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Authorative analysis...
Verdict's analysts and consultants work closely with retailers,
suppliers, consultancies, investment banks and property
companies to identify the key issues, sector and company data
and strategies driving the changing retail market.

Our research identifies how retailers can enhance product, store
and brand performance as well as the factors that determine
future retail success. Our specialist in-store auditing team
continuously collects price and product data across locations,
brands, fascias, ranges and retail sectors.

Rigorous research methodology...
Our in-house retail expertise and rigorous research methodology
ensure our reports provide complete and accurate analysis of the
major players, issues and trends together with a detailed
examination of the strategic implications for the retail market.

For key players in the retail industry, our reports are the first source of information on sector forecasts, retailer
performance, store and product portfolio developments and trading strategy.

Global, European and UK analysis across nine core sectors...
Verdict Research reports covers nine core sectors, five year forecasts, strategic issues, key locations, How Britain Shops
consumer surveys and the main European retail markets. Also available are a daily news service, weekly newsletter and
tailored consultancy portfolios to suit individual business information needs.

Over 20 years of experience...
Verdict Research is the UK’s leading authority on retailing and publishes unrivalled independent analysis of the retail
industry. With over 20 years’ experience, Verdict has close relationships with major UK retailers and access, at the
highest level, to key executives working in the top 300 retailers to hear their first hand views. Verdict reports provide
clients with a complete picture of the retail sector and unique forecasts to help UK retailers, manufacturers, service
suppliers, city analysts, consultants and the media with strategic planning.

A key source for independent analysis and comment...
Verdict Research is regarded as a key source by the BBC, ITV, Sky News and the UK’s leading broadsheets including
the FT, Times, The Independent and Daily Telegraph. Leading trade publications often refer to Verdict's opinion and
research including Retail Week, Drapers, DIY Week, Cabinet Maker and The Grocer.

In addition Verdict regularly appears in the international media. News sources quoting Verdict analysts and data include
CNN, the International Herald Tribune, The Australian, Los Angeles Times, and New York Times.

About Verdict Research

“Verdict are the
company of choice for any

research analysis and
insight into retailing”

Sir Stuart Rose
Executive Chairman

Marks & Spencer
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Out-of-town and non-store growth reduces share of spend…
Competition amongst the various sales channels is intensifying,
with town centres losing out to online and out-of-town. Over the
last 10 years, town centres have faced increased levels of
competition from out-of-town and non-store retailing. While
town centre sales increased by 30.8% between 1997 and 2007,
out-of-town stormed ahead with sales up by 73.0% and
non-store retailing grew by a phenomenal 141.0%.

This new report published by Verdict examines the detailed key
trends and future developments in UK town centre retail and
insight into the major issues that retailers are facing. It provides
in-depth analysis of the main operators in the town centre, and
also looks at the UK’s leading town centres locations. It also
reviews the pipeline of new shopping centre development, which
remains the key driver of sales growth in the town centre over the
next 5 years.

UK Town Centre Retailing 2008
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• Benchmark your competitive strategies using the
company profiles contained in this report for key
retailers including Marks & Spencer, Boots, Argos,
Debenhams, Woolworths, John Lewis, HMV,
WH Smith, House of Fraser, Next, Primark and
Wilkinson.

• Quantify key retail trends and accurately predict
future UK town centre retailing growth with the key
operating statistics detailing out-of-town retailing sales
and operating profitability, alongside details on each
company’s operations, including key operating
statistics, trading records, store porfolio and outlook
contained in this report.

• Understand the growth potential and the
challenges facing the channel and the key UK town
centre retailers using this reports in-depth analysis of
market drivers, key issues and channel outlook.

• Develop more effective strategic responses with
this report’s actionable recommendations for how
retailers can cope with the changing UK town centre
retail market.

Clothing retailers Primark and Next head
the list as the fastest expanding high street

retailers among the Top 12...

"Between 2002 and 2007, Primark more than doubled its

portfolio, adding 3.3m sq ft of space. Though Primark has

organically opened large numbers of new stores, its growth

plans have been underpinned by acquisition, including

120 stores from Littlewoods in July 2005, of which it

retained 41 stores, which were refitted and

opened during 2006 and 2007..."

Source: UK Town Centre Retailing 2008

Quantify the growth potential of the UK town centre retail channel, discover how the key
players in this market have performed and the future challenges they face with this report...

12 Key Companies Profiled

Argos

Boots

Debenhams

HMV

House of Fraser

John Lewis

Marks & Spencer

Next

Primark

WH Smith

Wilkinson

Woolworths

Space growth of leading town centre retailers
over past 5 years
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• Town centre sales densities set to decline. Despite the
influx of new, higher quality space, the number of stores in
town centres is set to fall further over the next few years.
Many of the UK’s largest and most successful retailers
already have coverage in the UK with their current stores.
They might open a new, much larger, store in a new
shopping centre, often closing an existing store.

• New shopping centres. With the retail market now
deteriorating and spending growth slowing, potential gains
from a new development are lessoning, which raises the risk
for developers. Consequently, many are delaying, cancelling
or reducing schemes, especially in less desirable areas.
Potential new town centre space from major new
developments have been considerably reduced because
of this in 2009.

• Locations will become empty and desolate. Although
occupancy rates at new shopping centre developments are
likely to be high, due to the demand for new, premium
space, the arrival of such a large amount of space at a time
of slowing growth in spending will likely result in higher
vacancy rates in older high streets over the next few years.
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This report answers key questions including...

• What are the key issues affecting town centre retailing at
present?

• Which retailers will be driving town centre growth over the
next 5 years?

• What are the major problems and challenges facing town
centre retail?

• Which sectors will outperform the town centre market over the
next 5 years?

• What are the top ten retail destinations in the UK and why?

• Which areas of the UK have retail developments in the
pipeline?

At £124.6bn in 2007, town centre remains
the most important channel in UK retail…

"However, town centre is still underperforming rival

channels, showing year-on-year growth of just 1.7% in

2007, compared to 3.8% for out-of-town and 2.1% for

neighbourhood. Despite this moderate growth rate, just

under half of all UK retail expenditure is derived

from town centre retailing…"

Source: UK Town Centre Retailing 2008

Town centre sales, space and stores
1997, 2002 & 2007

Key Market Data

10 year historic retail sales
and 5 year forecasts

Space

Store numbers

Sales densities

Average store size

Key issues examined in this report...



Chapter 4: Company Data Analysis
• Despite having fallen in 2007 after several years on an

upward trajectory, Primark retains the second highest
operating margin of the Top 12 town centre retailers.
This is largely as a result of the rapidly increasing scale
that the business has driven in the past few years,
reporting a 37% increase in retail floorspace in the year
2007/08.

• This scale has enabled Primark to secure better sourcing
deals while it has continued to run its stores and head
office extremely efficiently. The decline in margin in
2007 can largely be attributed to the poor summer
weather resulting in heavy markdowns on stock.

• Under the stewardship of Sir Stuart Rose, M&S’ performance has improved as the business has become demand-
led rather than supply-driven, rationalising the number of suppliers and holding less stock. Growth in the
international business has boosted scale economies in the UK and the high margin internet operation continues
to demonstrate impressive growth, at 78% up over the crucial Christmas period in 2007.

• However, with 2008 so far showing signs of heavy discounting, prolonged sales and slowing sales in food and
clothing it would seem that M&S’ margin is now in decline again.

• For the two years that Debenhams was in private ownership, the retailer significantly increased its operating
margin from 9.0% in 2004 to 10.9% in 2006. Strict cost savings and better supplier payment processes were the
key reasons for this. However, on returning to public ownership, Debenhams has struggled to maintain this
strong profitability, issuing a number of profit warnings to the stock exchange due to flagging like-for-like sales.

• 2007 saw Debenhams margins hit by price re-alignment, primarily in menswear, but a number of other factors
also played a role. Too many different brands, poor store aesthetics, muddled layouts and lack of clear
segmentation all hit sales. However the retailer has a strategy to counter these problems in 2008/09, introducing
cost cutting initiatives whilst simplifying brands and the shopping experience. The retailer is planning to reduce
the number of options by 15% and stock by 10%.

• In the eight years prior to 2007 John Lewis’ margin failed to reach anywhere near the 13.1% margin it had
enjoyed in 1998. However 2007 has seen it bounce back to its highest level since 2000. This has been achieved
through significant operational improvements including call centre productivity gains, improved stock availability,
supply chain and delivery efficiencies and tight control of branch operating costs. The growth of John Lewis
Direct also played a key role.

- 114 -

UK Town Centre Retailing 2008
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Figure 7: Operating margins of clothing 
specialists and department stores 

Source: UK Town Centre Retailing 2008

THINK RETAIL THINK VERDICT www.verdict.co.uk



Table of contents
UK Town Centre Retailing 2008: Losing out despite favouritism to other locations

CHAPTER 1: EXECUTIVE SUMMARY
• Key Findings
• Main Conclusions

CHAPTER 2: MARKET ANALYSIS
• Market Definitions
• Town Centre Summary
• Retail Spending by Location
• Town Centre Sales Growth
• Store Numbers by Location
• Floorspace by location
• Sales Densities by location
• Town Centre Sectors
• Book, News & Stationery
• Clothing & Footwear
• Department Stores
• Electricals
• Food & Grocery
• Furniture & Floorcoverings
• General Merchandise Retailers 
• Health & Beauty
• Music & Video

CHAPTER 3: RETAIL ISSUES
• Competition Commission
• Planning Policy
• Increased Competition from Other Locations

- Out-of-town
- E-Retail

• Economic & Consumer Downturn
- Sectors Struggling in Town Centres
- Retailer Casualties
- Delayed Developments

• New Developments
- Liverpool One
- Westfield White City

CHAPTER 4: COMPANY DATA ANALYSIS
• Town Centre Sales
• Profits & Margins
• Store Portfolio
• Sales Densities
• Advertising media Expenditure

CHAPTER 5: LEADING UK TOWN CENTRES AND COVERED 
MALLS
• Methodology

- Number of Physical Outlets and Total Retail Selling Space
- Key Department Store Anchors and Fashion Retailers
- Catchment Population
- Parking and Transport Quality

- Presence of a Concentrated Shopping Offer
- Vacancy Rates
- Affluence Levels
- Competing Draw of an Out-of-town Offer Nearby
- Geographical Supremacy

• Top 10 Town Centres & Covered Malls
• Top 10 Covered Malls
• Top 10
• Greater London
• South-east
• South-west
• Wales
• West Midlands
• East Midlands
• East Anglia
• Yorkshire & Humberside
• North-East & North-West
• Scotland
• Northern Ireland

CHAPTER 6: OUTLOOK
• Town Centre Summary
• Town Centre Sectors
• Town Centre Development

CHAPTER 7: GLOSSARY
• Terminology
• Abbreviations

TABLES
• Retail location definitions 2007
• Key statistics 2008

- Greater London 
- The South-east 
- Wales 
- The West Midlands 
- The East Midlands 
- East Anglia/East of England 
- Yorkshire & Humberside 
- The North-east 
- The North-west 
- Scotland 
- Northern Ireland

• Town centre summary data 2002, 2007 & 2012
• Town centre vs total retail spending 1997-2012
• Town centre sales/space by sector 2002, 2007 & 2012
• Shopping centre developments (major schemes only – gross

retail space sq ft) 2007-2010

THINK RETAIL THINK VERDICT www.verdict.co.uk



Table of contents
UK Town Centre Retailing 2008: Losing out despite favouritism to other locations

TABLES (CONTD)
• Town centre sales, space & stores 1997, 2002 & 2007
• Retail spending by location at current prices 1997 to 2007
• Sales through town centre retailers 1996-2006
• Sources of growth for town centre retailers 1997-2007
• Store numbers by location 1997 to 2007
• Town centre floorspace vs all stores 1997-2007
• Sales densities by location at current prices 1997-2007
• Town centre sales and share of sector 2007
• Specialists in the town centre 2002 & 2007

- Books, news & stationery 
- Clothing & footwear 
- Department Stores 
- Electrical 
- Grocery & Food
- Furniture & Floorcoverings
- General Merchandise Retailers 
- Health & Beauty 
- Music & Video

• Economic & consumer factors impacting town centre retailing
2008

• Predominantly town centre retailers entering administration in
2007/08

• TypeTableTitleHere
• Leading retailers (A-Z) 1998-2008

- Turnover record (ex-VAT) 
- Operating profit & margins
- Selling space (000 sq ft)
- Store numbers 
- Sales densities 

• Town centre retailers advertising 
- Spend breakdown (£) 2007 & by (%) 2008
- Expenditure 2002-07

• Weighting of Top 20 factors 2008
• Top 10 covered malls by size July 2008
• Verdict’s Top 10 UK Shopping Centres 2008

FIGURES
• Share of total retail expenditure by location 1997-2007
• Retail issues & their implications on town centre retailing

2008

• Leading retailers town centre stores change in sales (adjusted
to calendar years) 2007 vs 2002 & 2007 vs 2006

• Leading retailers % share of town centre sales 1997, 2002 &
2007

• Town centre retailers change in operating profit (adjusted to
calendar years) 2007 vs 2002 & 2007 vs 2006

• Operating margins of (1997-2007)
- Clothing specialists & department stores 
- Household goods & other retailers 

• Space growth of leading town centre retailers (adjusted to
calendar years) 2007 vs 2002 & 2007 vs 2006

• Leading retailers share of town centre space (adjusted to
calendar years) 1997, 2002 & 2007

• Change in store numbers 2007 vs 2002 & 2007 vs 2006
• Average store size sq ft (adjusted to calendar years)

1997, 2002 & 2007
• Sales density growth of town centre stores 2007 vs 2002 &

2007 vs 2006
• Advertising expenditure as a % of sales (2002-2007)

- Clothing specialists & department stores 
- Household goods & other retailers 

• Change in rank of Top 10 retail locations 2008
• Top 10 retail locations in the UK 2008
• Key retail locations in 

- Greater London 2008
- The South-east 2008
- Wales 2007
- The West Midlands 2007
- The East Midlands 2007
- East Anglia 2007
- Yorkshire & Humberside 2007
- The North-east 2007
- The North-west 2007
- Scotland 2007

• Retail spending growth vs town centre sales 1998-2012
• Town centre sales sources of growth 1998-2012
• Town centre market share breakdown by sector 2007
• Forecast town centre market share breakdown by sector 2012
• % point change in sector shares of town centre sales 2007-12

THINK RETAIL THINK VERDICT www.verdict.co.uk



Fax to: +44 20 7900 6688 
or scan and email to marketing@verdict.co.uk

www.verdict.co.uk THINK RETAIL THINK VERDICT

I would like to order the following report(s): 

Please enter the title of the report(s) below*

marketing@verdict.co.uk� +44 (0) 20 7551 9750�

Verdict Research Limited, 119 Farringdon Road, London, 
EC1R 3DA, United Kingdom.�

How to contact us:
By completing this form you agree that the data in the form will be used for the purpose of processing your order. We may
also use your data to keep you informed of Verdicts’ products and services. As an international organization, Verdict may
need to process your data internationally, including in countries which do not have data protection laws, or which have
standards lower than the European Union. Verdict, however, seeks to protect your personal data. You have a right to see and
correct your data by writing to us. Sometimes a fee is payable.  For queries about this contact retail@verdict.co.uk. 
Please tick the relevant box(es) if you would not like Verdict to contact you by:

Post               Email              Fax                Phone

Occasionally, our client list is made available to other companies for carefully selected correspondence. Please check here if
you do not wish to receive such correspondence by:

Post               Email

This order is subject to our standard terms and conditions, a copy of which is available on request.

Web Order

Registered Office: Verdict Research Limited, Mortimer House, 37-41 Mortimer Street, London, W1T 3JH, United Kingdom            UK Registered Number: 1813905

Complete your contact details:
Title: Mr/Mrs/Ms First Name

Last Name

Job Title

Company

Address

City State/Province

Country Post Code/ZIP

Email Address

Telephone Number

Fax Number

ALL FORMS MUST HAVE A SIGNATURE TO CONFIRM YOUR ORDER:

Signature

Complete your payment details:

Please indicate your preferred currency option: UK£  EUR� US$

Total value of my order is ____________________________

I will forward a check payable to Verdict Research Limited

Please invoice my company (please complete invoice address below)

I would like to pay by bank transfer (email address required)

Please debit my credit/charge card:  Amex             Visa            Mastercard

Cardholder/invoice address________________________________________________________

__________________________________________________________________________________________________

__________________________________________________________________________________________________

__________________________________________________________________________________________________

Cardholder Name _________________________________________________________________

Card No ___________________________________________________________________________

Expiry Date _________ / _________

Cardholder/invoicee Signature _____________________________________________________

EU companies (except UK) must supply VAT / BTW / MOMS / MWST / IVA / FPA number :

__________________________________________________________________________________________________

Purchase Order Number (if required) _________________________________________

*Please refer to our website www.verdict.co.uk for up-to-date prices

Please circle your currency

_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________
_________________________________________________________________________________________(£/�/$)___________




