Major Town Centre 2 2% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0% 0 . 0% 1 1.0%
Pontyclun Town Centre 4 4% 1 . 6% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 2 2.0%
Supermarket, other location . 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0%
Talbot Green Retail Park 11 1.1% 1 . 6% 2 1.1% 1 1.0% 2 1.1% 0 1.3% 0 . 0% 3 4.0% 1 1.0%
Internet/Mail Order 39 3.8% 7 2.9% 3 1.7% 10 9.0% 7 4.0% 0 . 0% 5 6.0% 3 4.0% 2 3.0%
Don't buy 188 18.7% 40 17.1% 36 20.0% 20 18.0% 35 18.9% 6 16.3% 12 13.0% 21 25.0% 17 21.8%
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Q17. In which shopping centre or other location do you normally buy kitchen and household goods?

Weighted Base: Zone

All respondents

Num % 1 2 3 6 7 8

Num % Num % Num % Num % Num % Num % % Num %
Penarth Town Centre 36 3.6% 1 .6% 2 1.1% 6 5.0 27 14.3% 0 1.3% 0 0% 0 0% 0 0%
Ikea, Ferry Road Retail Park, Cardiff 33 3.3% 11 4.6% 1 .6% 3 3.0% 10 5.1% 2 5.0% 4 4.0% 2 2.0% 2 2.0%
Varies 22 2.2% 3 1.1% 2 1.1% 7 6.0% 2 1.1% 1 2.5% 3 3.0% 2 2.0% 3 4.0%
gg;g:g Bay Retail Park, Ferry Road, 20 2.0% 1 .6% 2 1.1% 5 4.0% 10 5.1% 1 3.8% 1 1.0% 0 0% 0 0%
Tesco, Stirling Road, Barry 18 1.8% 7 2.9% 3 1.7% 0 0% 1 .6% 0 0% 6 7.0% 1 1.0% 0 0%
Morrisons, Penny Way, Barry 15 1.5% 3 1.1% 8  4.6% 0 0% 0 0% 0 0% 3 3.0% 1 1.0% 1 1.0%
Tesco, Terra Nova Way, Penarth 14 1.4% 1 . 6% 0 .0% 5 4.0% 9 4.6% 0 .0% 0 .0% 0 .0% 0 .0%
@;;’a' Ferry Road Retail Park, Cardiff 14 1.3% 0 0% 2 1.1% 3 3.0% 6 3.4% 0 0% 0 0% 2 2.0% 0 0%
Cardiff Bay 14 1.3% 5 2.3% 2 1.1% 0 0% 2 1.1% 0 1.3% 3 3.0% 1 1.0% 0 0%
E:r”deiif?‘ Mills, Newport Road, 10 1.0% 1 .6% 4 2.3% 2 2.0% 2 1.1% 0 0% 0 0% 0 0% 0 0%
greiscf;eﬁ’é”a’ Cowbridge Road, 9 9% 0 0% 0 0% 0 0% 0 0% 0 0% 1 1.0% 3 4.0% 5 5.9%
Local Stores, Penarth 6 .6% 0 0% 0 0% 1 1.0% 5 2.9% 0 0% 0 0% 0 0% 0 0%
Cribbs Causeway, Bristol 6 .6% 0 0% 0 0% 1 1.0% 1 .6% 1 2.5% 0 0% 1 1.0% 2 2.0%
Other Tesco, Culverhouse Cross, Cardiff 5 . 5% 0 . 0% 0 . 0% 0 . 0% 2 1.1% 2 6.3% 1 1.0% 0 . 0% 0 . 0%
2‘2‘8’“%‘;’;&‘9 Road, Cardiff Gate 3 .3% 0 0% 0 0% 0 0% 1 .6% 0 0% 2 2.0% 0 0% 0 0%
ggfﬁ:ﬂ%?%ggﬂgr Outlet, The 2 2% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 1 1.0% 2 2.0%
Tesco Extra, Pengam Green, Cardiff 2 .2% 0 . 0% 1 . 6% 1 1.0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0%
gét::r‘iﬂer & Thomas, Windsor Road, 2 2% 0 0% 0 0% 0 0% 2 1.1% 0 0% 0 0% 0 0% 0 0%
Morrisons, Cardiff Bay, Cardiff 2 2% 0 0% 1 .6% 0 0% 1 .6% 0 0% 0 0% 0 0% 0 0%
Focus, Waterfront Retail Park, Barry 2 2% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Wilkinsons, Holton Road, Barry 2 2% 0 0% 2 1.1% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
JB"r?SQOLIeW'S' Cribbs Causeway, 2 2% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0 0% 0 0% 2 2.0%
gf;dQé;?j Royal London Park, 2 2% 0 0% 0 0% 0 0% 0 0% 0 0% 1 1.0% 1 1.0% 0 0%
“C"f‘gl‘: &C:%??fce" Culverhouse 2 2% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 2 2.0% 0 0%
Bristol 2 2% 0 0% 0 0% 0 0% 0 0% 0 0% 1 1.0% 0 0% 1 1.0%
Tesco, Western Avenue, Cardiff 2 2% 0 .0% 0 .0% 1 1.0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
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Q17. In which shopping centre or other location do you normally buy kitchen and household goods?

Weighted Base: Zone

All respondents

Num % 7 8

Num % Num % Num % Num % % Num %
Waterton Cross Retail Park, o o o o o o o o o
Bridgend 2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 1 1.0%
Argos, Ferry Road, Cardiff Bay 2 2% 0 .0% 0 .0% 0 .0% 1 .6% 0 .3% 0 .0% 0 0% 0 0%
Currys, Swansea Enterprise Park, o o o o o o o o o
Swansea 1 1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Local stores, Barry 1 1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Merthyr Tydfil 1 1% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
taa';g?f?"“h'ey’ Ty Glas Retail Park, 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Local Stores, Dinas Powys 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Next, Queen Street, Cardiff 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
BHS Cardiff Bay 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
'\C":rrc'i‘isff& Spencer, Queen Street, 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
The Range, Newport Road, Cardiff 1 1% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Waysons, Windsor Road, Penarth 1 1% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Woolworths, Windsor Road, Penarth 1 1% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0%
Other ; ; ;
Asda, Riverside Retail Park, o o o o o o o o o
Aberdare 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
B&Q, Culverhouse Cross, Cardiff 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Lidl, Cennin Pedr, Barry 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Makro, Heol Y Pwll, Parc Nantgarw 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Morrisons, Ebbw Vale 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Splott Market 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
K,:ijgfooc‘s' Boverton Road, Llantwit 1 1% 0 0% 0 0% 0 0% 0 0% 0 0% 1 0% 0 0% 0 0%
Glamorgan Vale Retail Park, o o o o o o o o o
Llantrisant 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 .0% 0 0% 0 0%
Sofa Sofa, Viaduct Works, Crumlin o o o o o o o o o
Road, Crumlin, near Newport 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 .0% 0 .0% 0 .0%
Abroad 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Argos, Brackla Street Centre, o o o o o o o o o
Bridgend 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
John Lewis, Bristol 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Leekes, Cowbridge Road, Pontyclun 1 .1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0% 1 1.0% 0 . 0%
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Q17. In which shopping centre or other location do you normally buy kitchen and household goods?

Lidl, Bridgend Retail Park, Bridgend

Cowbridge Road, Bridgend, Mid
Glamorgan
Newport Road, Cardiff
Other
Tesco, Talbot Green

Asda, Longwood Drive, Croydon,
Cardiff

Waitrose, Palmerston Road, Barry

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5

Num % Num % Num % Num % Num %

1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0
1 .1% 0 .0% 0 .0% 0 .0% 0 .0% 0
0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.
0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.

. 0%

. 0%

. 0%
. 0%

3%

3%

. 0%

. 0%

. 0%
. 0%

. 0%

. 0%

7 8
Num % Num %
1 1.0% 0 .0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 1 1.0%
0 .0% 0 .0%
0 .0% 0 .0%

Q18. In which shopping centre or other location do you normally buy small electrical appliances e.g. kettles, audio-visual,

photographic, etc?

Weighted Base: All respondents
Barry Other

Barry Town Centre

Barry Waterfront Retail Park
Bridgend Other

Bridgend Retail Parks

Bridgend Town Centre
Bridgend, McArthur Glen Factory Outlet

Cardiff City Centre
Cardiff Culverhouse Cross
Cardiff Other

Cardiff Other Retail Parks
Cowbridge Town Centre
Leekes, Pontyclun

Llantrisant Town Centre

Llantwit Major Town Centre

Weighted Base: Zone
All respondents
Num % 1 2 3 4 5
Num % Num % Num % Num % Num %
1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.
0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
139 13.8% 63 27 .4% 45 24.6% 8 7.0% 5 2.9% 0 1
81 8.1% 40 17.1% 27 14.9% 5 4.0% 2 1.1% 0
0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
27 2.7% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0
25 2.5% 0 . 0% 1 . 6% 0 . 0% 1 . 6% 0
11 1.1% 1 . 6% 0 . 0% 0 . 0% 1 . 6% 0
107 10.6% 24 10.3% 18 9.7% 18 16.0% 26 13.7% 5 12.
193 19.2% 42 18.3% 36 20.0% 22 19.0% 31 16.6% 20 51.
0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
21 2.1% 3 1.1% 4 2.3% 7 6.0% 6 3.4% 0
9 . 9% 4 1.7% 0 . 0% 0 . 0% 0 . 0% 0
2 2% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0
4 4% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 1
1 1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0

0%

. 0%
.3%
. 0%
. 0%
. 0%
. 0%

. 0%

5%
3%

. 0%
1.
1.
. 0%
.3%
. 0%

3%
3%

v A O w

w

O O O B B O w o

100.
. 0%
13.
.0%
. 0%
.0%
.0%

0%

0%

.0%

.0%
.0%
. 0%
.0%
.0%
. 0%
. 0%
. 0%

7 8
Num % Num %

85 100.0% 78 100.0%
0 .0% 0 .0%
3 3.0% 2 3.0%
3 3.0% 0 .0%
0 .0% 0 .0%

12 14.0% 11 13.9%

14 16.0% 4 5.0%
1 1.0% 5 5.9%
7 8.0% 4 5.0%
6 7.0% 13 16.8%
0 .0% 0 .0%
0 .0% 0 .0%
0 .0% 4 5.0%
1 1.0% 1 1.0%
1 1.0% 2 2.0%
1 1.0% 0 .0%
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Q18. In which shopping centre or other location do you normally buy small electrical appliances e.g. kettles, audio-visual, photographic, etc?

Weighted Base: Zone

All respondents

Num % 7 8

Num % Num % Num % Num % Num % % Num % Num %
Pontyclun Town Centre 7 7% 1 .6% 1 .6% 0 .0% 4 2.3% 0 .0% 0 .0% 1 1.0% 0 .0%
Supermarket, other location 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Talbot Green Retail Park 11 1.1% 0 .0% 0 .0% 1 1.0% 1 .6% 1 2.5% 2 2.0% 3 3.0% 4 5.0%
Internet/Mail Order 63 6.3% 11 4.6% 11 6.3% 8 7.0% 12 6.3% 2 5.0% 7 8.0% 8 9.0% 5 5.9%
Don't buy 113 11.3% 26 11.4% 19 10.3% 12 11.0% 18 9.7% 3 8.8% 8 9.0% 14 16.0% 12 15.8%
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Q18. In which shopping centre or other location do you normally buy small electrical appliances e.g. kettles, audio-visual, photographic, etc?

Weighted Base: Zone

All respondents

Num % 7 8

Num % Num % Num % Num % Num % % Num % Num %
Penarth Town Centre 32 3.2% 1 .6% 1 .6% 7 6.0% 22 12.0% 0 1.3% 0 .0% 0 0% 0 0%
Tesco, Stirling Road, Barry 29 2.9% 15  6.3% 4 2.3% 1 1.0% 0 .0% 0 1.3% 7 8.0% 1 1.0% 1 1.0%
gg;g:g Bay Retail Park, Ferry Road, 28 2.8% 4 1.7% 3 1.7% 5 4.0% 14 7.4% 1 2.5% 1 1.0% 1 1.0% 0 0%
Asda, Ferry Road Retail Park, Cardiff |~ 23 2.3% 1 .6% 1 .6% 6  5.0% 13  6.9% 0 1.3% 1 1.0% 0 .0% 1 1.0%
Argos, Cardiff Bay 16 1.6% 30 1.1% 0 .0% 5 4.0% 7 4.0% 0 .0% 0 .0% 2 2.0% 0 .0%
Currys, Cowbridge Road, Bridgend 14 1.4% 0 .0% 0 .0% 0 .0% 0 .0% 1 2.5% 2 2.0% 3 4.0% 8  9.9%
Tesco, Terra Nova Way, Penarth 14 1.4% 1 .6% 0 .0% 3 3.0% 6 3.4% 0 .0% 2 2.0% 1 1.0% 0 .0%
Varies 13 1.2% 30 1.1% 3 1.7% 2 2.0% 2 1.1% 0 .0% 0 .0% 1 1.0% 2 2.0%
Tesco, Culverhouse Cross, Cardiff 11 1.1% 1 . 6% 2 1.1% 1 1.0% 2 1.1% 1 2.5% 4 4.0% 0 . 0% 0 . 0%
Morrisons, Penny Way, Barry 1 1.1% 30 1.1% 7 4.0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Eg;gfgg;f‘r;homas Ltd, Windsor 1 1.1% 0 .0% 0 .0% 2 2.0% 9 4.6% 0 .0% 0 .0% 0 .0% 0 .0%
Local stores, Penarth 10 1.0% 0 .0% 0 .0% 3 3.0% 6 3.4% 0 .0% 0 .0% 0 .0% 0 .0%
g:rrkr}'f,bftul'{";;g"’g;fdcifrfss Retail 8 .8% 1 .6% 0 .0% 2 2.0% 1 .6% 2 5.0% 1 1.0% 1 1.0% 0 0%
Argos, Waterfront Retail Park, Barry 8 .8% 3 1.1% 2 1.1% 0 .0% 0 .0% 0 .0% 3 3.0% 1 1.0% 0 .0%
Other Cardiff Bay 6 .6% 0 .0% 1 .6% 1 1.0% 3 1.7% 0 .0% 1 1.0% 0 .0% 0 .0%
Comet, Newport Road, Cardiff 6 .6% 0 .0% 0 .0% 2 2.0% 1 .6% 0 1.3% 1 1.0% 1 1.0% 0 .0%
Comet, Valegate Retail Park,Cardiff 6 . 6% 1 . 6% 0 . 0% 2 2.0% 1 . 6% 0 .0% 1 1.0% 0 . 0% 0 . 0%
Currys, Newport Road, Cardiff 5 .5% 0 .0% 2 1.1% 0 .0% 3 1.7% 0 .0% 0 .0% 0 .0% 0 .0%
Tesco, Cowbridge Road, Bridgend 5 . 5% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0% 2 2.0% 2 3.0%
Comet, Culverhouse Cross, Cardiff 4 . 4% 0 . 0% 1 . 6% 0 . 0% 1 . 6% 1 2.5% 0 .0% 0 . 0% 1 1.0%
greiscf;eﬁ’é”a’ Cowbridge Road, 3 .3% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 2 2.0% 1 1.0%
Tesco Extra, Pengam Green, Cardiff 3 . 3% 0 . 0% 1 . 6% 1 1.0% 1 . 6% 0 . 0% 0 .0% 0 . 0% 0 . 0%
Morrisons, Cardiff Bay, Cardiff 3 .3% 0 .0% 2 1.1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Cribbs Causeway, Bristol 3 .3% 0 .0% 0 .0% 1 1.0% 1 .6% 0 .0% 0 .0% 0 .0% 1 1.0%
ggfﬁ:ﬂ%?%ﬂgﬂgr Outlet, The 2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 2 2.0%
ggvrcg:fdzit?zi:;?;,vglr?fgn;igt Park, 2 2% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 1 1.0% 2 2.0%
é;?gi'}'f E‘;';V Road Retail Park, 2 2% 0 .0% 0 .0% 1 1.0% 1 .6% 0 .0% 0 .0% 0 0% 0 0%
Woolworths, Windsor Road, Penarth 2 .2% 0 . 0% 0 . 0% 0 . 0% 2 1.1% 0 . 0% 0 . 0% 0 0% 0 0%
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Q18. In which shopping centre or other location do you normally buy small electrical appliances e.g. kettles, audio-visual, photographic, etc?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
g‘;"r'ﬁ;h N'Socket, Evelyn Street, 2 2% 0 0% 2 1.1% 0 0% 0 .0% 0 0% 0 0% 0 0% 0 0%
lkea, Ferry Road, Grangetown 2 .2% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0% 1 1.0% 1 1.0%
Waterton Cross Retail Park, o o o o o o o o o
Bridgend 2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 1 1.0%
JB‘;?SQOLIeW'S' Cribbs Causeway, 1 1% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0 0% 0 0% 1 1.0%
Aldi, Ferry road, Cardiff 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Comet, Cwmbran Retail Park, o o o o o o o o o
Cwmbran 1 1% 0 0% 0 0% 1 1.0% 0 .0% 0 0% 0 0% 0 0% 0 0%
Z‘;'r”dsi?f“ry s, Colchester Avenue, 1 1% 0 0% 0 0% 1 1.0% 0 0% 0 0% 0 0% 0 0% 0 0%
Tesco, Western Avenue, Cardiff 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
B&Q, Hadfield Road, Cardiff 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
BHS, Queen Street, Cardiff 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Morrisons, Cardiff Bay 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Other Son gets it from trade suppliers 1 1% 0 . 0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 . 0%

Trade wholesalers 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Waysons, Windsor Road, Penarth 1 .1% 0 .0% 0 . 0% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 .0% 0 . 0%
Asda, Riverside Retail Park, o o o o o o o o o
Aberdare 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Focus, Waterfront Retail Park, Barry 1 1% 0 .0% 1 . 6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Lidl, Cennin Pedr, Barry 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Makro, Caerphilly 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Cowbridge Road, Cardiff 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Woolworths, Holton Rd, Barry 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Abroad 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Argos, Brackla Street Centre, o o o o o o o o o
Bridgend 1 1% 0 0% 0 0% 0 0% 0 .0% 0 0% 0 0% 1 1.0% 0 0%
Local stores, LLantwit Major 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Bristol 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
Richer Sounds, Canton, Cardiff 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
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Q18. In which shopping centre or other location do you normally buy small electrical appliances e.g. kettles, audio-visual, photographic, etc?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
é;?ji'f}"’”g""“d Drive, Croydon, 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Other Costco, St Brendans Way, Bristol 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 1.3% 0 .0% 0 . 0% 0 . 0%
Makro, Heol Y Pwll, Parc Nantgarw 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Q19. In which shopping centre or other location do you normally buy recreational & miscellaneous goods?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %

Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Barry Other . 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Barry Town Centre 122 12.2% 56 24.0% 48 26.3% 8 7.0% 1 .6% 2 5.0% 5 6.0% 3 3.0% 0 .0%
Barry Waterfront Retail Park 34 3.3% 15 6.3% 8 4.6% 3 3.0% 1 .6% 0 .0% 5 6.0% 1 1.0% 0 .0%
Bridgend Other . 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Bridgend Retail Parks 6 .6% 0 .0% 2 1.1% 0 .0% 0 .0% 0 .0% 2 2.0% 1 1.0% 2 2.0%
Bridgend Town Centre 22 2.2% 0 .0% 1 .6% 0 .0% 1 .6% 0 1.3% 5 6.0% 9 11.0% 5 5.9%
Bridgend, McArthur Glen Factory Outlet 15 1.4% 3 1.1% 1 .6% 2 2.0% 2 1.1% 0 1.3% 4 4.0% 1 1.0% 2 2.0%
Cardiff City Centre 283 28.1% 66 28.6% 35 19.4% 43 38.0% 59 31.4% 15 38.8% 17 19.0% 30 35.0% 18 22.8%
Cardiff Culverhouse Cross 23 2.2% 8 3.4% 4 2.3% 3 3.0% 2 1.1% 1 3.8% 2 2.0% 1 1.0% 1 1.0%
Cardiff Other . 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Cardiff Other Retail Parks 13 1.2% 1 .6% 2 1.1% 5 4.0% 3 1.7% 0 1.3% 1 1.0% 0 .0% 0 .0%
Cowbridge Town Centre 17 1.7% 1 .6% 0 .0% 2 2.0% 0 .0% 1 2.5% 2 2.0% 3 3.0% 8 9.9%
Leekes, Pontyclun 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Llantrisant Town Centre 7 T% 0 .0% 0 .0% 0 .0% 1 .6% 0 1.3% 2 2.0% 3 3.0% 2 2.0%
Llantwit Major Town Centre 6 .6% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 2 2.0% 3 3.0% 1 1.0%
Pontyclun Town Centre 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Supermarket, other location 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 .0% 0 .0% 0 . 0% 0 . 0%
Talbot Green Retail Park 11 1.0% 0 .0% 1 .6% 0 .0% 0 .0% 0 1.3% 2 2.0% 3 3.0% 5 5.9%
Internet/Mail Order 80 7.9% 13 5.7% 15 8.0% 3 3.0% 13 6.9% 2 5.0% 14 16.0% 10 12.0% 9 11.9%
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Q19. In which shopping centre or other location do you normally buy recreational & miscellaneous goods?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Don't buy 305  30.3% 75 32.6% 57 31.4% 29  26.0% 59 31.4% 10  25.0% 25 28.0% 22  26.0% 27  34.7%
Penarth Town Centre 30 3.0% 1 .6% 1 .6% 7 6.0% 21  11.4% 0 0% 0 0% 0 0% 0 0%
gg;g:g Bay Retail Park, Ferry Road, 28 2.8% 3 1.1% 3 1.7% 6 5.0 12 6.3% 2 5.0% 3 3.0% 0 0% 0 0%
Varies 18 1.8% 3 1.1% 4 2.3% 2 2.0% 2 1.1% 0 1.3% 2 2.0% 3 3.0% 2 3.0%
’éggrg;;fca’d'ff Bay Retail Park, 10 1.0% 0 0% 0 0% 3 3.0% 5 2.9% 0 0% 1 1.0% 1 1.0% 0 0%
Argos, Waterfront Retail Park, Barry 10 1.0% 5 2.3% 3 1.7% 0 .0% 0 .0% 0 .0% 2 2.0% 0 .0% 0 .0%
Cardiff Bay 10 1.0% 1 .6% 1 .6% 0 0% 5 2.9% 0 1.3% 2 2.0% 0 0% 0 0%
JJB, Cardiff Bay Retail Park, Ferry o o o o o o o o o
Road. Cardiff 7 7% 0 0% 1 6% 3 3.0% 1 .6% 0 1.3% 1 1.0% 0 0% 0 0%
gg;/s R'Us, Sports Village, Cardiff 5 5% 0 0% 1 6% 1 1.0% 3 1.7% 0 0% 0 0% 0 0% 0 0%
Abroad 5 5% 0 0% 0 0% 1 1.0% 1 .6% 0 1.3% 1 1.0% 1 1.0% 1 1.0%
Tesco Extra, Cowbridge Road, 4 4% 0 0% 0 0% 0 0% 0 0% 0 1.3% 0 0% 2 2.0% 2 2.0%
Bridgend
@;;’a' Ferry Road Retail Park, Cardiff 3 .3% 0 0% 0 0% 1 1.0% 2 1.1% 0 0% 0 0% 0 0% 0 0%
Other Local stores, Penarth 3 .3% 0 0% 0 0% 1 1.0% 2 1.1% 0 0% 0 0% 0 0% 0 0%

Tesco, Barry 3 .3% 0 0% 1 .6% 0 0% 1 .6% 0 0% 1 1.0% 0 0% 0 0%
Tesco, Stirling Road, Barry 3 .3% 0 0% 2 1.1% 0 0% 0 0% 0 0% 1 1.0% 0 0% 0 0%
Tesco, Culverhouse Cross, Cardiff 2 2% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 2 2.0% 0 .0% 0 .0%
London City Centre 2 2% 0 0% 0 0% 1 1.0% 1 .6% 0 0% 0 0% 0 0% 0 0%
Cribbs Causeway, Bristol 2 2% 0 0% 0 0% 0 0% 1 .6% 0 0% 0 0% 0 0% 1 1.0%
g'ri’:r?rga“ Vale Retail Park, Talbot 2 2% 0 0% 0 0% 0 0% 0 0% 0 0% 1 1.0% 0 0% 1 1.0%
Newport Town Centre 1 1% 1 6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Aldi, Cardiff Bay 1 1% 0 0% 0 0% 1 1.0% 0 0% 0 0% 0 0% 0 0% 0 0%
Penarth Road, Cardiff 1 1% 0 0% 0 0% 1 1.0% 0 0% 0 0% 0 0% 0 0% 0 0%
Z‘;'r”dsi?f“ry s, Colchester Avenue, 1 1% 0 0% 0 0% 1 1.0% 0 0% 0 0% 0 0% 0 0% 0 0%
Tesco, Western Avenue, Cardiff 1 1% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Husbands golf club 1 1% 0 0% 0 0% 0 0% 1 .6% 0 0% 0 0% 0 0% 0 0%
Kitchener & Thomas, Windsor Road, o o o o o o o o o
Penarth Town Comtrs 1 1% 0 0% 0 0% 0 0% 1 .6% 0 0% 0 0% 0 0% 0 0%
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Q19. In which shopping centre or other location do you normally buy recreational & miscellaneous goods?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %
Local stores, Tenby 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Oxfam, Windsor Road, Penarth 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Toys R"Us, Hayes Bridge Road, 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Cardiff
Wilkinsons Hardware Stores Ltd, o o o o o o o o o
Colchester Avenue, Penylan, Cardiff 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Asda and JJB, Cardiff Bay Retail Park, o o o o o o o o o
Ferry Road, Cardiff 1 1% 0 0% 1 6% 0 0% 0 .0% 0 0% 0 0% 0 0% 0 0%
Asda, Riverside Retail Park, o o o o o o o o o
Aberdare 1 1% 0 0% 1 6% 0 0% 0 .0% 0 0% 0 0% 0 0% 0 0%
Barry Leisure Centre, Greenwood o o o o o o o o o
Street, Barry 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Lidl, Cennin Pedr, Barry 1 1% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Pump House, Penarth Road, Cardiff 1 .1% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0%
Woolworths, Holton Road, Barry 1 .1% 0 . 0% 1 . 6% 0 . 0% 0 . 0% 0 . 0% 0 .0% 0 . 0% 0 . 0%
ggﬁ;‘i’;’,?'d Bowls, Whitchurch Road, 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Other Manchester 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%

“C"f‘gl‘: & Spencer, Culverhouse 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Own shop, Llandow 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0% 0 .0%
Argos, Brackla Street Centre, o o o o o o o o o
Bridgend 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Rainbow Plaza, Boverton Rd, o o o o o o o o o
Llantwit Major 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0% 0 .0%
Local stores, Cowbridge 1 .1% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 0 . 0% 1 1.0%
Waterton Cross Retail Park, o o o o o o o o o
Bridgend 1 1% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 1 1.0%
é;?ji'f}'mgw‘md Drive, Croydon, 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Local stores, Wenvoe 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Makro, Heol Y Pwll, Parc Nantgarw 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
Porter's Wholesale Jewellers, o o o o o o o o o
Monthermer Road, Cathays, Cardiff 0 0% 0 0% 0 0% 0 0% 0 .0% 0 1.3% 0 0% 0 0% 0 0%
YC Sports, Crwys Road, Cardiff 0 .0% 0 .0% 0 .0% 0 .0% 0 .0% 0 1.3% 0 .0% 0 .0% 0 .0%
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Q20. How often do you normally visit Barry town centre for any purpose?

Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Every day 42 4.2% 24 10.3% 14 7.4% 1 1.0% 2 1.1% 0 .0% 2 2.0% 0 .0% 0 .0%
Less than every day but more o o o o o o o o o
than once a week 124 12.3% 58 25.1% 49 26.9% 6 5.0% 1 .6% 2 5.0% 7 8.0% 1 1.0% 0 .0%
Once a week 166 16.5% 63 27 .4% 63 34.3% 9 8.0% 4 2.3% 5 13.8% 14 15.0% 5 6.0% 3 4.0%
Once a fortnight 76 7.6% 25 10.9% 14 7.4% 9 8.0% 9 4.6% 1 3.8% 13 14.0% 3 4.0% 2 3.0%
Once every three weeks 9 . 9% 4 1.7% 1 .6% 2 2.0% 0 .0% 0 1.3% 0 .0% 1 1.0% 0 .0%
Once a month 81 8.0% 13 5.7% 10 5.7% 15 13.0% 15 8.0% 3 8.8% 18 20.0% 6 7.0% 0 .0%
Less often 168 16.7% 17 7.4% 21 11.4% 29 26.0% 46 24.6% 8 20.0% 16 18.0% 19 23.0% 12 14.9%
Never 323 32.1% 21 9.1% 9 5.1% 42 37.0% 104 56.0% 18 46.3% 21 23.0% 48 57.0% 59 75.2%
Varies 15 1.5% 5 2.3% 2 1.1% 0 .0% 4 2.3% 0 1.3% 0 .0% 1 1.0% 2 3.0%
Don't know 1 1% 0 .0% 0 .0% 0 .0% 1 .6% 0 .0% 0 .0% 0 .0% 0 .0%
Q21. What are the main reasons for you visiting Barry town centre?
Weighted Base: Zone
Those visiting
Barry town
centre
Num % 1 2
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: Those visiting Barry town centre 683 100.0% 210 100.0% 173 100.0% 71 100.0% 82 100.0% 21 100.0% 70 100.0% 36 100.0% 19 100.0%
Use bank/financial services/Post Office 165 24.2% 63 30.2% 57 33.1% 10 14.3% 3 3.9% 8 37.2% 18 26.0% 3 9.3% 2 8.0%
Non-food shopping 151 22.1% 40 18.9% 36 21.1% 18 25.4% 19 23.4% 4 20.9% 22 31.2% 9 25.6% 2 12.0%
Food shopping 92 13.4% 32 15.1% 22 12.7% 11 15.9% 6 7.8% 1 4.7% 8 11.7% 6 16.3% 5 28.0%
Leisure uses 49 7.1% 7 3.1% 8 4.8% 11 15.9% 14 16.9% 1 4.7% 3 3.9% 3 9.3% 2 8.0%
Use other services 31 4.5% 7 3.1% 7 4.2% 3 4.8% 4 5.2% 3 16.3% 1 1.3% 3 9.3% 2 8.0%
Use library 25 3.7% 17 8.2% 5 3.0% 0 .0% 0 .0% 0 .0% 2 2.6% 0 .0% 1 4.0%
Work 21 3.0% 7 3.1% 6 3.6% 2 3.2% 1 1.3% 0 .0% 2 2.6% 3 7.0% 0 .0%
Visit Council offices 8 1.1% 0 .0% 2 1.2% 0 .0% 3 3.9% 0 .0% 0 .0% 1 2.3% 2 8.0%
(cont.)
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Q21. What are the main reasons for you visiting Barry town centre?

Weighted Base: Zone
Those visiting
Barry town
centre
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Browsing 23 3.4% 4 1.9% 5 3.0% 5 6.3% 2 2.6% 0 0% 6 9.1% 0 0% 1 4.0%
Visit friends/family 18 2.6% 4 1.9% 3 1.8% 0 0% 10 11.7% 0 2.3% 0 0% 1 2.3% 0 0%
Market 10 1.5% 1 .6% 1 .6% 2 3.2% 4 5.2% 0 2.3% 1 1.3% 0 0% 0 0%
No reason 7 1.0% 1 .6% 2 1.2% 0 0% 2 2.6% 0 0% 0 0% 1 2.3% 1 4.0%
Visit the market 6 .9% 5 2.5% 0 0% 0 0% 1 1.3% 0 0% 0 0% 0 0% 0 0%
Hairdressers 6 .9% 3 1.3% 0 0% 0 0% 1 1.3% 0 0% 1 1.3% 1 2.3% 1 4.0%
For a change 5 .8% 0 0% 1 .6% 1 1.6% 2 2.6% 0 0% 0 0% 1 2.3% 0 0%
For a walk 4 .6% 0 0% 3 1.8% 1 1.6% 0 0% 0 0% 0 0% 0 0% 0 0%
Convenience 4 .6% 0 0% 3 1.8% 0 0% 0 0% 0 0% 1 1.3% 0 0% 0 0%
Lives there 4 .6% 4 1.9% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Keep an eye on local community 4 .6% 3 1.3% 0 .0% 1 1.6% 0 .0% 0 .0% 0 .0% 0 .0% 0 .0%
Convenient to home 4 .5% 3 1.3% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
To get out of the house 3 4% 3 1.3% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Opticians 2 .3% 0 0% 0 0% 0 0% 1 1.3% 0 2.3% 0 0% 0 0% 1 4.0%
Go for lunch 2 .3% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 1 2.3% 0 0%
Other To go to chemist 2 .3% 0 0% 1 .6% 0 0% 0 0% 0 0% 1 1.3% 0 0% 0 0%
Non food shopping 2 .3% 0 0% 0 0% 0 0% 1 1.3% 0 0% 0 0% 1 2.3% 0 0%
As a last resort 2 .3% 0 0% 1 .6% 0 0% 0 0% 0 0% 0 0% 1 2.3% 0 0%
Business 1 2% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Close by 1 2% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
'S'Lk;;pcig;“bi”ing pub meals and 1 2% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Visit Job Centre 1 2% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Visit the chapel 1 2% 1 .6% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Butchers 1 2% 0 0% 0 0% 1 1.6% 0 0% 0 0% 0 0% 0 0% 0 0%
Choir 1 2% 0 0% 0 0% 1 1.6% 0 0% 0 0% 0 0% 0 0% 0 0%
Dentists 1 2% 0 0% 0 0% 1 1.6% 0 0% 0 0% 0 0% 0 0% 0 0%
Visit the pubs 1 2% 0 0% 0 0% 1 1.6% 0 0% 0 0% 0 0% 0 0% 0 0%
g‘;‘rRryPitma” Footwear, High Street, 1 2% 0 0% 0 0% 0 0% 1 1.3% 0 0% 0 0% 0 0% 0 0%
Free car park 1 2% 0 0% 0 0% 0 0% 1 1.3% 0 0% 0 0% 0 0% 0 0%
(cont.)
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Q21. What are the main reasons for you visiting Barry town centre?

Weighted Base: Zone
Those visiting
Barry town
centre
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %

Specific item, bathroom fixture 2% .0% .0% .0% 1.3% .0% .0% .0% .0%
Wallpaper 2% .0% .0% .0% 1.3% .0% .0% .0% .0%
An event 2% .0% .0% .0% 1.3% .0% .0% .0% .0%
Wool Shop 2% .0% .0% .0% 1.3% .0% .0% .0% .0%
Doctors 2% .0% .6% .0% .0% .0% .0% .0% .0%

2%
2%
2%
2%
2%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%
1%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 6%
. 6%
. 6%
. 6%
. 6%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
2.3%
2.3%
2.3%
2.3%

. 0%
. 0%
. 0%
. 0%
. 0%
.3%
.3%
.3%
.3%
.3%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Leisure centre
Library
Likes the atmosphere
On the way to the Gym
Shopping
Parents live there
Other Take children to a playgroup
To get photos developed in Boots
Walking/exercise
Work

R R R R R

Buy dog food

Visit Chiropractor
. 0%
. 0%
. 0%
. 0%
. 0%
. 0%

Opticians and dentist
Vet

Church . 0%
. 0%
. 0%

. 0%

To attend a computer class

To purchase birthday cards
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Q23. SEG

Weighted Base: Zone

All respondents

Num % 3

Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
A/B 286 28.4% 50 21.7% 32 17.7% 40 35.0% 61 32.6% 19 48.8% 29 32.0% 22 26.0% 33 41.6%
C1 329 32.7% 85 36.6% 50 27 .4% 35 31.0% 71 38.3% 10 26.3% 26 29.0% 29 34.0% 22 28.7%
Cc2 199 19.7% 46 20.0% 54 29.7% 23 20.0% 26 13.7% 6 15.0% 18 20.0% 13 15.0% 13 16.8%
D/E 140 13.9% 37 16.0% 39 21.1% 9 8.0% 17 9.1% 3 7.5% 13 14.0% 17 20.0% 5 6.9%
Refused 53 5.3% 13 5.7% 7 4.0% 7 6.0% 12 6.3% 1 2.5% 5 5.0% 4 5.0% 5 5.9%
Q24. Age bands

Weighted Base: Zone

All respondents

Num %

Num % Num % Num % Num % Num % Num % Num % Num %

Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
18 - 24 years 23 2.2% 5 2.3% 1 .6% 3 3.0% 5 2.9% 0 .0% 2 2.0% 3 3.0% 3 4.0%
25 - 34 years 57 5.7% 17 7.4% 11 6.3% 6 5.0% 7 4.0% 2 5.0% 4 4.0% 6 7.0% 4 5.0%
35 - 44 years 119 11.9% 28 12.0% 25 13.7% 9 8.0% 20 10.9% 5 13.8% 16 18.0% 10 12.0% 5 6.9%
45 - 54 years 147 14.6% 29 12.6% 28 15.4% 18 16.0% 30 16.0% 6 15.0% 16 18.0% 14 16.0% 6 7.9%
55 - 64 years 211 21.0% 46 20.0% 36 20.0% 29 26.0% 34 18.3% 8 21.3% 20 22.0% 19 22.0% 18 22.8%
65 years or above 435 43.2% 102 44.0% 77 42.3% 46 41.0% 87 46.9% 17 43.8% 32 35.0% 32 38.0% 41 52.5%
Refused 14 1.4% 4 1.7% 3 1.7% 1 1.0% 2 1.1% 0 1.3% 1 1.0% 2 2.0% 1 1.0%
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Q25. How many adults, including yourself, aged 16 years and over are there living in your household?

Weighted Base: Zone

All respondents

Num %

Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
1 274 27.3% 66 28.6% 56 30.9% 19 17.0% 60 32.0% 7 18.8% 25 28.0% 19 23.0% 21 26.7%
2 533 52.9% 116 50.3% 88 48.0% 77 68.0% 89 48.0% 23 58.8% 54 60.0% 41 48.0% 44 56.4%
3 125 12.4% 28 12.0% 26 14.3% 11 10.0% 27 14.3% 6 15.0% 6 7.0% 13 15.0% 9 10.9%
4 or more 46 4.6% 11 4.6% 9 5.1% 2 2.0% 6 3.4% 2 6.3% 3 3.0% 8 10.0% 4 5.0%
Refused 28 2.8% 11 4.6% 3 1.7% 3 3.0% 4 2.3% 0 1.3% 2 2.0% 3 4.0% 1 1.0%
Q26. How many children aged under 16 years are there living in your household?

Weighted Base: Zone

All respondents

Num %

Num % Num % Num % Num % Num % Num % Num % Num %

Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
None 810 80.6% 179 77.1% 146 80.0% 96 85.0% 151 81.1% 31 78.8% 74 82.0% 65 77.0% 68 87.1%
1 67 6.7% 19 8.0% 15 8.0% 5 4.0% 7 4.0% 3 7.5% 5 6.0% 8 9.0% 6 7.9%
2 78 7.7% 20 8.6% 15 8.0% 7 6.0% 19 10.3% 3 7.5% 5 5.0% 8 9.0% 2 3.0%
3 18 1.8% 3 1.1% 3 1.7% 2 2.0% 3 1.7% 2 5.0% 4 4.0% 1 1.0% 0 .0%
4 or more 6 .6% 3 1.1% 1 .6% 0 .0% 1 .6% 0 .0% 1 1.0% 0 .0% 0 .0%
Refused 27 2.7% 9 4.0% 3 1.7% 3 3.0% 4 2.3% 0 1.3% 2 2.0% 3 4.0% 2 2.0%
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Q27. How many cars does your household own or have the use of?

Weighted Base: Zone

All respondents

Num % 1 2 3 4 5 6 7 8

Num % Num % Num % Num % Num % Num % Num % Num %

Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
None 141 14.0% 40 17.1% 35 19.4% 7 6.0% 31 16.6% 1 3.8% 6 7.0% 14 17.0% 6 7.9%
1 469 46.6% 119 51.4% 89 48.6% 53 47.0% 86 46.3% 14 35.0% 42 46.0% 33 39.0% 33 42.6%
2 282 28.1% 48 20.6% 40 21.7% 42 37.0% 50 26.9% 16 40.0% 33 37.0% 26 31.0% 28 35.6%
3 or more 88 8.7% 17 7.4% 15 8.0% 9 8.0% 14 7.4% 8 20.0% 7 8.0% 8 10.0% 9 11.9%
Refused 26 2.6% 8 3.4% 4 2.3% 2 2.0% 5 2.9% 0 1.3% 2 2.0% 3 3.0% 2 2.0%

Q29. Gender of respondent

Weighted Base: Zone
All respondents
Num % 1 2 3 4 5 6 7 8
Num % Num % Num % Num % Num % Num % Num % Num %
Weighted Base: All respondents 1006 100.0% 231 100.0% 182 100.0% 113 100.0% 186 100.0% 39 100.0% 90 100.0% 85 100.0% 78 100.0%
Male 305 30.3% 81 34.9% 47 25.7% 40 35.0% 53 28.6% 11 28.8% 28 31.0% 24 28.0% 22 27.7%
Female 701 69.7% 151 65.1% 136 74.3% 74 65.0% 133 71.4% 28 71.3% 62 69.0% 61 72.0% 57 72.3%
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Appendix 3 Barry Goad Plan

WES30327 Appendices



0

N

S .3

0 £0°%

o S8

= QI EL§

=) 2 O 252

3] 3 cef

. = a3 o Hit

o < € o c 32,

S L v = 2N g 558

2 -} nr., c o> =4 S 8z=

— S as S S | g8l

) o S £ S E |8 q af%

o Loc g |85 3|8 g B

© c© © Q7% 0|« = | 288

o S = O 3 - No|OEsS

o 5|2 S| BEg

[ < > o | 3 ™ €28

=T W £Ee o D w! [=} 22

) T 3 T 5 T 2 E 29| &

] Z© o (N7} >S|<z 2| i

£ 3

=
0

Convenience
Comparison
Retail Service
Non Retail




Appendix 4 Convenience Retail Capacity
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Table 1a: Population

2001 2007 2009 2012
Zone 1 27,127 28,122 28,295 28,558
Zone 2 20,414 21,163 21,293 21,491
Zone 3 13,607 14,106 14,193 14,325
Zone 4 20,836 21,601 21,733 21,935
Zone 5 4,770 4,945 4,975 5,022
Zone 6 9,971 10,337 10,400 10,497
Zone 7 10,035 10,403 10,467 10,564
Zone 8 8,718 9,038 9,093 9,178
Total 115,478 119,716 120,448 121,570

1. 2001 Population obtained from 2001 Census using Experian MMG3. Census

output is crown copyright and is reproduced with the

permission of HMSO and the Queen's printer for Scotland.
2. Population Growth Rates from Appendix 6, The Vale of Glamorgan Population and
Housing Projections Topic Paper (December 2007) - based on annual build rate of

500 dwellings per annum across the Vale




Table 2a Convenience Expenditure

2007 2007 excl. SFT 2009 2012
Zone 1 £1,611 £1,585 £1,585 £1,593
Zone 2 £1,587 £1,562 £1,561 £1,569
Zone 3 £1,811 £1,782 £1,782 £1,791
Zone 4 £1,716 £1,689 £1,688 £1,697
Zone 5 £1,984 £1,952 £1,952 £1,962
Zone 6 £1,648 £1,622 £1,621 £1,629
Zone 7 £1,667 £1,640 £1,640 £1,648
Zone 8 £1,983 £1,951 £1,951 £1,961

1. 2007 Base data from Experian MMG3 (2007)
2. Deduction allowed for SFT: 1.6% in 2007 rising to 2.3% in 2012

3. Expenditure growth assumed 0.9% at 2007-2008, -0.5% to 2009, -0.1% to 2010,
0.2% to 2011 and 0.7% per annum 2012 onwards.

4. Expenditure growth rates derived from Experian Retail Planner Briefing Note
Figure 2 (April 2009)
5. 2007 price base used throughout



Table 3a Total Available Convenience Expenditure

Growth 2007 - | Growth 2007 -

2007 2009 2012 2009 2012

Zone 1 £44.57 £44.85 £45.49 0.6% 21%
Zone 2 £33.06 £33.24 £33.72 0.5% 2.0%
Zone 3 £25.14 £25.29 £25.66 0.6% 21%
Zone 4 £36.48 £36.69 £37.22 0.6% 2.0%
Zone 5 £9.65 £9.71 £9.85 0.6% 21%
Zone 6 £16.77 £16.86 £17.10 0.6% 2.0%
Zone 7 £17.06 £17.17 £17.41 0.6% 2.0%
Zone 8 £17.63 £17.74 £18.00 0.6% 21%
Total £200.37 £201.54 £204.45 0.6% 2.0%

1. Product of Tables 1a & 2a




Table 4a Retail Capacity Analysis

Open catchment

2012 2012
Benchmark
° ° Conv turnover Benchmark
g Total Net Sq g % of Conv |floorspace (sq| density (£ per | Benchmark % Trade from | Turnover from
Area [stores 3 m 3| Goods m) sqm) @ Turnover Catchment ® | Catchment £M
Zone 1 |Londis, 25 -27 Ivor Street 2 100 2 95% 95 £3,500 £0.33 100% £0.33
[Somerfield, Weycocks Cross, Pontypridd Road 2 130 2 90% 17 £7,751 £0.91 100% £0.91
[Spar, 369 - 371 Barry Road 2 130 2 95% 124 £7,257 £0.90 100% £0.90
Co-op, 1 Colcot Road 1 118 2 95% 12 £6,753 £0.76 100% £0.76
Tesco, Stirling Road 6 2,600 2 65% 1,690 £12,611 £21.31 90% £19.18
Morrisons, Heol Ceiniog 1 3,163 2 75% 2,372 £12,010 £28.49 90% £25.64
Iceland, 143 Holton Road 1 374 2 100% 374 £6,000 £2.24 100% £2.24
[Tesco Express, Holton Road 5 280 5 95% 266 £12,611 £3.35 100% £3.35
Sub-total 6,895 5,150 £58.29 £53.31
Zone 2 |Spar, Winston Road 2 85 2 95% 81 £7,257 £0.59 100% £0.59
Costcutter, Merthyr Dyfan Road 2 75 2 95% 7 £3,500 £0.25 100% £0.25
Lidl, Cennin Pedr (extended store) 4 1,286 2 80% 1,029 £2,731 £2.81 90% £2.53
Spar, 104 - 106 Main Street 2 85 2 95% 81 £7,257 £0.59 100% £0.59
Waitrose, Palmerston Road 1 2,325 2 85% 1,976 £11,589 £22.90 90% £20.61
Sub-total 3,856 3,238 £27.13 £24.56
Zone 3 |Budgens, 36 Cardiff Road 2 135 2 95% 128 £3,500 £0.45 100% £0.45
Spar, 11 The Parade 2 135 2 90% 122 £7,257 £0.88 100% £0.88
Spar, Brockhill Way 2 115 2 90% 104 £7,257 £0.75 100% £0.75
Sub-total 385 353 £2.08 £2.08
Zone 4 |Co-op, 26 Windsor Road 1 187 2 95% 178 £6,753 £1.20 100% £1.20
Spar, 16 Windsor Road 1 149 2 95% 142 £7,257 £1.03 100% £1.08
Tesco, Western Road, Penarth Haven 1 2,362 2 75% 1,772 £12,611 £22.34 90% £20.11
Spar, Glyndwr Road 2 45 2 95% 43 £7,257 £0.31 100% £0.31
Tesco Express, Penarth 6 250 6 95% 238 £12,611 £3.00 100% £3.00
Sub-total 2,993 2,371 £27.87 £25.64
Zone 5 [Tesco, Culverhouse Cross 3 6,583 2 50% 3,292 £12,611 £41.51 30% £12.45
Marks & Spencer, Culverhouse Cross 1 837 2 95% 795 £11,759 £9.35 30% £2.81
Sub-total 7,420 4,087 £50.86 £15.26
Zone 6 |Spar, Fontygary Road 2 50 2 90% 45 £7,257 £0.33 100% £0.33
Londis, The Square 2 85 2 95% 81 £3,500 £0.28 100% £0.28
Sub-total 135 126 £0.61 £0.61
Zone 7 |Somerfield, The Precinct, Boverton Road 1 404 2 90% 364 £7,751 £2.82 100% £2.82
Filco Foods, Boverton Road, Llantwit Major 2 585 2 90% 527 £3,500 £1.84 100% £1.84
Spar, Boverton Road 2 120 2 95% 114 £7,257 £0.83 100% £0.83
Sub-total 1,109 1,004 £5.49 £5.49
Zone 8 [Spar, 57 High Street 2 70 2 90% 63 £7,257 £0.46 100% £0.46
Filco Foods, Cowbridge 2 150 2 95% 143 £3,500 £0.50 100% £0.50
[Tesco Express, 44a High Street 2 80 2 95% 76 £12,611 £0.96 100% £0.96
Sub-total 300 282 £1.91 £1.91
All [Other Convenience Floorspace 6 2,000 6 100% 2,000 £3,500 £7.00 100% £7.00
JGrand Total | | | £181.25 || |  e135.87
JAvailable Expenditure 2012 | | | 1] | £204.45
|Hemaining Capacity | | | | | | £68.58

1 IGD

2 Floorspace estimates obtained from NLP site visits April 2008.

3 Retail Statement produced by DPP for extension to Tesco, Culverhouse Cross (2002)
4 Lidl planning application details

5 Tesco planning application details

6 NLP estimate

' Benchmark turnover density derived from Verdict Grocery Retailers Report 2009 (2007 prices) or NLP estimate for smaller stores of £3,500 per sq m.

® NLP estimate based on location of surrounding stores




Table 5a: Benchmark Turnover of Proposed Foodstore

2009 2012
Size sgm net 4,600
Convenience Floorspace % 60%
sgm net 2,800
Sales density (1) £/Sqm net
Tesco average sales density 12,611 12,611
Asda average sales density 15,068 15,068
Average sales density 13,840 13,840
Total turnover (1) £m 38.8 38.8
Turnover derived from catchment area (2) £m 90% 34.9 34.9

(1) Sales density based on Tesco (£12,611 per sq m) and Asda (£15,068 per sq m) sales densities (Verdict

2009 - 2007 prices)
(2) Total turnover (£m) of proposed convenience floorspace

(3) NLP estimate that 90% of the proposed convenience turnover will be derived from the Catchment Area

allowing for an inflow of 10%




Appendix 5 Comparison Retail Capacity
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Table 1b: Population

2001 2007 2009 2012
Zone 1 27,127 28,122 28,295 28,558
Zone 2 20,414 21,163 21,293 21,491
Zone 3 13,607 14,106 14,193 14,325
Zone 4 20,836 21,601 21,733 21,935
Zone 5 4,770 4,945 4,975 5,022
Zone 6 9,971 10,337 10,400 10,497
Zone 7 10,035 10,403 10,467 10,564
Zone 8 8,718 9,038 9,093 9,178
Total 115,478 119,716 120,448 121,570

1. 2001 Population obtained from 2001 Census using Experian MMG3. Census

output is crown copyright and is reproduced with the

permission of HMSO and the Queen's printer for Scotland.

2. Population Growth Rates from Appendix 6, The Vale of Glamorgan Population and

Housing Projections Topic Paper (December 2007) - based on annual build rate of
500 dwellings per annum across the Vale




Table 2b: Comparison Expenditure

2007 excl.
2007 SFT 2009 2012
Zone 1 £2,780 £2,583 £2,577 £2,677
Zone 2 £2,546 £2,365 £2,360 £2,452
Zone 3 £3,388 £3,147 £3,141 £3,263
Zone 4 £3,071 £2,853 £2,847 £2,958
Zone 5 £3,809 £3,539 £3,531 £3,668
Zone 6 £3,020 £2,806 £2,800 £2,908
Zone 7 £3,034 £2,819 £2,813 £2,922
Zone 8 £3,750 £3,484 £3,477 £3,612

1. 2007 Base data from Experian MMGS3 (2007)
2. Deduction allowed for SFT: 7.1% in 2007 rising to 8.9% in 2012

3. Expenditure growth at 4.0% to 2008, -3.0% to 2009, -1.1% to 2010,
1.3% to 2011 and 4.6% to 2012 onwards.

4. Expenditure growth rates derived from Experian Retail Planner Briefing
Note (March 2009)

5. 2007 price base used throughout



Table 3b: Total Available Comparison Expenditure

Growth 2007 -] Growth 2007 -]Growth 2007 -
2007 2009 2012 2009 (%) 2012 (%) [2012 (Em)

Zone 1 £72.64 £72.92 £76.45 0.4% 5.2% £3.81

Zone 2 £50.05 £50.25 £52.70 0.4% 5.3% £2.64
Zone 3 £44.39 £44.58 £46.74 0.4% 5.3% £2.35
Zone 4 £61.63 £61.87 £64.88 0.4% 5.3% £3.26
Zone 5 £17.50 £17.57 £18.42 0.4% 5.3% £0.92
Zone 6 £29.01 £29.12 £30.53 0.4% 5.2% £1.52
Zone 7 £29.33 £29.44 £30.87 0.4% 5.3% £1.54
Zone 8 £31.49 £31.62 £33.15 0.4% 5.3% £1.66

Total £336.03 £337.37 £353.74 0.4% 5.3% £17.70

1. Product of Tables 1b & 2b




Table 4b - Potential changes in Market Share for Barry

|inside catchment Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Total Available
Available Expenditure
Available Expenditure 2012 £76.45 £52.70 £46.74 £64.88 £18.42 £30.53 £30.87 £33.15 £353.74 Expenditure | 2009 - 2012
Barry 58% 59% 17% 4% 8% 25% 12% 3% 28% £99.78 £25.15
Culverhouse Cross 6% 6% 8% 6% 18% 9% 6% 8% 7% £25.95 -£2.29
Rest of Vale 2% 1% 10% 18% 4% 7% 13% 16% 9% £30.60 £1.99
Catchment Area Sub-Total 66% 66% 35% 28% 30% N% 31% 27% 44% £156.32 £24.85
Outside Catchment
Cardiff 31% 30% 62% 67% 67% 36% 16% 31% 43% £150.51 -£5.33
Other Outside Catchment Area 3% 4% 3% 5% 3% 23% 53% 42% 13% £46.90 -£3.15
Outflow subtotal 34% 34% 65% 72% 70% 59% 69% 73% 56% £197.41 -£8.48
Total 100% 100% 100% 100% 100% 100% 100% 100% 100% £353.74 £16.37

1. Product of Table 3b

2. Market shares based on R&M Household Survey (March 2008) and adjusted using NLP estimate




Table 5b: Turnover of Comparison Floorspace

Supermarket Floorspace

2009 2012

Size sg. m net 4,600
Comparison Floorspace % 40%

sg. m net 1800
Sales Density £/sq. m
Tesco Sales Density 10,039 10,039
Asda Sales Density 8,030 8,030
Average Sales Density 9,035 9,035
Total Turnover £m 16.26 16.26
Turnover Derived from Catchment Area £m 90% 14.64 14.64
Market Share from Catchment Area 4.1%
Other Floorspace

2009 2012

Size sg. m net 1,800
Comparison Floorspace % 100%

sg. m net 1,800
Sales Density £/sq. m
Allied Carpets average sales density 1,353 1,353
Carpetright average sales density 1,341 1,341
DFS average sales density 6,273 6,273
Dunelm average sales density 2,504 2,504
SCS average sales density 2,074 2,074
Comet average sales density 7,690 7,690
Currys average sales density 6,754 6,754
Dixons average sales density 13,609 13,609
PC World average sales density 7,146 7,146
JJB Sports average sales density 2,239 2,239
Marks & Spencer average sales density 5,224 5,224
Matalan average sales density 2,166 2,166
Mothercare 2,664 2,664
TK Maxx average sales density 2,822 2,822]
Waterstones average sales density 3,617 3,617
Sales Density Average 4,498 4,498
Total Turnover £m 8.10 8.10
Turnover Derived from Catchment Area £m 90% 7.29 7.29
Market Share from Catchment Area 21%

1. Sales density based for supermarket based on Tesco (£10,039 per sq m) and Asda (£8,030 per sq

m) sales densities (Verdict 2009 - 2007 prices)

2. Other floorspace sales density based on an average for the following retailers: Allied Carpets,

Carpetright, DFS, Dunelm, SCS, Comet, Currys, Dixons, PC World, JUB Sports, Marks & Spencer,

Matalan, Mothercare, TK Maxx and Waterstones (Verdict 2009 - 2007 prices)
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Barry Town Centre Vacant Units

Vacant Sites and units of 1,150 sg. m and less — discounted on account that

they are too small to accommodate the smallest proposed comparison unit of

1,150 sq. m.
o 198 Holton Road;
o 194 Holton Road;
o 163 Holton Road,;
o 161 Holton Road;
o 149 Holton Road;
o 146 Holton Road,;
o 145 Holton Road;
o 134 Holton Road;
o 95 Holton Road;
o 81 Holton Road;
o 79 Holton Road;
. 77 Holton Road,
o 72 Holton Road;
° 70 Holton Road;
o 68 Holton Road;
o 50 Holton Road;
o 47 Holton Road;
. 45 Holton Road;
° 33 Holton Road;
° 31 Holton Road;

. 29 Holton Road;
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o 25 Holton Road;

o 25A Holton Road,;

o 23 Holton Road;

o 19 Holton Road;

o 18 Holton Road;

o 16 Holton Road;

o 15 Holton Road;

o 2-10 Holton Road;

o 3 Thompson Street;
° 21 Thompson Street;
. 25 Thompson Street;
. Land adjacent 50D Holton Road and 1 Thompson Street;

. 7 Ty-Newydd Road.
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Site 1: Former Woolworths Unit, Holton Road

Source: Vale of Glamorgan Town & District Centre Appraisal Study by Martin Tonks, 2008)

Site Name/Address

Former Woolworths Unit, 135 Holton Road

Size

Approximately 1,100 sg. m (gross)

Location

The unit is located within Barry's Primary Shopping
Area (as defined by the UDP). The unit has good
pedestrian links and is highly visible from Holton
Road which is Barry's main shopping street.

Access/Accessibility

The unit benefits from good links from the road
network and also has good public transport links by
both bus and rail. The unit is also within walking
distance of a number of residential properties.

Availability

The unit is Vacant A1 and there are no current
proposals or commitments. It is understood from
Emanuel Jones Chartered Surveyors who were
marketing the unit that it is currently under offer.

Suitability

The unit is located within Barry town centre's
primary shopping area and is surrounded by
commercial units. It is therefore considered to be a
suitable location for retail development.

Viability

The unit is vacant and is able to accommodate
approximately 1,100 sq m comparison floorspace.
The unit has been actively marketed and is
currently under offer.

Conclusions

The unit is suitable to accommodate one of the
proposed comparison retail units at Barry
Waterfront.
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Table 1c: Pre Proposal Convenience Expenditure 2009

Zone |Store/Centre Allocation of Trade - Pre Proposal (based on NLP Household Survey Results) (2) Implied Convenience % Store Trade Implied Total | Benchmark
_ Zonel Zone2 Zone3 Zone4 ZoneS Zone6 Zone7 Zone8  Total Turnover from from Catchment | Store Turnover | Turnover (3)
Available Expenditure 2009 (1) £44.85 £33.24 £25.29 £36.69 £9.71 £16.86 £17.17 £17.74 £201.54 | cCatchment Area (Em) (Em) (Em) (Em)
1 Morrisons, Barry 36% 37% 16% 2% 6% 26% 12% 3% 20% £40.46 90% £44.96 £28.49
1 Tesco, Barry 31% 23% 2% 0% 3% 35% 6% 2% 15% £29.81 90% £33.12 £21.31
1 Iceland, Barry 7% 8% 0% 0% 0% 2% 0% 0% 3% £6.22 100% £6.22 £2.24
2 |Waitrose, Barry 4% 7% 13% 4% 7% 1% 1% 4% 5% £10.72 90% £11.91 £22.90
2 |Lidl, Barry 2% 5% 2% 1% 0% 1% 2% 0% 2% £3.83 90% £4.26 £2.81
182 |Other town centre Barry 3% 1% 0% 0% 0% 1% 0% 1% 1% £1.90 100% £1.90 n/a
1&2 |Other, out of centre Barry 5% 4% 2% 0% 2% 3% 0% 0% 2% £4.50 100% £4.50 n/a
3 |Other, Dinas Powys 0% 1% 7% 0% 1% 0% 0% 0% 1% £2.27 100% £2.27 n/a
4 |Tesco, Penarth 1% 1% 29% 44% 0% 1% 0% 0% 12% £24.81 90% £27.57 £22.34
4 |Co-op, Penarth 0% 0% 1% 8% 0% 0% 0% 1% 2% £3.51 100% £3.51 £1.20
4 |Other town centre Penarth 0% 0% 3% 13% 0% 0% 0% 0% 3% £5.95 100% £5.95 n/a
5 |Tesco, Culverhouse Cross 2% 6% 4% 0% 42% 4% 6% 14% 6% £11.90 30% £39.67 £41.51
5 [Marks & Spencer, Culverhouse Cross 2% 1% 2% 2% 9% 2% 1% 6% 3% £5.06 30% £16.88 £9.35
7  |Somerfield Llantwit Major 0% 0% 0% 0% 0% 5% 25% 2% 3% £5.36 100% £5.36 £2.82
7  [|Filco Foods, Llantwit Major 0% 0% 0% 0% 0% 3% 12% 2% 2% £3.04 100% £3.04 £1.84
7  |Other, town centre Llantwit Major 0% 0% 1% 0% 0% 5% 3% 1% 1% £1.58 100% £1.58 n/a
8 |Filco Foods, Cowbridge 0% 0% 0% 0% 1% 0% 0% 7% 1% £1.42 100% £1.42 £0.50
8 |Other, Cowbridge 0% 0% 0% 0% 2% 1% 1% 20% 2% £4.10 100% £4.10 n/a
Al |Other Local Centres 0% 0% 0% 0% 3% 2% 0% 0% 0% £0.74 100% £0.74 n/a
Out JAsda, Cardif Bay 3% 5% 7% 11% 4% 2% 2% 2% 5% £10.23 20% £51.15 £40.50
Out Aldi, Cardiff Bay 0% 0% 2% 1% 0% 0% 0% 0% 1% £1.05 20% £5.23 £1.95
Out [Morrisons, Cardiff Bay 1% 1% 6% 6% 4% 0% 0% 1% 2% £5.00 20% £25.01 £5.13
Out |Tesco, Talbot Green 0% 0% 0% 0% 1% 0% 0% 4% 0% £0.83 5% £16.60 £55.51
Out [Tesco Extra, Bridgend 0% 0% 1% 0% 0% 4% 20% 18% 4% £7.29 15% £48.63 £42.18
Out [Tesco, Bridgend 0% 0% 0% 0% 0% 1% 5% 5% 1% £2.03 5% £40.57 £21.93
Out |Bridgend Other 0% 0% 0% 0% 1% 1% 5% 6% 1% £2.18 5% £43.68 n/a
Out |Other outflow 2% 2% 3% 5% 12% 2% 0% 1% 3% £5.53 10% £55.34 n/a
1. Table 3a

2. Pre-proposal market shares based on NLP household survey (March 2008)
3. Benchmark Turnover derived from Verdict Grocery Retailers Report 2009 (2007 prices) or NLP estimate for smaller stores of £3,500 per sq. m.




Table 2c: Pre Proposal Convenience Expenditure 2012 - including recent committed foodstore developments (excluding proposal)

Zone |Store/Centre Allocation of Trade - Pre Proposal (based on NLP Household Survey Results) 2 Implied Convenience % Store Trade Implied Total Benchmark
Zonel Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone8  Total Turnover from from Catchment | Store Turnover | Turnover
Available Expenditure 2012 (1) £45.49  £33.72 £25.66  £37.22 £9.85 £17.10 £17.41  £18.00 £204.5 | Catchment Area (Em) (£m) (Em) (Em) (3)
1 [Morrisons, Barry 34% 36% 16% 2% 6% 25% 12% 3% 19% £39.79 90% £44.22 £28.49
1 Tesco, Barry 30% 22% 2% 0% 3% 34% 6% 2% 14% £29.19 90% £32.43 £21.31
1 Iceland, Barry 7% 7% 0% 0% 0% 2% 0% 0% 3% £6.01 100% £6.01 £2.06
2 Waitrose, Barry 4% 7% 13% 4% 7% 1% 1% 4% 5% £10.88 90% £12.09 £22.02
2 |Lidl, Barry (extended store) 3% 6% 2% 1% 0% 1% 2% 0% 2% £4.50 90% £5.00 £2.76
1&2 [Other town centre Barry (inc. Tesco Express) 6% 2% 0% 0% 0% 2% 0% 1% 2% £4.09 100% £4.09 n/a
1&2 |Other, out of centre Barry 5% 4% 2% 0% 2% 3% 0% 0% 2% £4.56 100% £4.56 n/a
3 Other, Dinas Powys 0% 1% 7% 0% 1% 0% 0% 0% 1% £2.31 100% £2.31 n/a
4 |Tesco, Penarth 1% 1% 28% 43% 0% 1% 0% 0% 12% £24.42 90% £27.13 £23.39
4 Co-op, Penarth 0% 0% 1% 7% 0% 0% 0% 1% 1% £3.04 100% £3.04 £1.04
4 |Other town centre Penarth (inc. Tesco Expess) 0% 0% 4% 16% 0% 0% 0% 0% 4% £7.19 100% £7.19 n/a
5 Tesco, Culverhouse Cross 2% 6% 4% 0% 42% 4% 6% 14% 6% £12.07 30% £40.24 £43.46
5 |Marks & Spencer, Culverhouse Cross 2% 1% 2% 2% 9% 2% 1% 6% 3% £5.14 30% £17.12 £9.39
7 Somerfield Llantwit Major 0% 0% 0% 0% 0% 5% 25% 2% 3% £5.44 100% £5.44 £2.41
7 [Filco Foods, Llantwit Major 0% 0% 0% 0% 0% 3% 12% 2% 2% £3.09 100% £3.09 £1.84
7  ]Other, town centre Llantwit Major 0% 0% 1% 0% 0% 5% 3% 1% 1% £1.60 100% £1.60 n/a
8 [Filco Foods, Cowbridge 0% 0% 0% 0% 1% 0% 0% 7% 1% £1.44 100% £1.44 £0.50
8 Other, Cowbridge 0% 0% 0% 0% 2% 1% 1% 20% 2% £4.16 100% £4.16 n/a
All  JOther Local Centres 0% 0% 0% 0% 3% 2% 0% 0% 0% £0.75 100% £0.75 n/a
Out JAsda, Cardif Bay 3% 5% 7% 1% 4% 2% 2% 2% 5% £10.38 20% £51.89 £40.50
Out JAldi, Cardiff Bay 0% 0% 2% 1% 0% 0% 0% 0% 1% £1.06 20% £5.31 £1.95
Out [Morrisons, Cardiff Bay 1% 1% 6% 6% 4% 0% 0% 1% 2% £5.08 20% £25.38 £5.13
Out [Tesco, Talbot Green 0% 0% 0% 0% 1% 0% 0% 4% 0% £0.84 5% £16.84 £55.51
Out [Tesco Extra/Asda, Bridgend 0% 0% 1% 0% 0% 4% 20% 18% 4% £7.40 15% £49.33 £42.18
Out [Tesco, Bridgend 0% 0% 0% 0% 0% 1% 5% 5% 1% £2.06 5% £41.16 £21.93
Out [Bridgend Other 0% 0% 0% 0% 1% 1% 5% 6% 1% £2.22 5% £44.31 n/a
Out [Other outflow 2% 2% 3% 5% 12% 2% 0% 1% 3% £5.61 10% £56.15 n/a
1. Table 3a

2. Pre-proposal market shares NLP estimate based on household survey (March 2008)
3. Benchmark Turnover derived from Verdict Grocery Retailers Report 2009 (2007 prices) or NLP estimate for smaller stores of £3,500 per sq. m.




Table 3c: Trading Pattern of Proposed Foodstore - Convenience Goods

Zone Trade draw Turnover 2012 Zone Expenditure Market Share
Zone 1 30% £11.6 45.5 26%
Zone 2 20% £7.8 33.7 23%
Zone 3 9% £3.5 25.7 14%
Zone 4 2% £0.8 37.2 2%
Zone 5 2% £0.8 9.9 8%
Zone 6 15% £5.8 171 34%
Zone 7 10% £3.9 17.4 22%
Zone 8 2% £0.8 18.0 4%
Catchment Area 90% £34.9 204.5 17%
Inflow 10% £3.9

1. Trade Draw NLP's assumption based on existing trading pattern of Morrisons store.

2. Zone Expenditure from Table 3a



Table 4c: Proposed Foodstore Trade Draw - Convenience Goods

Zone IStore Proposed Store Trade Draw from Catchment (%) Proposed Store Trade Draw from Catchment (£m)

Zone1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone8 Outside]Zone1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone8 Outside Total

Trade Draw (1) 30% 20% 9% 2% 2% 15% 10% 2% 10% £11.6 £7.8 £3.5 £0.8 £0.8 £5.8 £3.9 £0.8 £3.9 £38.8
1 [Morrisons, Barry 13% 7% 1% 0% 0% 5% 2% 0% 0% £5.04 £271 £0.39 £0.00 £0.00 £1.94 £0.78 £0.00 £0.00 £10.85
1 |Tesco, Barry 7% 3% 0% 0% 0% 8% 1% 0% 0% £2.71  £1.16 £0.00 £0.00 £0.00 £3.10 £0.39  £0.00 £0.00 £7.36
1 [iceland, Barry 2% 1% 0% 0% 0% 0% 0% 0% 0% £0.78 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £1.16
2 [Waitrose, Barry 2% 1% 1% 0% 0% 0% 0% 0% 0% £0.78 £0.39 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £1.55
2 |Lidl, Barry (extended store) 1% 2% 0% 0% 0% 0% 0% 0% 0% £0.39 £0.78 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £1.16
1&2 |Other town centre Barry (inc. Tesco Express) 1% 1% 0% 0% 0% 0% 0% 0% 0% £0.39 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.78
1&2 |Other, out of centre Barry 1% 1% 0% 0% 0% 0% 0% 0% 0% £0.39 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.78
3 |Other, Dinas Powys 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
4 |Tesco, Penarth 0% 0% 4% 1% 0% 0% 0% 0% 0% £0.00 £0.00 £155 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £1.94
4 |Co-op, Penarth 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
4 |Other town centre Penarth (inc. Tesco Expess) 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
5 [Tesco, Culverhouse Cross 1% 2% 0% 0% 2% 1% 1% 0.5% 0% £0.39 £0.78 £0.00 £0.00 £0.78 £0.39 £0.39 £0.19 £0.00 £2.91
5 [Marks & Spencer, Culverhouse Cross 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
7 |Somerfield Liantwit Major 0% 0% 0% 0% 0% 0% 1% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.39 £0.00 £0.00 £0.39
7 [Filco Foods, Llantwit Major 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
7 |Other, town centre Llantwit Major 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
8 |Filco Foods, Cowbridge 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
8 |Other, Cowbridge 0% 0% 0% 0% 0% 0% 0% 1% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.39 £0.00 £0.39
All |Other Local Centres 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
Out JAsda, Cardif Bay 1% 2% 1% 1% 0% 0% 0% 0% 0% £0.39 £0.78 £0.39 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £1.94
Out JAldi, Cardiff Bay 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
Out [Morrisons, Cardiff Bay 0% 0% 1% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.39
Out |Tesco, Talbot Green 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.00
Out |Tesco Extra/Asda, Bridgend 0% 0% 0% 0% 0% 1% 3% 0.5% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.39 £1.16 £0.19 £0.00 £1.74
Out |Tesco, Bridgend 0% 0% 0% 0% 0% 0% 1% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.39 £0.00 £0.00 £0.39
Out |Bridgend Other 0% 0% 0% 0% 0% 0% 1% 0% 0% £0.00 £0.00 £0.00 £0.00 £0.00 £0.00 £0.39 £0.00 £0.00 £0.39
Out |Other outflow 1% 0% 1% 0% 0% 0% 0% 0% 10% £0.39 £0.00 £0.39 £0.00 £0.00 £0.00 £0.00 £0.00 £3.88 £4.65

1. Source Table 3¢
2. Trade Draw NLP estimate based on Morrisons trade draw



Table 5c: Post Proposal Convenience Expenditure 2012

zone  lstore , Allocation of Trade - Post Proposal (NLP assumption) Implied Turnover % Trade from|  Implied Total Benchmark
one1 Zone2 Zone3 Zone4 Zone5 Zone6 Zone7 Zone8  Total | fromCatchment " . 1 oo @m) | Turnover (em)
Available expenditure 2012 (Em) 45.5 33.7 25.7 37.2 9.9 17.1 17.4 18.0 204.5 (Em)
Proposed Foodstore Trade Draw 30.0%  20.0% 9.0% 2.0% 2.0% 15.0% 10.0% 2.0% 90.0%
Proposed Foodstore Market Share 26% 23% 14% 2% 8% 34% 22% 4% 17% £34.9 90% £38.8 £38.8
1 Morrisons, Barry 23% 28% 14% 2% 6% 14% 7% 3% 14% £28.94 90% £33.37 £28.49
1 Tesco, Barry 24% 19% 2% 0% 3% 16% 3% 2% 1% £21.82 90% £25.07 £21.31
1 Iceland, Barry 5% 6% 0% 0% 0% 2% 0% 0% 2% £4.85 100% £4.85 £2.06
2 [Waitrose, Barry 3% 6% 12% 4% 7% 1% 1% 4% 5% £9.33 90% £10.53 £22.02
2 Lidl, Barry (extended store) 2% 4% 2% 1% 0% 1% 2% 0% 2% £3.34 90% £3.83 £2.76
1&2 [Other town centre Barry (inc. Tesco Express) 5% 1% 0% 0% 0% 2% 0% 1% 2% £3.31 100% £3.31 n/a
1&2 [Other, out of centre Barry 4% 2% 2% 0% 2% 3% 0% 0% 2% £3.79 100% £3.79 n/a
3  |Other, Dinas Powys 0% 1% 7% 0% 1% 0% 0% 0% 1% £2.31 100% £2.31 n/a
4 [Tesco, Penarth 1% 1% 22% 42% 0% 1% 0% 0% 1% £22.48 90% £25.19 £23.39
4 |Co-op, Penarth 0% 0% 1% 7% 0% 0% 0% 1% 1% £3.04 100% £3.04 £1.04
4 Other town centre Penarth (inc. Tesco Expess) 0% 0% 4% 16% 0% 0% 0% 0% 4% £7.19 100% £7.19 n/a
5 [Tesco, Culverhouse Cross 1% 4% 4% 0% 34% 2% 4% 13% 4% £9.17 30% £37.33 £43.46
5 Marks & Spencer, Culverhouse Cross 2% 1% 2% 2% 9% 2% 1% 6% 3% £5.14 30% £17.12 £9.39
7  |Somerfield Llantwit Major 0% 0% 0% 0% 0% 5% 22% 2% 2% £5.05 100% £5.05 £2.41
7 Filco Foods, Llantwit Major 0% 0% 0% 0% 0% 3% 12% 2% 2% £3.09 100% £3.09 £1.84
7 Other, town centre Llantwit Major 0% 0% 1% 0% 0% 5% 3% 1% 1% £1.60 100% £1.60 n/a
8 Filco Foods, Cowbridge 0% 0% 0% 0% 1% 0% 0% 7% 1% £1.44 100% £1.44 £0.50
8 |Other, Cowbridge 0% 0% 0% 0% 2% 1% 1% 18% 2% £3.78 100% £3.78 n/a
All  JOther Local Centres 0% 0% 0% 0% 3% 2% 0% 0% 0% £0.75 100% £0.75 n/a
Out JAsda, Cardif Bay 2% 3% 6% 10% 4% 2% 2% 2% 4% £8.44 20% £49.96 £40.50
Out JAldi, Cardiff Bay 0% 0% 2% 1% 0% 0% 0% 0% 1% £1.06 20% £5.31 £1.95
Out [Morrisons, Cardiff Bay 1% 1% 4% 6% 4% 0% 0% 1% 2% £4.69 20% £24.99 £5.13
Out [Tesco, Talbot Green 0% 0% 0% 0% 1% 0% 0% 4% 0% £0.84 5% £16.84 £55.51
Out [Tesco Extra/Asda, Bridgend 0% 0% 1% 0% 0% 1% 13% 17% 3% £5.66 15% £47.58 £42.18
Out [Tesco, Bridgend 0% 0% 0% 0% 0% 1% 2% 5% 1% £1.67 5% £40.77 £21.93
Out |Bridgend Other 0% 0% 0% 0% 1% 1% 2% 6% 1% £1.83 5% £43.92 n/a
Out ]Other outflow 1% 2% 2% 5% 12% 2% 0% 1% 2% £4.84 10% £51.50 n/a
Total 100% 100% 100% 100% 100% 100% 100% 100% 100% £204.3 n/a £473.5 n/a

1. Product of Tables 5a, 1c, 2c, 3c and 4c.



Table 6¢: Convenience Impact Summary

2012: Pre- Proposal (1)

2012: Post- Proposal (2)

Change in Turnover

. Implied total Market share Implied store .
Zone |Store Market share | Implied store store Catchn_1ent area from turnover Implied total] Benchmark From
from turnover from trade diverted to from store turnover (€m)| catchment Total (%)
catchment (%)] catchment (£m) turnover new store (Em) catchment catchment Jturnover (Em (2 (%)
(Em) (%)
(Em)
Proposed Foodstore, Barry 17.1% £34.9 £38.8

1 Morrisons, Barry 19.5% £39.79 £44.22 -£10.85 14.2% £28.94 £33.37 £28.49 -27.3% -24.5%
1 Tesco, Barry 14.3% £29.19 £32.43 -£7.36 10.7% £21.82 £25.07 £21.31 -25.2% -22.7%
1 Iceland, Barry 2.9% £6.01 £6.01 -£1.16 2.4% £4.85 £4.85 £2.06 -19.3% -19.3%
2 |Waitrose, Barry 5.3% £10.88 £12.09 -£1.55 4.6% £9.33 £10.53 £22.02 -14.3% -12.8%
2 Lidl, Barry (extended store) 2.2% £4.50 £5.00 -£1.16 1.6% £3.34 £3.83 £2.76 -25.8% -23.3%
1&2 [|Other town centre Barry (inc. Tesco Express) 2.0% £4.09 £4.09 -£0.78 1.6% £3.31 £3.31 n/a -19.0% -19.0%
1&2 |Other, out of centre Barry 2.2% £4.56 £4.56 -£0.78 1.9% £3.79 £3.79 n/a -17.0% -17.0%
3  |Other, Dinas Powys 1.1% £2.31 £2.31 £0.00 1.1% £2.31 £2.31 n/a 0.0% 0.0%

4  |Tesco, Penarth 11.9% £24.42 £27.13 -£1.94 11.0% £22.48 £25.19 £23.39 -7.9% -7.1%

4 |Co-op, Penarth 1.5% £3.04 £3.04 £0.00 1.5% £3.04 £3.04 £1.04 0.0% 0.0%

4 Other town centre Penarth (inc. Tesco Express) 3.5% £7.19 £7.19 £0.00 3.5% £7.19 £7.19 n/a 0.0% 0.0%

5 Tesco, Culverhouse Cross 5.9% £12.07 £40.24 -£2.91 4.5% £9.17 £37.33 £43.46 -241% -7.2%

5 Marks & Spencer, Culverhouse Cross 2.5% £5.14 £17.12 £0.00 2.5% £5.14 £17.12 £9.39 0.0% 0.0%

7  |Somerfield Llantwit Major 2.7% £5.44 £5.44 -£0.39 2.5% £5.05 £5.05 £2.41 -71% -7.1%

7  |Filco Foods, Llantwit Major 1.5% £3.09 £3.09 £0.00 1.5% £3.09 £3.09 £1.84 0.0% 0.0%

7  |Other, town centre Llantwit Major 0.8% £1.60 £1.60 £0.00 0.8% £1.60 £1.60 n/a 0.0% 0.0%

8 Filco Foods, Cowbridge 0.7% £1.44 £1.44 £0.00 0.7% £1.44 £1.44 £0.50 0.0% 0.0%

8  |Other, Cowbridge 2.0% £4.16 £4.16 -£0.39 1.8% £3.78 £3.78 n/a -9.3% -9.3%

All  ]Other Local Centres 0.4% £0.75 £0.75 £0.00 0.4% £0.75 £0.75 n/a 0.0% 0.0%
Out JAsda, Cardif Bay 5.1% £10.38 £51.89 -£1.94 4.1% £8.44 £49.96 £40.50 -18.7% -3.7%
Out JAldi, Cardiff Bay 0.5% £1.06 £5.31 £0.00 0.5% £1.06 £5.31 £1.95 0.0% 0.0%
Out |Morrisons, Cardiff Bay 2.5% £5.08 £25.38 -£0.39 2.3% £4.69 £24.99 £5.13 -7.6% -1.5%
Out |Tesco, Talbot Green 0.4% £0.84 £16.84 £0.00 0.4% £0.84 £16.84 £55.51 0.0% 0.0%
Out |Tesco Extra/Asda, Bridgend 3.6% £7.40 £49.33 -£1.74 2.8% £5.66 £47.58 £42.18 -23.6% -3.5%
Out |Tesco, Bridgend 1.0% £2.06 £41.16 -£0.39 0.8% £1.67 £40.77 £21.93 -18.8% -0.9%
Out |Bridgend Other 1.1% £2.22 £44.31 -£0.39 0.9% £1.83 £43.92 n/a -17.5% -0.9%
Out |Other outflow 2.7% £5.61 £56.15 -£0.78 2.4% £4.84 £51.50 n/a -13.8% -1.4%

Total 100% £204 £512 -£34.9 100% £204 n/a n/a n/a n/a

1. Source: Table 2c
2. Source: Table 5¢




Appendix 8 Comparison Impact
Assessment
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Table 1d: Market Shares (2009) - Comparison Goods

Inside Catchment Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Total Available
Available Expenditure 2009 £72.92 £50.25 £44.58 £61.87 £17.57 £29.12 £29.44 £31.62 £337.37 Expenditure
Barry Town Centre 32% 36% 8% 1% 6% 10% 6% 1% 15% £51.66
Barry out of centre 16% 11% 3% 1% 0% 9% 3% 1% 7% £22.97
Penarth 1% 1% 9% 18% 0% 0% 0% 1% 5% £16.70
Culverhouse Cross 8% 8% 9% 6% 18% 11% 6% 8% 8% £28.24
Llantwit Major 0% 0% 1% 0% 0% 4% 7% 1% 1% £3.99
Cowbridge 0% 0% 1% 0% 4% 3% 5% 14% 2% £7.92
Catchment Area Sub-Total 57% 56% 31% 26% 28% 37% 27% 26% 39% £131.47
Outside Catchment

Cardiff 39% 38% 64% 68% 69% 38% 16% 31% 46% £155.84
Bridgend 0% 2% 0% 1% 0% 11% 35% 19% 6% £21.14
McArthur Glen, Bridgend 2% 2% 2% 1% 1% 5% 6% 6% 3% £9.27
Talbot Green/Pontyclun 0% 1% 1% 1% 0% 3% 6% 8% 2% £6.74
Llantrisant 1% 0% 0% 1% 1% 4% 7% 5% 2% £6.33
Swansea 0% 0% 0% 0% 0% 0% 0% 0% 0% £0.00
Other Outside Catchment Area 1% 1% 2% 2% 1% 2% 3% 5% 2% £6.58
Outflow subtotal 43% 44% 69% 74% 72% 63% 73% 74% 61% £205.90
Total 100% 100% 100% 100% 100% 100% 100% 100% 100% £337.37

1. R&M household survey - clothing and footwear, kitchen, small electricals and recreational/miscellaneous goods combined 24/11/11/54 (as per Experian
MMG3 2007 breakdown of comparison goods expenditure)
2. Expenditure figures from Table 3b



Table 2d: Market Shares (2012) - Comparison Goods - Pre Proposal

Inside Catchment Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Total
Available Expenditure 2012 £76.45 £52.70 £46.74 £64.88 £18.42 £30.53 £30.87 £33.15 £353.7
Barry Town Centre 32% 36% 8% 1% 6% 10% 6% 1% 15%
Barry out of centre 16% 11% 3% 1% 0% 9% 3% 1% 7%
Penarth 1% 1% 9% 18% 0% 0% 0% 1% 5%
Culverhouse Cross 8% 8% 9% 6% 18% 11% 6% 8% 8%
Llantwit Major 0% 0% 1% 0% 0% 4% 7% 1% 1%
Cowbridge 0% 0% 1% 0% 4% 3% 5% 14% 2%
Catchment Area Sub-Total 57% 56% 31% 26% 28% 37% 27% 26% 39%
Outside Catchment

Cardiff 39% 38% 64% 68% 69% 38% 16% 31% 46%
Bridgend 0% 2% 0% 1% 0% 1% 35% 19% 6%
McArthur Glen, Bridgend 2% 2% 2% 1% 1% 5% 6% 6% 3%
Talbot Green/Pontyclun 0% 1% 1% 1% 0% 3% 6% 8% 2%
Llantrisant 1% 0% 0% 1% 1% 4% 7% 5% 2%
Swansea 0% 0% 0% 0% 0% 0% 0% 0% 0%
Other Outside Catchment Area 1% 1% 2% 2% 1% 2% 3% 5% 2%
Outflow subtotal 43% 44% 69% 74% 72% 63% 73% 74% 61%
Total 100% 100% 100% 100% 100% 100% 100% 100% 100%

1. R&M household survey - clothing and footwear, kitchen, small electricals and recreational/miscellaneous goods combined 24/11/11/54 (as per Experian
MMG3 2007 breakdown of comparison goods expenditure)
2. Expenditure figures from Table 3b



Table 3d: Market Shares 2012 - Comparison Goods - Pre Proposal

Inside Catchment Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Total
Available Expenditure 2012 £76.4 £52.7 £46.7 £64.9 £18.4 £30.5 £30.9 £33.2 £353.7
Barry Town Centre £24.5 £19.0 £3.7 £0.6 £1.1 £3.1 £1.9 £0.3 £54.2
Barry out of centre £12.2 £5.8 £1.4 £0.6 £0.0 £2.7 £0.9 £0.3 £24.1
Penarth £0.8 £0.5 £4.2 £11.7 £0.0 £0.0 £0.0 £0.3 £17.5
Culverhouse Cross £6.1 £4.2 £4.2 £3.9 £3.3 £3.4 £1.9 £2.7 £29.6
Llantwit Major £0.0 £0.0 £0.5 £0.0 £0.0 £1.2 £2.2 £0.3 £4.2
Cowbridge £0.0 £0.0 £0.5 £0.0 £0.7 £0.9 £1.5 £4.6 £8.3
Catchment Area Sub-Total £43.6 £29.5 £14.5 £16.9 £5.2 £11.3 £8.3 £8.6 £137.9
Outside Catchment

Cardiff £29.8 £20.0 £29.9 £44 1 £12.7 £11.6 £4.9 £10.3 £163.4
Bridgend £0.0 £1.1 £0.0 £0.6 £0.0 £3.4 £10.8 £6.3 £22.2
McArthur Glen, Bridgend £1.5 £1.1 £0.9 £0.6 £0.2 £1.5 £1.9 £2.0 £9.7
Talbot Green/Pontyclun £0.0 £0.5 £0.5 £0.6 £0.0 £0.9 £1.9 £2.7 £7.1
Llantrisant £0.8 £0.0 £0.0 £0.6 £0.2 £1.2 £2.2 £1.7 £6.6
Swansea £0.0 £0.0 £0.0 £0.0 £0.0 £0.0 £0.0 £0.0 £0.0
Other Outside Catchment Area £0.8 £0.5 £0.9 £1.3 £0.2 £0.6 £0.9 £1.7 £6.9
Outflow subtotal £32.9 £23.2 £32.3 £48.0 £13.3 £19.2 £22.5 £24.5 £215.9
Total £76.4 £52.7 £46.7 £64.9 £18.4 £30.5 £30.9 £33.2 £353.7

1. Product of Table 2d and 3b




Table 4d: Comparison Impact

Proposed Foodstore

Proposed Comparison Units

Comparison Floorspace Total

Store/Centre Trade from Trade from Trade from Trade from Trade from Trade from
Catchment Area | Catchment Area | Catchment Area | Catchment Area | Catchment Area | Catchment Area
(%) (1) (£/m) (%) (2) (E/m) (%) (E/m)
100% £16.3 100% £8.1 100% £24.4
Morrisons, Barry 18% £2.9 12% £2.9
Tesco, Barry 23% £3.7 5% £0.4 17% £4.1
Iceland, Barry 0% £0.0
Waitrose, Barry 2% £0.3 1% £0.3
Lidl, Barry 2% £0.3 1% £0.3
Other, out of centre Barry 5% £0.4 2% £0.4
Tesco, Penarth 7% £1.1 5% £1.1
Tesco, Culverhouse Cross 10% £1.6 5% £0.4 8% £2.0
Cowbridge Stores 0% £0.0
Asda, Cardif Bay 4% £0.7 5% £0.4 4% £1.1
Morrisons, Cardiff Bay 0% £0.0
Tesco Extra/Asda, Bridgend 2% £0.3 5% £0.4 3% £0.7
Bridgend Other 0% £0.0
Barry Town Centre (excl. Iceland) 10% £1.6 10% £0.8 10% £2.4
Penarth Town Centre 2% £0.2 1% £0.2
Culverhouse Cross 5% £0.8 20% £1.6 10% £2.4
Cardiff (All) 7% £1.1 25% £2.0 13% £3.2
Bridgend Town Centre 5% £0.8 5% £0.4 5% £1.2
Bridgend, McArthur Glen 5% £0.4 2% £0.4
Other out of centre 5% £0.8 8% £0.6 6% £1.5
ﬁotal 100% £16.3 100% £8.1 100% £24.4

Sources: Table 4b

(1) Percentage trade draw has been estimated based on existing convenience shopping patterns

(2) Percentage trade draw based on existing comparison shopping patterns




Table 5d: Comparison Impact Summary

Proposed Trade Draw | Turnover from Catchment Market Share Total Turnover Total Impact
from Catchment Area
Centre Pre Post Pre Post Pre Post
% £m Proposal Proposal Proposal Proposal Proposal Proposal £m %
(Em) (Em) (%) (%) (Em) (Em)
£24.4 £24.4 6.9% £27.1
Barry Town Centre 10% £2.44 £54.16 £51.73 15% 15% £63.72 £61.29 -£2.44 -4.50%
Barry out of centre 33% £8.13 £24.08 £15.96 7% 5% £28.33 £20.21 -£8.13 -33.75%
Penarth 5% £1.30 £17.51 £16.21 5% 5% £20.60 £19.30 -£1.30 -7.43%
Culverhouse Cross 18% £4.46 £29.61 £25.15 8% 7% £32.90 £28.44 -£4.46 -15.08%
Llantwit Major 0% £0.00 £4.18 £4.18 1% 1% £4.92 £4.92 £0.00 0.00%
Cowbridge 0% £0.00 £8.30 £8.30 2% 2% £9.77 £9.77 £0.00 0.00%
Cardiff 17% £4.22 £163.40 £159.18 46% 45% £192.24 £188.02 -£4.22 -2.58%
Bridgend 8% £1.95 £22.16 £20.22 6% 6% £73.88 £71.93 -£1.95 -8.79%
McArthur Glen, Bridgend 2% £0.40 £9.72 £9.31 3% 3% £32.39 £31.99 -£0.40 -4.17%
Talbot Green/Pontyclun 0% £0.00 £7.06 £7.06 2% 2% £23.54 £23.54 £0.00 0.00%
Llantrisant 0% £0.00 £6.64 £6.64 2% 2% £6.99 £6.99 £0.00 0.00%
Swansea 0% £0.00 £0.00 £0.00 0% 0% £0.00 £0.00 £0.00 0.00%
Other Outside Catchment Area 6% £1.46 £6.90 £5.44 2% 2% £34.51 £33.05 -£1.46 -21.17%
Total 100% £24.4 £353.7 £329.4 100% 100% £523.8 £499.4 -£24.4 -6.9%

1. Product of Tables 3b, 5b, 3d and 4d





