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1.0 Executive Summary
Bridgend’s Current Position
1.1

Bridgend is the largest town within the county of Bridgend, located in the
centre of South Wales. The town centre is located equidistant between the
major centres within Wales, Cardiff and Swansea and just to the south of
the main link road through the region, the M4.

1.2

Bridgend has a Comparison Goods Market Potential of £136.3 million. This
level of Comparison Goods Market Potential leads to Bridgend being
ranked 233rd in the UK Retail Footprint Rankings. At this position, the
location of a store in Bridgend is not a priority for major national multiple
retailers due to Bridgend’s low Market Potential and low overall profile.

1.3

Bridgend is currently classed as a Value Regional Town in CACI’s Retail
Footprint classification. This is due to a high proportion of Bridgend’s
Retail Footprint score being contributed by value-based retailers. A small
increase in the mass-market portion of its Retail Footprint score would
lead to Bridgend being classed as an Average Regional Town, which would
ultimately improve its Comparison Goods Market Potential and therefore
its ranking.

1.4

The market share within the major catchment (Primary, Secondary and
Tertiary catchments) is 28.5%. As the major centre within its catchment,
market share is expected to be slightly higher. This low level of market
share illustrates the high level of competitiveness that currently exists
within the region.

1.5

Leakage from the major catchment to other centres is highest to Cardiff
and Bridgend Designer Outlet, making them Bridgend’s strongest
competitors.

1.6

Bridgend is currently underperforming as it is failing to meet the needs of
its catchment.
By being located in such a highly competitive area,
shoppers within Bridgend’s catchment have a number of retail options and
Bridgend is suffering in comparison to its competitors, which are providing
a more suitable offer.

1.7

Bridgend’s ACORN profile is biased towards:
•

Wealthy Executives,

•

Flourishing Families and

•

Secure Families.

The bias towards these groups when compared to the county and
national average shows the relative wealth of the catchment as well as
the dominance of families within the lifestyle classification.
1.8

This ACORN profile does not correspond with Bridgend’s current retail
offer, which is currently focused on the value sector of the market.

1.9

Bridgend’s current retail offer is dominated by small sized multiple
retailers and independent retailers.
At present, the town lacks
Department stores, Variety stores and Major Space Users, vital
components of a successful retail mix for a centre of this size.

1.10

Bridgend’s Comparison Goods Market Potential and ACORN profile has led
to
Bridgwater,
Kettering,
Kidderminster,
Stockton-On-Tees,
Wellingborough and Worksop to be selected as suitable current
benchmarks.
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1.11

Compared to its benchmarks, Bridgend has an erratic retail mix,
containing numerous multiple retailers in categories such as Womenswear
and Sportswear but few in other categories such as Books, Drapery & Soft
Furnishings, Household Goods and Toys & Games. The Independent
market is strongest in the categories of Household Goods and
Drapery/Soft Furnishings, providing some balance to the overall retail mix.

1.12

By failing to provide a consistently strong offer across a wide range of
retail categories, Bridgend is failing to satisfy the retail needs of its
catchment population.

1.13

Whilst leakage to Cardiff is always likely to be high, an extended town
centre with improved retail mix can claw back leakage from competitors
such as Bridgend Designer Outlet and limit the regularity of shopping trips
from the catchment to Cardiff.
Current Performance by Zone

1.14

Currently, Adare St and Caroline St produce the highest levels of turnover
within the town.
These zones currently have amongst the highest
concentrations of multiple retailers within the centre.

1.15

The Rhiw Centre, containing the indoor market, provides a focal point for
retailing in the town centre. Along with Adare St and Caroline St, the
centre forms the area of prime pitch within the town centre.

1.16

The Brackla Centre, to the southeast of the town centre, is a value-based
centre, cut off from the rest of the town by part of the busy road network
that runs around the periphery of the town.

1.17

Nolton Street/Derwen Road runs the length of the town centre and
provides a link between the town centre and the train station.

1.18

Dunraven Place contains a number of Independent retailers and has
recently been subject of a number of physical regeneration schemes,
including the diversion of traffic away from the area and the restoration of
a number of historic buildings within this zone.

1.19

Wyndham St West contains a number of service-based operators and the
new town centre bus station, which opened in 2004. Wyndham St East by
comparison is rather run down with a number of value retailers, takeaways
and vacant buildings.
Future Performance

1.20

Due to the limited amount of spend in the region and the strong levels of
competition, Bridgend has little “headroom” for development-led retail
growth.

1.21

By analysing its ACORN profile and market share, CACI have been able to
identify a set of aspirational benchmarks for Bridgend.

1.22

These aspirational benchmarks include Ashford, Taunton, Wrexham and
Yeovil, all of which have common issues to Bridgend with respect to out of
town competition.

1.23

The aspirational benchmarks provide a target for Bridgend in terms of
market position, retail mix and target occupiers.
By meeting these
targets, Bridgend can improve its level of performance and obtain
increased levels of market share and higher level of Comparison Goods
Market Potential.
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Scale of Opportunity
1.24

CACI have determined that there is, at most, a level of demand to satisfy
250,000 sq ft gross of additional retail space.

1.25

In order to achieve the level of performance of its aspirational
benchmarks, Bridgend requires the addition of a minimum of 125,000 sq ft
gross of additional retail space.
Development Opportunities

1.26

The key development sites within the town centre are the Elders Yard site
and the possible extension to the Rhiw Centre. These are the only sites
that could supply the majority of the retail space needed in order for
Bridgend to reach the performance level of its aspirational benchmarks.

1.27

The Rhiw Centre provides the most suitable location for development
under the Do Maximum scenario. The centre currently has a high level of
trading potential and a large extension to this site would result in a large
increase in levels of turnover for this zone.

1.28

A large development at the Rhiw Centre would need to be balanced by a
significant development elsewhere in the town in order to avoid
polarisation in and around the Rhiw Centre.

1.29

A development at the Elders Yard site, in conjunction with a large
extension to the Rhiw Centre, would provide the best results in terms of
turnover and balance offered to the town centre as a whole.

1.30

A compelling case for the location of a Debenhams store in Bridgend can
be made if the Do Maximum scenario were to be pursued.

1.31

If the Do Minimum scenario were selected then a large development at
Elders Yard, in addition to a development at Market St and the
reformatting of stores on Caroline St and in the existing Rhiw Centre is
recommended.

1.32

By developing the Market St site, a balance within the town is created with
the Wyndham St East zone experiencing vastly improved levels of
turnover. The reformatting of stores at Caroline St and the Rhiw Centre,
to create stores with larger footprints in line with modern retailer
requirements, helps sustain levels of performance and interest in these
areas.

1.33

In the Do Minimum scenario, the addition of a department store to the
town is not fundamental. By selecting a number of Major Space Users in
addition to further multiple retailers, both the market potential and retail
mix of the aspirational benchmarks can be achieved.
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2.0

Introduction
Project Brief

2.1

This study was commissioned by Bridgend County Borough Council to
establish a Retail Vision for Bridgend and source evidence to support the
Local Development Plan. The study had the following key aims, split into
two stages:
1. Bridgend Town Centre Health Checks: To undertake quantitative and
qualitative appraisal of existing retail provision and identify issues and
opportunities for the future development of Bridgend town centre. This
stage of the project includes Town Centre Retail Audits, Zonal Retail
Pitch Analysis of baseline retail provision and Benchmark and
Competitor Analysis.
2. Future Opportunities for Bridgend Town Centre: To establish a
commercially realistic Retail Vision for Bridgend Town centre and, via a
series of modelling scenarios, provide both a minimum amount of space
required to facilitate this vision and a maximum amount of sustainable
space. This process includes Macro Retail Headroom Analysis, Micro
Retail Impact Analysis by Zone, Market Analysis and Retailer Demand
Assessment.

Project Approach
2.2

CACI’s approach to the study was to combine its existing knowledge of
catchments, shopping populations and consumer needs with detailed
floorspace data of Bridgend’s current provision and information regarding
future retail and housing developments within the South Wales region.

2.3

CACI’s analysis has been assisted by their framework of analytical tools
which include:
•

ACORN lifestyle classification system

•

Retail Footprint classification system

•

Insite spatial market analysis tool
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Study Structure
2.4

This study is broadly structured to respond to the project brief and is
presented in the following chapters:
•

•

Current performance of Bridgend


Bridgend’s current catchment



Bridgend’s current ranking



Bridgend’s current classification



ACORN profile of Bridgend’s catchment



Bridgend’s current benchmarks



Bridgend’s current retail provision



Bridgend’s performance against
benchmarks



Competitor Analysis

Future Opportunities for Bridgend
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Identify aspirational benchmarks



Identify target performance and position



Identify maximum and minimum size
requirements



Site analysis



Test development options



Provide development recommendations
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3.0 Current Performance
Location
3.1

Bridgend is the largest town within the county of Bridgend, located in the
centre of South Wales.

3.2

Bridgend town centre is located equidistant between the major centres
within Wales, Cardiff and Swansea and just to the south of the main link
road through the region, the M4.

3.3

The town has excellent transport links to a number of centres within the
region, notably Cardiff, with excellent road and rail links to the capital.

3.4

The town centre is focused around the pedestrianised areas of Adare St
and Caroline St with the shopping centre at The Brackla centre and the
new bus station at Wyndham St West forming the current markers as to
the end of the town centre.
Figure 3.1 – Bridgend Town Centre
Zone D: Dunraven
Place and Queen
Street

Zone H: Wyndham
Street West

Elder Street

Zone G:
Wyndham
Street East /
Market Street

Zone F:
The Rhiw

Zone B: Brackla / Asda
Site

Zone A: Adare St
Zone E: Nolton St
Zone C: Caroline St

Source: Ordnance Survey Data©

Current Catchment
3.5

Bridgend has a Comparison Goods Market Potential of £136.3 million
leading to a Retail Footprint ranking of 233rd of centres within the UK. At
this position, the location of a store in Bridgend is not a priority for major
national multiple retailers due to Bridgend’s low Market Potential and low
profile.
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Figure 3.2 – Current Catchment Map of Bridgend Source: CACI analysis (2007)
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Figure 3.3 – Breakdown of Bridgend’s catchment
Market Share

Comparison Goods
Market Potential
(£million)

Primary

56,590

24,150

125.9

56.4%

71.1

Secondary

56,667

23,622

126.3

26.9%

34.1

Tertiary

87,005

36,209

183.0

10.4%

19.1

200,262

83,981

435.2

28.5%

124.3

Total
Population

Major
Quaternary
Total

Total Comparison
Total Goods Expenditure
Households
(£million)

546,155

230,224

1156.6

1.0%

12.0

746,417

314,205

1591.7

8.6%

136.3

Source: CACI analysis (2007)

3.6

The Primary catchment (where the first 50% of shoppers originate)
extends to the north along the A4063 to include a number of smaller
centres including Tondu and to the west and south west of the town centre
falling just short of Porthcawl. From a market size of £125.9 million per
annum, Bridgend is predicted to capture £71.1 million per annum from
this catchment, giving it a market share of 56.4%.

3.7

The Secondary catchment (where the next 25% of shoppers originate)
stretches significantly further to the north, where it includes smaller
centres such as Pantyrawel and Pontycymer and to the southeast where it
includes Cowbridge. In total, £34.1 million per annum (26.9%) of this
£126.3 million per annum catchment is predicted to flow into Bridgend.

3.8

The Tertiary catchment (where the next 15% of shoppers originate)
extends south to the coastline, to the north to include Maesteg and
reaches Port Talbot in the northwest.
Retail Footprint predicts that
Bridgend captures £19.1 million per annum, or 10.4% of the Tertiary
catchments £183.0 million per annum potential.

3.9

The Quaternary catchment (where the final 10% of shoppers originate)
accounts for a small percentage of shopping trips originating from
increased distances away from Bridgend. It extends southeast to Cardiff
and beyond along the M4 and to the borders of Swansea in the northwest.
Of the potential £1,156.6 million per annum resident in this catchment,
Bridgend is predicted to receive only 1.0% equating to £12.0 million per
annum.

3.10

Bridgend has a market share of 28.5% within its major catchment area
(primary, secondary and tertiary catchment).
The major catchment
provides information on 90% of a centre’s catchment whilst filtering out
the peripheral results. This allows an accurate profile of a centre’s
catchment to be analysed.

3.11

Within the major catchment there is an annual comparison goods
expenditure of £435.2 million and Retail Footprint predicts £124.3 million
per annum of this expenditure goes to Bridgend. This is an indication of
the high level of spending potential within the region. The level to which
this spend is captured by Bridgend is dependent upon the range and mix
of retailers within the town.

3.12

Bridgend’s market share of 28.5% within the major catchment implies that
71.5% (or £311.2 million per annum) of spend within the major catchment
is spent at other destinations.

3.13

Within the major catchment, the greatest amount of leakage to other
centres goes to Cardiff (18.6%) and Bridgend Designer Outlet (16.5%)
making them Bridgend’s main competitors.
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Figure 3.4 – Market Leakage to competing centres

RF Centre
Bridgend
Cardiff
Bridgend - McArthurGlen Outlet Centre
Maesteg
Porthcawl
Bridgend - Bridgend Retail Park
Pontyclun - Talbot Green Retail Park
Pontyclun - Glamorgan Vale Retail Park
Other

Market Share
of Major
catchment
29%
18%
16%
8%
7%
3%
3%
3%
10%

Source: CACI analysis (2007)

Classification

3.14

Bridgend is classified as a Value Regional Town in CACI’s Retail Footprint
classification. Regional Towns, often called market towns, tend to be the
dominant centres in suburban areas, and as such are the main destination
for a large share of the shoppers in the immediate areas around the
centre. As such shopper numbers are influenced by the suburban location.
Other Value Regional Towns within Wales include Carmarthen, Llanelli
Merthyr Tydfil and Pontypridd.

3.15

Bridgend is classed as a Value Regional Town due to the high proportion of
value based retailers operating within the town. Centres within the Value
Regional Town class have a Retail Footprint score of which over 35% is
provided by value-based retailers. At present, 37% of Bridgend’s Retail
Footprint score is provided by value-based retailers, the remainder being
made up of mass-market retailers.

3.16

Whilst there is no inherent problem for a town being classified as value
based, Bridgend must consider its retail mix in comparison to its
catchments profile to see whether it is providing an offer that meets the
needs of its catchment population.

3.17

One of the main reasons that town centres underperform is that they do
not have a retail offer that is in line with the needs and aspirations of its
catchment population.
If Bridgend’s catchment is not looking for a
primarily value based offer then it is likely that they will shop elsewhere,
causing the town centre to under perform.

3.18

As well as providing a relevant offer to its current catchment, Bridgend
must be aware of the effects of having a value based offer will have on
extending and increasing its catchment.

3.19

In general, shoppers are unwilling to travel any considerable distance in
order to visit a value-based centre. The high level of competition within
the region will mean that in the long term, if Bridgend continues to provide
a primarily value based offer it will begin to be frequented by only those
who reside in close proximity to the centre leading to a reduction in its
catchment size.

3.20

A smaller catchment will dramatically lessen the centre’s market potential,
causing a gradual drift of mass-market retailers from the town. The only
retailers that find the town viable – further value retailers supplemented
by pound stores and charity shops - will fill the gaps in the market caused
by the withdrawal of mass retailers. This cycle of depletion is likely to
continue until Bridgend is left with a severely weakened retail offer.
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ACORN Profile

3.21

The ACORN profile of Bridgend’s current catchment (Figure 3.4) is biased
towards Wealthy Executives, Flourishing Families and Secure Families
when compared to the Welsh average.

3.22

The large numbers of people within these categories reflect the high levels
of wealth within Bridgend’s catchment.

3.23

With its bias towards both Flourishing and Secure Families and its high
number of Struggling Families in comparison to other groups, a large
percentage of Bridgend’s catchment is family based.

3.24

Whilst within the county there is a bias towards Blue-Collar Roots and
Struggling Families, which are both above the national average, this is not
reflected in the catchment for Bridgend town centre with levels just below
the national average within both groups.

3.25

Bridgend’s catchment has a much lower number of Affluent Greys and
Prudent Pensioners when compared to the country as a whole, suggesting
a relatively young catchment around Bridgend.

3.26

This profile suggests that Bridgend has a relatively young, relatively
affluent catchment with a bias towards families when compared to the
county and the national average.

3.27

Whilst there is a need for some value based retailers within the town
centre, mass-market retailers are much more likely to appeal to
Bridgend’s current catchment.
Figure 3.5 – Bridgend’s ACORN profile
Bridgend (Catc hment)

Bridgend (County)

Wales
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Source: CACI analysis (2007)

Current Benchmarks

3.28

Bridgend’s Comparison Goods Market Potential and the ACORN profile of
its catchment mean that Bridgwater, Kettering, Kidderminster, StocktonOn-Tees, Wellingborough and Worksop are suitable benchmarks. These
towns have market potentials of between £116 million and £152 million
and geographically are in locations with a similar distance to a major
centre as Bridgend experiences in relation to Cardiff.

3.29

The ACORN profiles of these towns, in particular their low levels of Urban
Prosperity and their high levels of Secure Families, Blue Collar Roots and
Struggling Families mean that they have an overall correlation to
Bridgend’s ACORN profile of above 90%.
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Figure 3.6 – Current Benchmarks
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3.30

Of the benchmark centres, Bridgwater, Wellingborough and Worksop are
in the same classification as Bridgend; they are Value Regional Towns.
Kidderminster and Stockton-on-Tees are classed as Value Centres owing
to the fact that whilst they have the same propensity to Value based
retailers, they have slightly higher populations. Kettering is classed as a
Metropolitan Town due to its proximity to a larger urban centre.

3.31

None of the selected benchmarks have at present any published plans for
renewal or regeneration of their centres.

Retail Offer

3.32

Bridgend does not currently possess a department store. Bridgend’s retail
offer is provided by a mix of small size Multiples (39%), Independents
(38%), Major Space Users (5%) and Variety (18%) stores. For a town of
its size, CACI would expect to see a larger amount of total space taken up
by Major Space Users and Variety stores.
Figure 3.7 – Bridgend’s current retail offer by type

Independents
38%

Variety
18%

Multiples
39%

Major Space
Users
5%

Source: CACI analysis (2007)
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3.33

The retail offer provided by multiples within Bridgend is biased towards the
categories of Womenswear and Mixed Clothing. These categories take up
29% of floorspace within Bridgend’s multiple comparison goods retailers.

3.34

There is a lack of multiple retailer presence in the retail categories of Toys
& Games, Household Goods, Drapery/Soft Furnishings, high street DIY and
Gifts with only 1.4% of floorspace provided by multiple retailers in
Bridgend being dedicated to these retail categories.

3.35

The Independent market is strongest in the retail categories of Household
Goods and Drapery/Soft Furnishings, somewhat compensating for the lack
of multiple retailers representing these categories within Bridgend. There
is also a significant independent retailer presence in the category Music &
Video.

3.36

When compared to the retail category mix of its benchmark centres,
Bridgend’s retail mix can be seen to be erratic.

3.37

Whilst performing relatively strongly in the Clothing categories, Bridgend
has a lack of multiple retailers in the Menswear category as well as in the
Health & Beauty, Toys & Games, Books, Drapery/Soft Furnishings and
Household Goods categories.
Figure 3.8 –
benchmarks

Bridgend’s

150

current

retail

offer

compared

to

Womenswear
Menswear
C hildrenswear
Mixed C lothing

Index Score v.s. Benchmarks

100

Footwear
Jewellers
Fashion Accessories
Health & Beauty

50

Toys & Games
Music & Video
C omputer Software & Accessories
C ards & Stationery

0

Sportswear & Equipment
Books
C hina / Glass & Fancy Goods
Drapery / Soft Furnishings
Household Goods

-50

Electrical

-100

Source: CACI analysis (2007)

3.38

There are a number of retailers that CACI would expect to see in a town of
Bridgend’s size that operate in the retail categories where Bridgend is
currently under provided for. These retailers include Greenwoods, The
Officers Club, Moss and Top Man in the Menswear category, The Body
Shop, Body Care and The Fragrance Shop in the Health & Beauty category,
Early Learning Centre and Toymaster in the Toys & Games category,
Waterstones and The Works in the Books category and Ponden Mill and
Rosebys in the Drapery/Soft Furnishings category.
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3.39

The lack of consistent representation of multiple retailers across the retail
categories means that despite the presence of a number of Independent
retailers, Bridgend is not providing for all its shoppers’ retail needs.

3.40

This lack of a complete retail offer leads to shoppers either making the
choice of shopping in Bridgend and at another centre or not shopping in
Bridgend at all.

Competitor Analysis
Figure 3.9 – Leakage to other centres – Major Catchment

Bridgend - 29%
Cardiff - 18%
Bridgend - McArthurGlen Outlet Centre - 16%
Maesteg - 8%
Porthcawl - 7%
Bridgend - Bridgend Retail Park - 3%
Pontyclun - Talbot Green Retail Park - 3%
Pontyclun - Glamorgan Vale Retail Park - 3%
Other (including Pontypridd, Port Talbot and Swansea) 10%

Source: CACI analysis (2007)

3.41

By analysing the performance of other centres within the region, CACI
have determined that the highest levels of leakage from Bridgend’s
catchment go to Cardiff and Bridgend Designer Outlet.

3.42

Whilst leakage to Cardiff is always likely to be high due to its close
proximity and its ranking as a Primary Centre in the Retail Footprint
classification, Bridgend must attempt to reduce the impact that Bridgend
Designer Outlet has on its share of its major catchment whilst reducing the
need for frequent shopper trips to Cardiff.

3.43

At present, Bridgend Designer Outlet has a Comparison Goods Market
Potential of £143 million, ranking it above Bridgend in the Retail Footprint
classification of UK centres at 201st overall.

3.44

Bridgend Designer Outlet is classed as a Factory Outlet Centre in the Retail
Footprint classifications. As a Factory Outlet Centre, it behaves in a
different way from a traditional retail centre, such as a town or city.

3.45

Where as towns and cities generally take a high percentage of the their
total spend from the immediate areas around them taking considerably
less from further away, this is not necessarily true of Factory Outlet
Centres.
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3.46

Factory Outlet Centres, such as Bridgend Designer Outlet, take lower
percentage shares than traditional centres from their immediate
catchment areas but take comparatively higher levels of market share
from further away.

3.47

This means that despite being on Bridgend’s doorstep, Bridgend Designer
Outlet does not provide an identical type of offer to Bridgend town centre
and there is no reason why the two centres cannot both thrive.
Figure 3.10 - Bridgend Designer Outlet catchment

Primary
Secondary
Tertiary
Quaternary
Total

Total
Population

Total
Households

257,479
380,698
584,375
917,379
2,139,931

109,753
162,697
252,036
396,098
920,584

Total Comparison
Goods
Market
Expenditure
Share
(£million)
603.8
15.2%
190.7
4.8%
75.5
1.9%
31.8
0.8%
3972.2
3.6%

Comparison
Goods Market
Potential
(£million)
91.8
9.2
1.4
0.3
143.0

Source: CACI analysis (2007)

Figure 3.11 - Bridgend Designer Outlet ACORN profile
Mc Arthur Glen - Bridgend
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Source: CACI analysis (2007)

3.48

Bridgend Designer Outlet’s ACORN profile is not as strong as Bridgend’s.
It has significantly fewer Wealthy Executives, Flourishing Families and
Secure Families and has greater numbers of Blue-Collar Roots and
Struggling Families.

3.49

Despite this weaker ACORN profile, Bridgend Designer Outlet has a retail
mix that is targeted much more towards the Upper Middle and Middle
sectors of the market. This would suggest that Bridgend needs to target
an improvement in its retail mix and target more mass-market retailers.
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Figure 3.12 - Bridgend Designer Outlet’s multiple clothing position
vs. Bridgend ACORN profile
McArthur Glen - Bridgend

Bridgend

60%
% Retailers

50%
40%
30%
20%
10%
0%
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Upper
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Middle
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Middle
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Market Position

Source: CACI analysis (2007)

3.50

Bridgend Designer Outlet is classified with the Retail Footprint
classifications as a Factory outlet Centre. Factory Outlet Centres in
general tend to target retail categories such as Clothing and Household
Goods and therefore do not generally have a balanced retail offer. Despite
this fact, Bridgend Designer Outlet has a more balanced retail offer than
Bridgend with higher levels of Clothing, Health & Beauty, Leisure and
Household Goods. This means that Bridgend Designer Outlet offers a
more competitive retail offer than Bridgend town centre.

3.51

There are a number of retailers based at Bridgend Designer Outlet that are
normally based in a town centre environment rather than at Factory Outlet
Centres.
These retailers include Austin Reed, Birthdays, French
Connection, Jaeger, Julian Graves, Ponden Mill, Thornton’s and Whittard’s
of Chelsea.

3.52

It is likely that these retailers have chosen or been forced to locate at
Bridgend Designer Outlet rather than in the town centre due to a lack of
available retail space within the town centre or due to Bridgend’s current
low level of attractiveness to retailers.

3.53

There is an opportunity within Bridgend town centre to provide new retail
space in order to improve the retail mix within the town centre. This
would allow the town centre to compete more effectively with Bridgend
Designer Outlet.
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4.0 Future Opportunity – Market Positioning &
Retail Mix
Aspirational Benchmarks

4.1

In order to assess the level of change required within Bridgend, CACI have
selected a number of aspirational benchmarks for Bridgend to target,
based on size, market potential and ACORN profile.

4.2

These benchmarks can be used to analyse where Bridgend’s current offer
is lacking and what level of development is needed in order to create a
similar level of performance within Bridgend.

4.3

The selected aspirational benchmarks are Ashford – Kent, Stafford,
Taunton, Warrington, Wrexham and Yeovil. All these centres are within
the top 200 centres within the UK Retail Footprint rankings and their
ACORN profiles have a good degree of correlation with Bridgend’s.

4.4

Ashford, Taunton, Wrexham and Yeovil all have common issues to
Bridgend with respect to significant out-of-town competition.
The
McArthur Glen Outlet Centres at Ashford and Cheshire Oaks affect the
performance of Ashford and Wrexham whilst Clarks Village at Street
influences the performance of Taunton and Yeovil.
Figure 4.1 - Bridgend’s aspirational benchmarks
Correlation

£250

1.00

£150

0.80

£50

Correlation

Annual Comparison
Expenditure (£m)

Comparison Expenditure (£ millions)

0.60
Warrington

Ashford Kent

Stafford

Wrexham

Taunton

Yeovil

Source: CACI analysis (2007)

4.5

Ashford, Taunton, Wrexham and Yeovil are all classified as Average
Regional Towns within the Retail Footprint classification. In order to
achieve a classification of Average a centre must have a proportion of
greater than 55% of its total score contributed by mass-market retailers.
Stafford and Warrington are classified as Average Centres due to their
higher populations.

4.6

Bridgend sits very close to the requirements for being classified as an
Average Regional Town. A small reduction in its value based offer and a
subsequent increase in its mass-market offer would firmly place it within
the Average Centre banding.

4.7

It would be appropriate for this shift in focus to be achieved via a slight
change within the multiple retail clothing offer, where compared to its
aspirational benchmarks, Bridgend has a lack of mass-market provision.
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Figure 4.2 - Bridgend’s multiple clothing focus vs. aspirational
benchmarks
Bridgend

Benchmarks

% Retailers

50%
40%
30%
20%
10%
0%
Upper

Upper
Middle

Middle

Lower
Middle

Lower

Market Position

Source: CACI analysis (2007)

4.8

This improvement in Bridgend’s market position will see shoppers
prepared to travel longer distances to visit the centre, thus increasing it’s
market potential and Retail Footprint ranking.

4.9

As well as offering a more mass-market orientated offer, Bridgend must
offer a more balanced retail offer across the retail categories. When
compared to both its current benchmarks and its nearest competitor,
Bridgend Designer Outlet, Bridgend lacks a strong presence in a number of
core retail categories. When compared with its aspirational benchmarks,
the same conclusion can be drawn. Whilst Bridgend has a competitive
amount of clothing, there is a lack of balance due to the lack of multiple
retailers in the categories of Household Goods, Electrical Goods and some
Leisure categories such as books and Music and Video.

4.10

Bridgend’s aspirational benchmarks create a balanced retail offer by
containing either a Department store such as Bhs or Debenhams or a
number of Major Space Users such as Marks & Spencer and Next.
Figure 4.3 – Department stores and
aspirational benchmarks
Ashford - Kent

Stafford

Taunton

Bhs

Bhs

Bhs

Marks & Spencer - Marks & Spencer Debenhams
Outlet
Outlet
Marks &
Next
Next
Spencer

Major

Warrington

Space Users in

Wrexham

Yeovil

Bhs

Bhs

Bhs

Marks &
Spencer

Marks &
Spencer

Denners

Next

Next

Marks &
Spencer

Source: CACI analysis (2007)

4.11

By containing a large format store that offer a range of products over a
number of retail categories, the aspirational centres provide shoppers the
opportunity to do all their shopping in one trip and thus reduce leakage to
other centres.

4.12

At present Bridgend does not have any of these types of large format
stores. This is in part due to the lack of large format retail space in
Bridgend. At present, Bridgend only contains 5 stores with a gross
floorspace of greater than 10,000 sq ft gross and none above 20,000 sq ft
gross. Any new development within Bridgend must aim to provide the
necessary floorspace requirements demanded by these large retailers.
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Figure 4.4 – Floorspace requirements of selected Department
stores and Major Space Users
Retailer

Bhs

Size Requirement
15 - 65
(000 sq ft)

Debenhams
60 - 150

Marks & Marks & Spencer Next
Spencer
Outlet
20 - 180

8 - 10

10 - 150

Source: CACI analysis (2007)

Occupier Suitability

4.13

CACI have carried out a detailed evaluation of occupier suitability for
Bridgend, based on store data for retailers, market size and ACORN
profiling.

4.14

There are a number of retailers that would be interested in locating in
Bridgend with its present levels of performance. With the subsequent
increase in market potential brought about by retail based development,
the number of retailers interested in locating in Bridgend would increase
significantly.

4.15

By having a number of retailers interested in locating in Bridgend it
provides the town with a number of opportunities depending on the town’s
overall strategy.

4.16

The introduction of a large department store such as Debenhams would
help provide Bridgend with the required balanced retail offer to appeal to
its catchment and better compete with Bridgend Designer Outlet as well as
delivering a high level of prestige to the town.

4.17

Another way to balance Bridgend’s erratic retail mix would be to include a
number of Major Space Users, such as Marks & Spencer, Next or TK Maxx
within the town centre, complimented by a number of multiple retailers
covering a wide variety of retail categories.

4.18

The retailers listed in Figure 4.5 all score very highly based on the
compatibility of the retailers required market size and customer profile
compared with Bridgend’s market potential and catchment profile.
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Figure 4.5 – Potential retailers for Bridgend
Retailer

Retail Category

PMV

Score

Debenhams

Department Store

Mass

740

BHS
Marks & Spencer
Next*
TK Maxx*

Variety Store
Variety Store
Mixed Clothing
Mixed Clothing

Mass
Mass
Mass
Value

815
820
818
812

Premium
Value
Premium
Value
Value
Value
Mass
Value
Mass
Mass
Mass
Premium
Premium
Value
Mass
Mass
Mass
Mass
Mass
Mass
Mass

816
820
818
783
836
815
820
768
724
875
800
824
747
822
877
816
738
820
708
822
725

Waterstones
Bookshops
The Works
Bookshops
Jessops
Camera Shops
Dunelm Mill
Drapery / Soft Furnishings
Rosebys
Drapery / Soft Furnishings
Ponden Mill
Drapery / Soft Furnishings
The Body Shop
Drugs/Toiletry
The Fragerence Shop Drugs/Toiletry
Past Times
Giftware / China / Glass
Birthdays
Greeting Cards
Hallmark Cards
Greeting Cards
Ernest Jones
Jewellers
Goldsmiths
Jewellers
F Hinds
Jewellers
Greenwoods
Menswear
The Officers Club
Menswear
Topman
Menswear
HMV
Records/Tapes & Cds
Zavvi
Records/Tapes & Cds
Early Learning Centre Toys
Games Workshop
Toys
* full format stores encompass homewares department
Source: CACI analysis (2007)

4.19

In order to fulfil its potential, any development scheme must realise and
cater for the high level of demand likely to created by an increase in
market potential at Bridgend.
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5.0 Assessment of Scale of Opportunity
Strategy

5.1

The key aim of any retail based development within Bridgend must be to
increase Bridgend’s market potential without having a detrimental effect
on its overall performance whilst providing a more appropriate offer to its
catchment.

5.2

In order to create an overall increase in market potential there are a series
of stages that must be implemented. To increase the market potential of
a centre, the level of attractiveness of a centre must be increased.

5.3

The level of attraction is based on a total score for a centre. This score is
created by summing the individual scores of retailers that are located
within a centre.

5.4

Both independent and multiple retailers are provided with a score to create
an overall level of attractiveness for a centre. Unless an independent
retailer is particularly well established, the level of attraction of a multiple
retailer will be greater due to the comparative strength of the brand.

5.5

Therefore, in order to increase its level of attractiveness, Bridgend must
aim to attract a higher number and better quality of multiple retailers.

5.6

Whilst the number of multiple retailers will increase the attractiveness of a
centre, the retailers chosen must be appropriate to the centres catchment
and market potential. Inappropriate retailers are unlikely to locate in the
centre initially and if they do, they are likely to under perform and
ultimately cease trading from this location. Therefore the market position
and retail mix must be carefully chosen.

5.7

In order to attract suitable multiple retailers there must be an appropriate
supply of leasable space.
This space must be in a format that is
appropriate for modern retailer needs.

5.8

The creation of this space can be completed by either creating new retail
space, by reformatting existing retail units to meet the modern day
requirements of retailers or by a combination of the two.

5.9

Reformatting existing space provides some advantages over the creation
of new retail space.
The reformatting of existing units is generally
significantly cheaper than the creation of new units. Land does not need
to be located and developed and in general, significant amounts will not
need to be spent on building, access and landscaping.

5.10

Examples of developments where the reformatting of existing space,
rather than the addition of new retail space, has been a key feature
include the Princess Hay development in Exeter and ht e Victoria Square
development in Belfast.

5.11

The difficulties arising from the reformatting of retail space centre on the
displacement of existing tenants. However, as long as suitable locations
are provided for key tenants, it is likely that these retailers will continue to
trade within the town centre. The relocation of tenants allows the council
to target specific zones within the town centre where it wishes to increase
retail turnover.

5.12

The amount of new leasable space must allow the addition of enough
multiple retailers to create increases in attractiveness and market potential
to a level that would place Bridgend within the top 180 centres within the
UK Retail Footprint rankings. At this position, Bridgend will come on the
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radar of a number of national retailers. Their presence within the town is
key to its overall success.
5.13

The amount of leasable space created must however not exceed the point
of critical mass. At this point, no ‘new’ spend is added to the town, rather
spend is moved from one portion of the town to another, meaning some
areas will thrive whilst the others will under perform. Whilst the effects on
individual zones within the town centre can be determined further by
selection of individual sites for development, the overall amount of
floorspace added is critical.
Scale of Opportunity

5.14

In order to assess the scale of opportunity for Bridgend, CACI have tested
a number of scenarios.

5.15

The first variable that affects the future level of market potential is the
classification of a centre – whether it is Value, Mass or Premium based.

5.16

As previously stated at present, Bridgend is classified as a Value Regional
Town. With small increase in its mass-market offer and a subsequent
decrease in its Value based offer, Bridgend would be classified as an
Average Regional Town.

5.17

The benefits of this change in classification can be seen in Figure 5.1 – a
change in class from Value based to Mass market based gives an average
increase in market potential of £25.75m per annum based on the amount
of retail space to be added.
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Figure 5.1 – Difference
Value/Mass classification
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Source: CACI analysis (2007)

5.18

The second variable that affects the future level of market potential is the
amount of floorspace that is added. CACI have tested a number of
scenarios based on the addition of floorspace occupied by mass market
retailers in order to asses the level of floorspace needed to allow Bridgend
to achieve the levels of performance of its aspirational benchmarks.
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Figure 5.2 shows the market potential of Bridgend dependent on the
amount of additional floorspace added. It also shows the amount of
floorspace required to bring Bridgend into the top 180 centres within the
UK Retail Rankings.

5.20

Figure 5.2 - Testing the effect of added retail floorspace on retail
ranking
275

240
230
220

250

Market Potential (£ m)

210
225

200
190
180

200

170
175

160
150

150

140

UK Retail Footprint Ranking

5.19

Market
Potential
(£ m)
Value

130
125

120

Performance

110
100

100
2007

100,000

125,000

150,000

175,000

200,000

225,000

250,000

500,000

1,000,000

Floorspace Added (sq ft gross)

Source: CACI analysis (2007)

5.21

Figure 5.2 shows that with the addition of 100,000 sq ft gross of additional
retail floorspace, Bridgend could expect to be in the top 180 centres in the
UK Retail Rankings.

5.22

However, as well as gaining a position inside the top 180 centres,
Bridgend must also provide the balanced retail offer that is presented by
its aspirational benchmarks.

5.23

In order to do this, Bridgend must be able to offer at least two full format
Major Space User stores with significant homeware departments plus
additional multiple retailers in the categories of Books, Health & Beauty,
Jewellery, Menswear, Music & Video and Toys & Games.

5.24

In order to accommodate these requirements, CACI recommends that an
additional 125,000 sq ft gross is the minimum amount of space that would
be required in order to allow Bridgend to attain the performance of its
aspirational benchmarks.

5.25

By adding floorspace to Bridgend, it is assumed that this space will be
filled by a mix of multiple retailers therefore increasing Bridgend’s Retail
Footprint score. This in turn will increase Bridgend’s attractiveness and its
market potential.

5.26

Whilst it may be assumed from this rational that the more floorspace
added the better, there is a point at which no new spend is added, rather
the existing spend is simply moved from one area of the town to another,
making a boom or bust scenario that does not imply strong centre
management and creates unstable environment for development.

5.27

To understand where the point at which no new spend is being drawn to
the town and revenue is simply being diverted, CACI have used Bridgend’s
current trading density as a index and compared its trading density as the
amount of floorspace is increased.
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5.28

Where performance is below 70% of its present levels, CACI believe that
the town has reached saturation point and would not recommend adding
further amounts of floorspace, certainly not in the short term.

5.29

Figure 5.3 shows that above a scenario of adding 250,000 sq ft gross of
new retail floorspace, Bridgend’s trading performance in comparison to
2007 levels is compromised to an unacceptable level.
Figure 5.3 – Testing the effects of added retail floorspace on
market potential
Trading Density
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5.30

By analysing performance data it can be seen that a new floorspace
development of above 250,000 sq ft gross will not be sustainable for
Bridgend, and as such represents a “Do Maximum” growth scenario.

5.31

The addition of 250,000 sq ft gross to Bridgend is a significant
development. This amount of new floorspace would allow the addition of a
major Department store, such as Debenhams, as well as Major Space
Users, such as Marks & Spencer and Next. It also provides space for the
other multiple retailers attracted as a result of the location in Bridgend of
these key anchor stores.
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6.0 Development Opportunities
Current Performance by Zone

6.1

In order to analyse the future development opportunities for Bridgend, we
must first analyse and evaluate Bridgend’s current configuration.

6.2

In order to do this, CACI have divided Bridgend into eight distinct zones.
These zones allow areas of performance to be compared relative to each
other and allow changes to the town centre to modelled and compared at
a micro level.

6.3

The division of space into zones also allows the impacts of new
development within the town centre to be modelled.
Figure 6.1 - Bridgend's Town Centre Zones
Zone D: Dunraven
Place and Queen
Street

Zone H: Wyndham
Street West

Elder Street

Zone G:
Wyndham
Street East /
Market Street

Zone F:
The Rhiw

Zone B: Brackla / Asda
Site

Zone A: Adare St
Zone E: Nolton St
Zone C: Caroline St

Source: Ordnance Survey Data©
Description of Zones

Zone A – Adare St: Adare St is a pedestrianised street forming part of
Bridgend town centre’s primary area of retail pitch. The zone has the
highest concentration of multiple retailers within the town (97% of units
are occupied by multiple retailers) and this area currently provides the
highest level of turnover within the town. Retailers within this zone
include Adams, Curry’s and Woolworths.
Zone B – Brackla Centre: The Brackla Centre comprises a number of
value based multiple retailers, such as Argos, Millets and QS. This zone
lies at the periphery of the town centre, adjacent to the site of the new
Asda superstore.
Zone C – Caroline St: Caroline St, also pedestrianised, forms a significant
section of the current prime area of pitch within Bridgend and links the
Rhiw Centre with Adare St. The zone is made up primarily of multiple
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retailers with Bridgend’s only current Major Space User, Boots, at the
centre of the zone. At the edges of the zone there are a number of
Independent traders.
Zone D – Dunraven Place and Queen St: This zone has been the focus for
the restoration of a number of the town’s historic buildings and the
creation of areas of open public space at Dunraven Place. Along with
Queen St, this zone contains a high number of independent stores (60%
of all units are occupied by independent traders) and occupiers based in
the service sector. Units in this zone generally have a small retail
footprint.
Zone E – Nolton St: This area comprises a link road running adjacent to
the town centre from Wyndham St in the north to the Brackla Centre in
the south. The zone contains a high proportion of independent retailers
(68%), along with a large proportion of services and housing.
Zone F – The Rhiw Shopping Centre is the focus of retailing in Bridgend
and makes up the remaining part of the towns prime area of retail pitch.
The centre comprises a partially covered main walkway with a number of
multiple retailers leading to an indoor market. Compared to the rest of
the town, the centre is over trading – there is a great degree of potential
within the centre that at present is not being realised due to tenant mix
and lack of floorspace.
Zone G – Wyndham St East: Buildings within this zone are currently very
run down and the area lacks a sense of identity or focus. Vacancies in
this zone this make up 18% of total floorspace and at present this area is
not an attractive location for retailers. At present, a mixture of bars and
pubs, hairdressers and takeaways occupy the floorspace in this area.
Zone H – Wyndham St West: This zone contains the site of the new bus
station and post office. The west end of Wyndham St has seen a number
of physical improvements in an attempt to regenerate the area. Despite
this, the area generates a low level of retail income due to almost half of
the floorspace in the zone being occupied by those in the service
industry.
Figure 6.2 – Bridgend’s current performance by zone

Turnover

Current
Performance /Trading
Opportunity

Zone A: Adare
Street

£15,521,014

135%

Zone B: Brackla

£10,947,369

101%

£13,782,647

112%

£10,499,424

93%

£11,049,401

116%

£10,142,751

181%

Zone C: Caroline
Street
Zone D: Dunraven
Place
Zone E: Nolton
Street
Zone F: The Rhiw

Zone G: Wyndham
£1,052,210
Street East
Zone H: Wyndham
£1,945,622
Street West

94%
82%

Source: CACI analysis (2007)
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6.4

In order to assess the effects of increased retail space on each of the
zones within Bridgend and thus be able to assess Bridgend town centre as
a whole, CACI have carried out tests on a number of scenarios.

6.5

These scenarios use the Do Maximum and Do Minimum retail space sizes
identified earlier in the report in order to test the effect of adding differing
amounts of retail space to different locations.

6.6

For each zone, the turnover and performance, based on trading density, is
evaluated in order to find the most suitable solution.
Development Options

6.7

Due to the minimum additional retail space requirement of 125,000 sq ft
gross, the Elders Yard and Rhiw Centre are the key development sites
within Bridgend town centre – they are the only sites with the potential to
locate either all or a significant portion of this amount of space.

6.8

Therefore, when testing development options, it is of paramount
importance to assess and select the most suitable configuration of space
around these sites.
The Rhiw Shopping Centre

6.9

The Rhiw Shopping Centre is the primary shopping centre in Bridgend and
covers a site of approximately 1.5ha (15,174 sq m).

6.10

The site lies in the centre of Bridgend town centre, with its main entrance
leading on to the pedestrianised areas of Adare and Caroline Street.

6.11

The site is currently occupied by a majority of multiple retailers and a
large indoor market.

6.12

The centre lacks a strong retailer to anchor the store. The average size of
the stores within the centre is less than 1,500 sq ft gross, which is
prohibitive for a number of national retailers.
Figure 6.3 – The Rhiw Shopping Centre
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6.13

To the rear of the site lies a site measuring 1.5 ha, currently occupied by a
400 space multi-storey car park, owned by the local authority and a
privately owned car sales showroom. The site of the car sales showroom
has already been granted outline-planning consent for A1 retail use.
Figure 6.4 – The Indoor Market at The Rhiw Shopping centre and
the adjacent car park.

6.14

Due to the amount of available space, the Rhiw Centre provides a
significant opportunity to create a sizeable development within the town
centre.

6.15

CACI have carried out a series of tests to determine the optimum size of a
development at the Rhiw Centre.

6.16

The level of turnover generated at the Rhiw Centre increases with an
increase in the amount of retail space added.
Conversely, the
Performance Index, based on the trading density, shows an inverse
relationship, reducing with the amount of floorspace added.

6.17

By assessing the level of turnover generated and the performance index,
based on trading density, it can be seen that an extension of 200,000 sq ft
gross to the Rhiw Centre would provide the centre with its optimum level
of performance. With this size of extension, the Performance Index is at
its optimal level whilst the centre generates a high level of turnover.
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Figure 6.5 – Assessing the optimal size of an extension to the Rhiw
Centre
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6.18

Whilst testing the scenarios, CACI has noted the polarising effect of a large
extension to the Rhiw Centre. Whilst there are many clear benefits to a
large-scale development at The Rhiw, there is a major drawback – the
subsequent effect on the rest of the town.

6.19

By having one large centre that completely dominates retailing in the town
centre, the remaining zones within the town all see a large down turn in
turnover.

6.20

However, by adding the optimal amount of retail space, 200,000 sq ft
gross to the Rhiw Centre, there is the possibility of developing further sites
under the Do Maximum scenario.
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Figure 6.6 – Testing the effect of developments in conjunction with
the Rhiw Centre extension
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6.21

Whilst the implementation of a development alongside the extension to
the Rhiw Centre would have a negative effect on the Rhiw, it would be of
significant benefit to the town centre as a whole.
Turnover and
performance, whilst not being severely affected at the Rhiw, would be
significantly improved at Adare St via a development at the Elders Yard
site.

6.22

Any development at the Rhiw Centre is likely to be a lengthy and costly
undertaking. It is unlikely therefore, that a smaller development at the
Rhiw Centre would be proposed – a smaller development is likely to still
require the same amount of time in terms of planning and development
and incur similar build costs yet would fail to realise the potential at this
site.

6.23

CACI have tested a reduced development at the Rhiw Centre under a Do
Minimum scenario and the results were unsatisfactory – the potential of
the Rhiw Centre was not realised whilst there was still a severe downturn
in the performance of all other zones.

6.24

If not the main focus for retail led development within the town the Rhiw
Centre sees a significant downturn in turnover and subsequent trading
densities. Additionally, if other sites are promoted in favour of the Rhiw
Centre, the centre is in danger being seen as a secondary area of pitch.

6.25

Compared with the rest of the town centre, the Rhiw centre is currently
overtrading, therefore whilst there is a significant downturn in
performance, this can be limited so that the Rhiw Centre still performs to
an acceptable level.

6.26

In order to maintain the its position as part of the prime area of pitch
within the town, existing stores within the Rhiw Centre could be
reformatted to make them suitable for large scale multiple retailers.

6.27

At present, 12 stores within The Rhiw Centre measure below 1,500 sq ft
gross. Were these units to be reformatted to create a smaller number of
larger footprint stores, the centre could attract new multiple retailers to
the centre.

6.28

The addition of new multiple retailers in larger sized stores would help
maintain the interest in the Rhiw Centre and reduce the effects on its level
of turnover to preserve its long-term future.
Figure 6.7 – Potential retailers for the Rhiw Centre
Rhiw Centre
Space added
200,000 gross sq ft

Reformatted

Potential Retailers
Debenhams, Marks & Spencer plus a selection of:
Bay Trading Co, Birthdays, Edinburgh Woollen Mill, Early Learning
Centre, HMV, Moss, Ponden Mill, Past Times, Primark, Rosebys, Ryman,
The Body Shop, TK Maxx, Toymaster, Waterstones
Ann Summers, Bay Trading Co, Birthdays, Edinburgh Woollen Mill, Early
Learning Centre, HMV, Moss, Past Times, Ponden Mill, River Island,
Rosebys, Ryman, The Body Shop, Top Man, Toymaster, Waterstones

Source: CACI analysis (2007)

Elders Yard

6.29

The Elders Yard site measures 0.25ha (2,529 sq m) and lies at a key
central site in Bridgend town centre. It is bordered to the east by Adare
Street, to the south by Caroline Street and Wyndham Street runs
diagonally to the north.

6.30

The site is currently occupied by vacant, semi-derelict buildings, which
possess Grade II Listed status.
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6.31

The site possesses a range of possibilities. If the Listed Buildings are
maintained then it is envisaged that a 7,000 sq ft gross retail development
could be created in conjunction with the listed buildings. If the listed
buildings were to be removed then the site could lend itself to a much
larger, multi-storied development, possibly in conjunction with Adare
Street.

6.32

Figures 6.8 and 6.9 show Elder Street and the Grade II listed buildings.
Figure 6.8 – Elders Yard

Figure 6.9 – Elders Yard
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6.33

In all of the scenarios that CACI have run, the Elders Yard site is key in the
development of the town. Its central location provides Bridgend with a
huge opportunity, whether this is to counter balance a large development
at the Rhiw Centre or to be the main development site in conjunction with
other smaller developments at other locations in the town.

6.34

In conjunction with a 200,000 sq ft gross extension to the Rhiw Centre, a
30,000 sq ft gross development at the Elders Yard site would provide the
greatest level of turnover for the town and would provide the town with a
balanced, joined up retail offer.

6.35

This development would be preferential to a larger development at the
Market St site, both in terms of turnover generated and subsequent
performance of the respective zones.
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Figure 6.10 – Assessing the performance of developments in
conjunction with a 200,000 sq ft gross addition to the Rhiw Centre
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6.36

By drawing shoppers to the Elders Yard development, the adjacent zones
of Adare St and Caroline St benefit from an increase in footfall and
subsequent turnover and are therefore not as adversely affected as they
would be if the Rhiw were to be developed in isolation.

6.37

In the Do Minimum scenario, a development at Elders Yard is key. With
the Rhiw Centre likely to be the beneficiary of either a large-scale
development or no additional space at all, the Elders Yard site would
become the main area of development within Bridgend.

6.38

At present, there is no fixed plan as to the scale of development that
would be achievable at the Elders Yard site. On this basis, CACI have
tested a number of scenarios involving different sized developments and in
conjunction with other developments in order to identify the optimal
solution.

6.39

In the Do Minimum scenario, the Elders Yard site would be highly
successful in conjunction with a development at Market St and the
reformatting of stores on Caroline St and at the Rhiw Centre.

6.40

A development of 69,000 sq ft gross at the Elders Yard site would allow
either the possible addition of a Bhs or a Debenhams or, more likely, the
addition of two Major Space Users, such as Marks & Spencer or Next.
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Alternatively, the centre could house one Major Space User and a range of
smaller multiple retailers.
Figure 6.11 – Potential retailers for the Rhiw Centre
Elders Yard
Space added

Potential Retailers

69,000 gross sq ft

Debenhams or Marks & Spencer and Next

30,000 gross sq ft

Next, plus 3 or 4 of:
Bay Trading Co, Birthdays, Edinburgh Woollen Mill, Early Learning
Centre, HMV, Moss, Ponden Mill, Past Times, Primark, Rosebys, Ryman,
The Body Shop, Toymaster, Waterstones

Source: CACI analysis (2007)

Brackla Centre

6.41

It is CACI’s understanding that, along with the creation of the new Asda
superstore, a 30,000 sq ft gross addition to the Brackla Centre has been
committed and will go proceed in the near future.

6.42

As these developments have already been committed, CACI consider that
the development at the Brackla Centre is outside of its remit and so will
not include the site as part of its town centre strategy.

6.43

CACI has run a number of scenarios to test the viability of the addition of
30,000 sq ft gross of retail space to the Brackla Centre in order to assess
its potential impact and each scenario has produced a similar outcome –
CACI do not believe that a 30,000 sq ft gross retail led addition to the
Brackla Centre is advisable in terms of both turnover generated and the
effect on the centres level of performance.

6.44

CACI have run a number of scenarios where differing amounts of retail
space are added to the Rhiw Centre in addition to 30,000 sq ft gross at the
Brackla Centre. In each scenario, the addition of retail space to the Rhiw
Centre over shadows the development at the Brackla Centre.

6.45

This draws custom away from the Brackla centre, reduces turnover and
subsequent trading densities at the centre and renders the scheme
unfeasible when the likely cost of any development are considered.

6.46

CACI have also tested a number of scenarios where 30,000 sq ft gross of
retail space is added to the Brackla Centre in addition to developments at
sites other than the Rhiw Centre in Bridgend.

6.47

The results show that whilst this configuration of space would result in
improved levels of performance at the Brackla Centre when compared to
its performance in conjunction with development at the Rhiw, the increase
in retail space does not generate the required levels of turnover to
improve trading densities at the centre.

6.48

CACI believe that the committed addition of space to the Brackla centre
will be taken up by further value retailers which, due to the close links to
the new Asda superstore, may trade at a reasonable level targeting the
Blue Collar Roots and Struggling Families portion of Bridgend’s catchment.
Market St

6.49

CACI have run a number of scenarios to test the viability of a retail based
development at the Market St site.

6.50

In the Do Maximum scenario, the scheme performs poorly in conjunction
with a large-scale development at the Rhiw Centre. The distance between
the two sites is too great and rather than provide a level of balance to
draw customers to this area of town, the development is almost neglected
and would not be viable in the medium or long term.
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6.51

In the Do Minimum scenario, the scheme provides a reasonable level of
performance in addition to a large development at Elders Yard. By
providing a comparable amount of retail space at each site, the Market St
site could house a Major Space User such as Marks & Spencer or Next.

6.52

CACI believe that it is vital for the overall performance of the town that in
the Do Minimum strategy, a significant retailer is placed at the Market St
site. By doing this, a level of balance is created within Bridgend’s retail
offer, rather than an over reliance on the Elders St site.
Figure 6.12 – Potential retailers for Market St
Market St
Space added

Potential Retailers

56,000 gross sq ft

Next, Primark or TK Maxx plus 5 or 6 of:
Bay Trading Co, Birthdays, Edinburgh Woollen Mill, Early Learning
Centre, HMV, Moss, Ponden Mill, Past Times, Ryman, Rosebys, The Body
Shop, Toymaster, Waterstones

Source: CACI analysis (2007)

6.53

Even with the placement of a Major Space User, the Market St site still has
difficulty in attracting the required amount of turnover to the Wyndham St
area of the town. In the long term, CACI believe that the Market St site is
more suitable for a convenience and catering offer, especially if the site is
to be developed with a residential element.

6.54

Alternatively the Market St site, with its close proximity to the new bus
station, train station and prominent position on the road network, an ideal
location for an office led development. This would provide Bridgend with
an additional source of income.
Former Astons Night Club Site, Derwen Road

6.55

At present, there are no development plans for the site of the former
Astons Night Club on Derwen Road.

6.56

At a maximum of 8,000 sq ft gross, the site is considered too small to play
a significant role in the retail vision for Bridgend town centre. If the site
were to be extended to include the development of adjoining land then
there may be scope for a retail led development at this site. However,
further plans would be needed.

6.57

As with the Market St site, the sites close proximity to both the bus and
railway station would mark the site out as an excellent location for an
office led development.
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7.0 Recommendations
Do Maximum Scenario

7.1

CACI recommend that the configuration of space under the Do Maximum
scenario be as follows: 200,000 sq ft gross extension to the Rhiw Centre
plus a 30,000 sq ft gross development at the Elders Yard site.
Figure 7.1 – Recommended configuration of 230,000 sq ft gross
retail space

Turnover

200,000 sq ft ext at Rhiw,
30,000 sq ft development at
Change
Elders Yard
Performance Turnover
Performance Turnover
Performance

Zone A: Adare
Street

£15,521,014

135%

£21,616,658

112%

£6,095,644

-23%

Zone B: Brackla

£10,947,369

101%

£6,525,951

60%

-£4,421,417

-41%

£13,782,647

112%

£9,207,071

75%

-£4,575,576

-37%

£10,499,424

93%

£6,030,194

53%

-£4,469,230

-39%

£11,049,401

116%

£6,771,342

71%

-£4,278,059

-45%

£10,142,751

181%

£51,659,974

90%

£41,517,223

-92%

94%

£933,116

83%

-£119,093

-11%

82%

£1,694,117

72%

-£251,505

-11%

Current

Zone C: Caroline
Street
Zone D: Dunraven
Place
Zone E: Nolton
Street
Zone F: The Rhiw

Zone G: Wyndham
£1,052,210
Street East
Zone H: Wyndham
£1,945,622
Street West

Source: CACI analysis (2007)

7.2

The 200,000 sq ft gross addition to the Rhiw Centre would create one of
the top shopping centres in Wales. This level of space would allow the
addition of a large department store, such as Debenhams, a full format
Major Space User such as Marks & Spencer or Next as well as a host of
other complimentary multiple retailers, covering a wide range of retail
categories.

7.3

This amount of space would also allow the addition of a range of catering
facilities. As the centre would be under cover it is likely to become a
major attraction in the region and gain custom from those visiting the
nearby Bridgend Designer Outlet.

7.4

The centre would generate a high level of annual turnover whilst operating
at an optimal level of performance.

7.5

In order to offset the effect of having this large centre in town, CACI
recommends the creation of a sizeable development at the Elders Yard
site.
Whilst not as large as the newly extended Rhiw Centre, a
development of 30,000 sq ft gross at Elders Yard and the placement at the
site of a Major Space User, such as Marks & Spencers or Next, would draw
people from the Rhiw Centre to this part of the town.

7.6

CACI believes that a 30,000 sq ft gross development, in conjunction with
stores on Adare St and over two floors is a realistic use of the available
space.

7.7

This elongation of the prime area of sales pitch has a positive affect on the
town, creating a thriving area of pitch along Caroline St and Adare St
between the Rhiw Centre and Elders Yard.
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Do Minimum Scenario

7.8

CACI recommend that the configuration of space under the Do Minimum
scenario be as follows: 69,000 sq ft gross development at Elders Yard, a
56,000 sq ft gross development at Market St plus the reformatting of
stores on Caroline St and the Rhiw Centre in order to increase the average
store size.
Figure 7.2 – Recommended configuration of 125,000 sq ft gross
retail space

Turnover

69,000 sq ft at Elders Yard,
56,000 Market St and
Change
reformat of Caroline St and
Rhiw Centre
Performance Turnover
Performance Turnover
Performance

Zone A: Adare
Street

£15,521,014

135%

£29,876,232

101%

£14,355,219

-34%

Zone B: Brackla

£10,947,369

101%

£13,853,889

74%

£2,906,521

-26%

£13,782,647

112%

£13,789,303

112%

£6,656

0%

£10,499,424

93%

£9,670,263

85%

-£829,161

-7%

£11,049,401

116%

£10,319,756

108%

-£729,646

-8%

£10,142,751

181%

£6,237,103

112%

-£3,905,648

-70%

94%

£12,124,276

77%

£11,072,066

-17%

82%

£1,733,909

73%

-£211,712

-9%

Current

Zone C: Caroline
Street
Zone D: Dunraven
Place
Zone E: Nolton
Street
Zone F: The Rhiw

Zone G: Wyndham
£1,052,210
Street East
Zone H: Wyndham
£1,945,622
Street West

Source: CACI analysis (2007)

7.9

The development at Elders Yard would allow the addition of a Major Space
User, such as Marks & Spencer or Next, complimented by a range of other
suitable retailers covering a range of retail categories.

7.10

The development at Market Street would allow the addition of a large
fashion based retailer, such as Next, Primark, River Island or TK Maxx. It
is important that the major occupier of this site is a strong footfall
generator, so that people are encouraged to journey to this part of town.
By doing this, the major area of pitch within the town is elongated along
Adare St, providing higher levels of turnover to other areas of the town.

7.11

By reformatting shops on Caroline St and the Rhiw Centre, larger units can
be created to meet the requirements of multiple retailers. The location of
stronger brands in these areas will help maintain customer interest in
these areas.

7.12

Figure 7.3 shows the change in performance per zone based on sales
densities, between a scenario that incorporates the reformatting of stores
on Caroline St and the Rhiw Centre compared with the same scenario
without this reformat.
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Figure 7.3 – The effect of reformatting stores on Caroline St and at
the Rhiw Centre
12%

Change in Performance (%)
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Zone B: Brac kla Centre
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Zone D: Dunraven Place
4%
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2%
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0%

Zone G: Wyndham Street
East

-2%

Zone H: Wyndham Street
West

-4%

Source: CACI analysis (2007)

7.13

The effect of reformatting the stores on Caroline St and at the Rhiw Centre
is to benefit these areas at the detriment of other areas within the town.

7.14

The area that sustains the greatest detrimental effect due to the
reformatting of stores is Adare St, however, this area will thrive due to the
development at Elders Yard.
The loss of £557,602 from Adare St
represents only 2% of annual turnover generated in this zone.

7.15

The reformatting of stores on Caroline St and at The Rhiw Centre is an
unashamed attempt to promote these areas, albeit at the expense of
areas within the town. Under the Do Minimum scenario, it is vitally
important that a strong central area of retail pitch is sustained.

7.16

By improving performance at Caroline St and The Rhiw Centre in
conjunction with developments at Elders Yard and Market St, Bridgend will
maintain its strong area of pitch between Adare St, Caroline St and The
Rhiw Centre whilst extending this area along Adare St to Wyndham St
East.

7.17

In conjunction with either scenario, the development of the Independent
sector within Bridgend is strongly recommended. The Independent sector
plays a vital role in attracting shoppers to a centre whilst providing a
centre with a unique character.

7.18

By using the introduction of multiple retailers to sustain and create prime
areas of pitch within the town, secondary areas of pitch within the town
are likely to be available for independent retailers.
Zones such as
Dunraven Place and Nolton St would benefit from the location of a number
of independent retailers, creating an attractive shopping experience in
contrast to different style of offer provided by multiple retailers.
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8.0 The case for Debenhams
8.1

If Bridgend were to pursue the Do Maximum scenario, the town would
benefit from the location within the town of a large department store.

8.2

Such a store would provide a strong pull factor to shoppers in the
surrounding area and give the town a great degree of credibility. There
are very few towns in Wales, bar Cardiff, with a full-scale department
store.

8.3

A department store would help Bridgend achieve the necessary balanced
retail offer needed in order to perform to the level of its aspirational
benchmarks. A full-scale department store would provide a significant
offer in categories including Womenswear, Menswear, Childrenswear,
Footwear, Health & Beauty China, Glass & Gifts and Home Furnishings,
helping to create a strength of offer in line with Bridgend’s aspirational
benchmarks.

8.4

At present, the most suitable retailer to meet this need would be
Debenhams. Debenhams provides a versatile retail offer over a wide
range of retail categories that is aimed at the mass market, Bridgend’s
target consumer.

8.5

The occupier suitability studies carried out by CACI show that Debenhams
customers have a high degree of compatibility with the ACORN profile of
Bridgend’s shopper catchment.

8.6

Debenhams is classed as a mass-market retailer and would help Bridgend
achieve the degree of mass-market score needed for it to be reclassified
as an Average regional Town.
Figure 8.1 – Current Debenhams stores within the region

Source: CACI analysis (2007)

8.7

At present, Debenhams has stores in Cardiff, Bristol and Gloucester with
further stores planned for Carmarthen, Wrexham and Newport.
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Debenhams are actively seeking further sites and Bridgend’s location
would appear to fit this portfolio of stores perfectly.
8.8

A store located in Bridgend would potentially capture shoppers in the
valleys to the north of Bridgend and those along the coast up to and
including Swansea, without cannibalising sales from the Cardiff and
Carmarthen stores.
Figure 8.2 – Bridgend’s position within the current Debenhams
portfolio
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Source: Debenhams data and CACI analysis (2007)

8.9

Whilst a redeveloped Bridgend would sit in the lower portion of towns
within Debenhams portfolio based on market potential, Bridgend is exactly
the type of location that Debenhams are currently looking to locate in.
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Figure 8.3 – Bridgend’s position within the current Debenhams
portfolio
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Source: CACI analysis (2007)

8.10

An improved position within the top 180 centres in the UK Retail Footprint
rankings would place Bridgend perfectly in the portfolio of centres where
Debenhams are currently selecting their highest number of potential sites.

Bridgend County Borough Council
Public Document
14/12/07

Page 42 of 45
@ Copyright CACI Ltd
Report Status: Final Draft

-Bridgend Retail Vision-

9.0 Conclusions
9.1

Bridgend has little “headroom” for development-led retail growth – rather
its trading performance needs to be increased through effective town
centre management to secure the right anchor retailers for the town, in
the right areas of pitch.

9.2

In order to meet the performance of its aspirational benchmarks, Bridgend
needs 125,000 sq ft gross of added retail space. There is, at most,
opportunity for an additional 250,000 sq ft gross for the town up to 2012.

9.3

In the case of the Do Maximum scenario, the pitch impact tests confirm
that priority must be given to the development of the Rhiw Centre. This
creation of new retail space will allow an anchor department store, such as
Debenhams, to secure a presence within Bridgend town centre.

9.4

In the Do Maximum scenario, there must also be a significant development
at the Elder Yard site in order to balance the impact of the extended Rhiw
Centre. A Major Space User, such as Marks & Spencer or Next, should be
secured for this site.

9.5

Under this scenario, CACI would have concerns on the commercial viability
of additional comparison goods retail space at either the Brackla or the
Market Street development site.

9.6

In the case of the Do Minimum scenario, which omits an extension of the
Rhiw Centre, the pitch impact tests demonstrate that development of all
three other development opportunities cannot all proceed together.

9.7

Rather, the tests have demonstrated that by concentrating development
opportunity in Elders Yard and Market St, supported by refurbishment of
Caroline Street and the existing Rhiw Centre, a buoyant retail pitch can be
established.

9.8

The implications of these tests, however, show that Market Street’s
performance will only be satisfactory, and that given its location and the
potential residential aspect of any development, it is likely that
convenience and catering operators would be more suitable for this
location in the long term.

9.9

The Brackla site has limited potential to extend its comparison retail offer.
The current extension to the centre falls outside the remit of this report
and therefore the recommendations of this report focus on other sites
within the town centre

9.10

Given its location and the development potential of its surroundings, this
site could be a prime location for a much needed leisure offer in the town.
If the new development is to be taken up by retail, it is envisaged that this
will be focused on the value end of the market be sustainable due to the
increased trade provided by the new Asda superstore.
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10.0
10.1

Appendix – Reference Figures
- SWOT Analysis of development sites

The Rhiw
Strengths

Weaknesses

High visibility, high profile site

Lack of attractive anchor stores

Central location
Proximity and linkages to prime
area of pitch
Strong linkages to current
regeneration schemes, such as the
river walkway
Opportunities

Poor image

Refurbishment - create larger units
and attract higher quality retailers

Brackla
Strengths
Proximity to future Asda store

Current vacant units
Current retailers

Single freehold ownership of the
shopping centre

Threats

Opportunities

Threats

Competing developments

Refurbishment

Competing developments further
alienating the scheme

Create link with future Asda store
Extend - add as much as 200,000 sq
Opportunity for a leisure based
ft to the centre, attracting a range
Increasing amount of vacancies due
development
of stores with the possibility of a
to current retail climate
department store
Adjacent undeveloped land
Development Issues
Costly scheme
Viability dependent on size
Site jointly owned
No continuity of ownership
Requirement for public sector support
Issues relating to the Indoor Market and Multi Storey car park must be
addressed
Elders Yard
Strengths
Weaknesses
Central location

Proximity to prime areas of pitch
Opportunities
Opportunity for development of
7,000 sq ft upwards

Opportunity for development in
conjunction with the promotion of
listed buildings

Weaknesses
Cut off from main area of pitch by
busy road
Current retailers

Threats

Continual decline of listed buildings

Development Issues
Unlikely to make much money as a single development, the scheme will
bring large dividends to the town as a whole

Increased levels of vacant units due
to current retail climate

Development Issues

Redevelopment options have questionable viability due to possible need
for public sector support

Market Street
Strengths

Weaknesses

Key gateway site to town centre

Cut off from prime areas of pitch

Current buildings heritage status
Access to ring road, railway station
restraining development to 7,000 sq and bus station
ft
Current surroundings

Potential protracted nature of any
development due to conservation
status of listed buildings

Image

Opportunities
Develop scheme of 56,000 sq ft
Scheme to include residential
development
Possibility of scheme being
comparison retail led
Likely high demand for catering and
convenience

Current surroundings

Threats
Competing developments

Developing with only comparison
goods in mind

Possibility of office development due
to excellent transport links
Development Issues
Likely high demand for catering and convenience offer, both now and in
Multiple ownership
Environmental issues associated with the rear of Wyndham Street
properties

10.2 – Current position in UK Retail Rankings
Rank Centre
220
221
222
223
224
225
226
227
228
229
230
231
232
233
234
235
236
237
238
239
240

St Austell
Perth
Chesterfield
Glasgow - The Fort Shopping Park
Lowestoft
Edinburgh - Ocean Terminal
Stockton-on-Tees
Loughborough
Stratford-upon-Avon
Designer Outlet@The Lowry
Brentwood
Folkestone
Halifax
Bridgend
Keighley
Redhill
Kettering
Whitehaven
Accrington
Rhyl
Carmarthen

Class
Value Regional Towns
Average Regional Towns
Value Centres
Super Parks
Value Centres
Average Purpose Built District Centres
Value Centres
Value Regional Towns
Quality Regional Towns
Major FOCs Mass Market
Average Centres
Value Centres
Value Centres
Value Regional Towns
Value Centres
Average Regional Towns
Average Metropolitan Towns
Value Regional Towns
Average Metropolitan Towns
Value Regional Towns
Value Regional Towns

Retail Footprint
Score
189
374
337
230
238
251
302
264
321
71
211
260
289
254
247
255
296
157
208
241
396

Comparison Goods
Expenditure
144.1
143.8
143.0
140.5
140.2
139.5
138.3
137.8
137.5
136.8
136.6
136.5
136.3
136.3
134.0
133.9
133.2
133.0
132.9
132.0
129.9

Source: CACI analysis (2007)
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10.3 – Current position in UK Retail Rankings
Rank Centre
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180

Class

Bexleyheath
Basildon
Bridgend Do Maximum
Barnsley
Wimbledon
Bury
Ayr
Scarborough
Welwyn Garden City
Ashford - Kent
Bolton - Middlebrook Retail Park
East Kilbride
Ashton under Lyne
Newcastle-under-Lyme
Edinburgh - Fort Kinnaird Retail Park
Stevenage
Swindon - McArthurGlen Outlet Centre
Street - Clarks Village
Yeovil
Stirling
Bridgend Do Minimum

Average Metropolitan Towns
Value Centres
Average Regional Towns
Value Centres
Average Urban Centres
Value Centres
Average Regional Towns
Average Regional Towns
Quality Metropolitan Towns Non-London
Average Regional Towns
Major Shopping Parks
Average Centres
Average Metropolitan Towns
Value Centres
Super Parks
Value Centres
Major FOCs Premium Brands
Major FOCs Premium Brands
Average Regional Towns
Average Centres
Average Regional Towns

Retail Footprint
Score
281
415
340
361
378
360
462
376
230
284
180
440
338
251
275
346
86
83
350
449
325

Comparison Goods
Expenditure
190.2
190.2
189.9
189.6
188.3
187.6
187.5
187.2
186.2
182.9
182.6
182.4
182.3
182.1
180.5
179.6
179.0
178.2
176.6
176.0
174.5

10.4 – Development Pipeline
Extension Size Total Size (gross
(gross sq ft)
sq ft)

Scheme Name

RF Centre

Planning Type

Cabot Circus

Bristol

Extension

St Mary Le Port Shopping
Centre

Bristol

New Build

Finzels Reach

Bristol

New Build

Brislington Retail Park

Bristol

Extension

David Morgan

Cardiff

New behind
facade

St David's Centre

Cardiff

Extension

Cardigan Town Centre
Redevelopment

Cardigan

New Build

50,000

St Catherine's Walk

Carmarthen

New Build

282,975

Capital Retail Park

New Site

New Build

400,000

Springfield

New Site

New Build

200,000

Pontardulais Road Retail Park New Site

Refurbishment

Kingsway Shopping Centre
Friars Walk
Angharad Walk

Newport - Gwent
Newport - Gwent
Pontypridd

Extension
New Build
New Build

Former David Evans

Swansea

New Build

Castle Quays

Swansea

New Build
Total New Space:
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1,099,973

Under Construction

250,000

Preferred Development
Partner Selected
Under Construction
Planning Permission
Granted

87,155
7,481

157,481
121,000

612,213

962,215

88,000
51,505

Status

1,759,979

301,510
414,985
200,006
60,000
387,999

Under Construction
Planning Permission
Granted
Preferred Development
Partner Selected
Under Construction
Preferred Development
Partner Selected
Planning Permission
Granted
Under Construction
Under Construction
Under Construction
Proposed
Planning Permission
Granted
Planning Permission
Granted

4,313,292
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