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a wider catchment area, although we consider there is room for improvement.  

Additionally we consider the other main weakness of the town centre to be the current 

lack of modern day retail opportunities in the prime shopping area to meet demand.  

However, this is balanced by the opportunity to deliver new comprehensive retail 

development to accommodate future retail demand, reinforced by the Council‟s Core 

Strategy and Town Centre North SPD. 
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thereafter, reaching about 1,250sq m net by 2026.  However, a more commercially 

realistic scenario would be one in which the permitted supermarkets at Betts Way and 

Haslett Avenue East/Telford Place are not implemented.  On this basis, (and 

assuming no further extensions to the convenience goods floorspace in existing 

foodstores in Crawley) there could be capacity for one new superstore of about 3,150 

sq m net convenience goods floorspace by 2016; or a substantial new supermarket of 

up to about 2,250 sq m net convenience goods floorspace by about 2013/4, if 

forecast trends occur. 

 

11. If such a new foodstore was opened at an earlier date, or was larger than this, it 

would mean that both it and the existing foodstores would trade at below their 

respective „benchmark‟ company averages for a few years.  There would therefore be 

some adverse impacts on existing stores, and on town, district and local centres, 
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2. The Vitality and Viability of Crawley Town Centre 
 

 

2.1 This section reviews the vitality and viability of Crawley Town Centre.  In measuring 

the vitality and viability of town centres, PPS4 identifies a number of key indicators 

that should be considered, these being: 

 

 diversity of main town centre uses; 

 the amount of retail, leisure and office floorspace in edge-of-centre and out-of-

centre locations; 

 the potential capacity for growth and change of centres in the network; 

 retailer representation and intentions to change representation; 

 shopping rents; 

 proportion of vacant street level property; 

 commercial yields on non-domestic property; 

 land values and the length of time key sites have remained undeveloped; 

 pedestrian flows; 

 accessibility; 

 customers‟ and residents‟ views and behaviour; 

 perception of safety and occurrence of crime; 

 state of the town centre environmental quality. 

 

2.2 These factors have been used as the basis for our assessments, as far as data has 

been available. 

 

Overview – Crawley Town Centre  

 

2.3 Crawley Town Centre is the main shopping centre in the Borough, and one of the 

main centres within the region along with Brighton, Croydon and Bluewater.  In 

addition to the larger centres, Redhill, Horsham, Horley, Haywards Heath and 

Burgess Hill are also located within the sub-region and Crawley‟s wider catchment 

area, with each being a smaller centre than Crawley with distinct characteristics, 

supporting the day-to-day needs of their local populations.These factors have been 

used as the basis for our assessments, as far as data has been available. 
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2.4 As a retail environment, Crawley Town Centre has an established sub-regional role 

with a large and reasonably affluent catchment area. The primary shopping area is 

located within the town centre‟s central area and acts as the main focus for retail 

within the Borough. The retail needs of the local community are also served by a 

number of out-of-centre retail developments including free-standing Tesco and 

Sainsbury‟s superstores to the north and east, along with County Oak Retail Park and 

very local shopping at the neighbourhood parades.  The community‟s retail needs are 

also served by competing larger centres such as Croydon, Bluewater, Brighton and 

London, as there is significant „leakage‟ of expenditure to such larger shopping 

centres. 

 

2.5 Crawley Town Centre‟s retail layout covers much of the centre with the prime 

shopping area being largely horseshoe in shape comprising the pedestrianised 

Queensway, Queens Square and The Martlets, and being anchored by the County 

Mall to the south, with Marks & Spencer, Argos and Sainsbury‟s forming the northern 

anchor.  

 

2.6 The primary shopping area is supported by other secondary shopping streets, namely 

The Broadway and Broadwalk but also including High Street, Haslett Avenue West 

and The Boulevard. Located predominantly to the west of the primary shopping area 

these streets include a greater mix of uses including cafes and restaurants, with 

shops predominantly run by independent traders and other smaller retailers. 

 

2.7 The centre has a good presence of multiple retailers spread throughout the prime 

shopping area. There has been little new development in the centre for some time, 

County Mall completed in 1992 being the largest recent development and providing 

space for a number of larger stores, including a BHS and Debenhams Department 

Store. 

 

2.8 Experian GOAD estimates the town centre floorspace occupied in June 2008 by A1 to 

A5 uses and vacant A1 space in the town centre at 113,066 sq m (including upper 

trading floors), reflecting a modest quantity of retail provision in comparison to its 

catchment and local shopping population.  

 

Diversity of Uses and Retailer Representation  

 

2.9 Crawley Town Centre has a wide range of uses and retailers within its primary and 

secondary shopping frontages which reflect its status as one of the larger town and 

retail centres within the sub-region. Table 2.1 summarises the mix of retail and 

service uses as recorded by Experian GOAD in their survey of Crawley Town Centre 

in June 2008. This includes all the retail floorspace within the defined town centre 

boundary. 
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 Apart from restaurants and night clubs, the centre does not have a wealth of leisure 

and other activities on offer, with facilities such as a cinema and bowling alley being 

located in edge of centre locations such as the nearby Crawley Leisure Park. 

 

Convenience Shopping  

 

2.11 Within the total convenience goods floorspace of the centre, a variety of retailers that 

serve local needs are represented. The convenience goods offer within the town 

centre includes representation from Sainsburys Local and a Marks and Spencer 

foodhall, both of which are located on Queensway. In addition, ASDA is also 

represented  in the form of an edge of the centre foodstore on Peglar Way to the 

south-west of the primary shopping area. There are also a number of other smaller 

convenience goods shops scattered throughout the centre, including bakers, health 

foods shops, specialty food stores/markets, and a number of 

confectionary/tobacco/newsagent shops. There is however a lack of butchers and 

fishmongers in the town centre, which may be as a result of the larger food retailers 

monopolising these markets. 

 

2.12 Although out-
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2.16 Crawley Town Centre has a good representation of national multiple retailers 

occupying large stores, including Marks & Spencer, Debenhams, Boots, H&M, New 

Look, Argos, BHS, Primark and HMV. In addition to this, there are also a large 

number of multiple retailers occupying medium and smaller sized shops including 

Topshop, Next, Waterstones, Currys Digital and Jessops. Whilst having numerous 

national retailers, the town centre has only a limited number of high end retailers and 

no high quality smaller independent comparison goods shops. 

 

Services 

 

2.17 The Town Centre has a good level of services provision, with a range of non-retail 

functions including banks, estate agents, travel agents, and personal services such 

as health and beauty salons located throughout the centre. However,  the provision of 

services is somewhat less than we would normally expect in a town centre of this 

size. This may be because most of the banks are already represented in the town 
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2.20 7% of the total A1 to A5 and Vacant A1 floorspace within the centre has an A3/A4/A5 

food and drink use, comprising 49 units or 14% of the total number of such units.  

Overall these uses therefore occupy smaller sized units.  We consider that this is a 

lower provision of such uses than would be expected in a centre of this size and this 

may be due to such uses being offered in nearby out-of-centre locations such as the 

nearby Crawley Leisure Park and the neighbourhood parades.  

 

Entertainment, Leisure and Community Facilities 

 

2.21 Crawley Leisure Park is located on London Road approximately 500m from the town 

centre and provides much of Crawley‟s entertainment and leisure offer including a 15 

screen cinema, a bowling alley and a broad range of fast food stores, restaurants and 

cafes catering for families and young people. 
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2.26 Since the most recent  GOAD survey undertaken in June 2008, it is apparent that 

some of the previous vacant units have been re-occupied by new retailers. Retail 

units in the Primary Shopping Area have been easier to let than those located in the 

secondary areas,  evidenced by the quick take-ups of vacant space in County Mall, 

The Martlets and Queens Square, by stores such as Apple iStore, Disney, Hype 

Clothing, Jewel Nation and Poundland. 

  

Prime Shop Rental Values
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2.30 These transactions achieved rental values of £11 and £30 per square foot which 

represent relatively modest figures and clearly illustrate the difference between 

secondary rental values and that of the more prime retail areas such as County Mall, 

The Martlets and Queens Square which achieve values in the order of £110 per 

square foot. In addition to the location of these units, the fact that these transactions 

were all for A3 occupiers is also a contributing factor to the lower rental value. 

 

Prime Shop Property Investment Yields 

 

2.31 The PROMIS database from spring 2010 indicates that there has been a general 

downward shift on investment yiel
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2.34 There are currently 10 car parks located in the town centre with a total of 3810 

spaces. County Mall has the largest car park with 1800 spaces, with two other car 

parks on Pegler Way and Queensway with a capacity of  500 cars each.  The Town 

Hall car park has 550 spaces available at weekends.  All the car parks are located 

very close to the central shopping area, provide ample facilities for shoppers and are 

within close walking distance of the key retail areas. At the time (lunchtime Friday 24
th
 

September) of our site visit there was sufficient car parking available and limited signs 

of parking stress within the centre. The pay and display car parks within and around 

the town centre are open 24 hours a day for seven days a week, and provide spaces 

to support the evening economy as well as daytime shopping. 

 

State of the Shopping Environment 

 

2.35 
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2.49 Unsurprisingly, pedestrian flows tail off sharply towards the periphera
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2.56 The TCN scheme aims to incorporate retail and leisure attractions into a mixed use 

scheme that will cement Crawley‟s profile as a Primary Regional Centre. It has been 

acknowledged that the west end of The Boulevard, adjacent to the High Street needs 

an anchor building to support the rest of the proposed scheme. 

 

Conclusions 

 

2.57 In the light of the foregoing, we conclude that Crawley town centre is currently vital 

and viable as a retail centre, in the terms envisaged by PPS4. 

 

 It has a good range of shops and services for a town centre of its size. 

 

 Household interview survey data shows that it attracts expenditure from a wide 

area, particularly on comparison goods. 

 


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3. Basis of the Retail Capacity Forecasts 
 

 

3.1 For the retail capacity forecasting in this report, we have used our RECAP retail 

capacity forecasting Model, as we now use for all such retail studies.  The RECAP 

Model is an empirical „step by step‟ model, based on the results of the new 2010 

household interview survey (Appendix 3) of shopping patterns as its method of 

allocating retail expenditure from catchment zones to shopping destinations.  It is 
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quantitative need are not intended as growth targets which must be achieved, or as 

rigid limits to future growth.  Rather, they are a realistic guide to planning policies and 

decisions on planning applications.   

 

3.4 When using the retail capacity forecasts as a guide to future planning policy, it is also 
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2026.  These additions were based on the draft SHLAA of May 2010 for the Borough, 

using approximately the average of Scenarios B and C which equates to an additional 

3,855 dwellings by 2026.   

  

3.7 The result is that for the catchment area as a whole, the population is expected to 

increase from 671,953 in 2010 to 742,501 by 2026, which is an increase of 70,508, or 

10.5% over this 16 year period.  Population growth by zone is set out in RECAP 

Model Table 1 in Appendix 5. 

 

Forecasting Dates 

 

3.8 We have prepared base year estimates of retail sales in each shopping destination as 

at 2010.  For the future, we have prepared forecasts for 2016, 2021, and 2026, as 

instructed, so as to encapsulate the period covered by the emerging Core Strategy. 

 

Price Basis 

 

3.9 All monetary values in this report are in constant 2008 prices, unless otherwise 

stated, so as to exclude the effects of price inflation. 

 

Per Capita Expenditure 

 

3.10 For this Study, we obtained from Pitney Bowes average per capita expenditure on 

convenience and comparison goods in the catchment area in 2008.  Before deducting 

expenditure on special forms of trading, these were £2,216 and £3,637 respectively.  

We have used these figures as the basis for our forecasts.  The base figures in 2008 

are set out in RECAP Model Table 2 in Appendix 5.  Table 2 also indicates the 

breakdown of the comparison goods figure into the eight different categories of 

comparison goods expenditure covered by questions in the household interview 

survey 2010. 
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Table 3.2:  UK Internet Shopping Estimates and Forecasts 

 

Goods Type Online sales as proportion of all UK retail sales (%) 

2009 2014 
Comparison goods:   

Music & video 45.5 76.7 

Electrical goods 23.8 38.3 

Books 18.9 33.7 

Homewares 8.7 12.2 

DIY & gardening goods 5.2 5.6 

Clothing & footwear
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the location of town centres.  Being based on postcodes, the zones do not match 

local authority boundaries.  However, Zone 1 covers Crawley and Zone 2 Horley.  

Zone 3 includes East Grinstead and surrounding rural areas; Zone 4, Haywards 

Heath; Zone 5, Horsham; Zone 6, Dorking; Zone 7, Redhill and Reigate; Zone 8, a 

large mainly rural area to the north-east of Crawley; Zone 9, the area south of 

Croydon but inside the M25; Zone 10, Uckfield; Zone 11, Burgess Hill; and Zone 12, a 

mainly rural area south-west of Horsham.  A map of the catchment area is included in 

Appendix 4. 

 

3.16 The survey used a sample of 1,500 households, allocated to catchment area zones 

approximately on the basis of zone populations, but with a minimum of 100 interviews 

in any one zone.  Interviewing and data processing for the survey was undertaken by 

the specialist market research company, Research and Marketing Plus.  Age-related 

quota samples were also set for each zone that reflected the age profile of residents 

of the catchment area.  This is because experience elsewhere has increasingly 

shown that surveys which do not use age-related quota sampling provide results 

which are heavily biased toward the older age groups, and thus are not 

representative of the population as a whole.  

   

3.17 The survey provides data on the shopping patterns of the residents of the area for 

each of the ten different categories of retail goods, covering food and non-food 

shopping; and closely matched to the international standard COICOP definitions of 

retail expenditure.  The results have been broken down between each catchment 

area zone.  They identify usage patterns of Crawley Town Centre for convenience 

and comparison goods shopping.  They also indicate shopping patterns for 

convenience and comparison goods of the non-central foodstores, and retail 

warehouses in Crawley. The survey also shows leakage (or outflow) of expenditure 

from Crawley to competing shopping destinations elsewhere. 

 

3.18 Using Crawley Town Centre as an example, in RECAP Model Table 5 in Appendix 5, 

we have combined the results of the question about main food shopping with those of 

the question about top-up food and convenience goods shopping, to provide a 

weighted average market share of total convenience goods expenditure in each zone 

that is attracted to main foodstores and other convenience goods shops in the town 

centre.  These weighted averages are then rounded to the nearest integer and used 

(with the correction described below) in Table 7 to indicate the pattern of attraction of 

convenience goods expenditure to shops and stores in Crawley Town Centre.  A 

similar approach has been used for the non-central foodstores in Crawley. 

 

3.19 For comparison goods, we have combined the results of the questions in the 

household interview survey 2010 for each sub-category of comparison goods.  This  

provides weighted average market shares of all comparison goods expenditure which 

are attracted to each shopping destination; using weights according to the amount of 

expenditure on each of these 8 sub-categories of comparison goods.  These are set 
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out in RECAP Model Table 6 for Crawley Town Centre, and Table 14 for non-central 

stores in Crawley.  The weighted averages are then corrected as necessary as 

described below, rounded to the nearest integer, and set out in RECAP Model Tables 

7 and 15 respectively. 

 

Market Share Corrections 

 

3.20 The household interview survey provides a detailed picture as to where residents of 

each of the 12 catchment zones do most of their main food and top-up food and 

convenience goods shopping; and 8 different categories of comparison goods.  The 

survey results do not directly indicate actual expenditure flows, but are the best 

available data to use as a proxy for modelling retail expenditure flows from residential 

areas to shopping destinations.  However, like all such surveys, this means that the 

results cannot be applied uncritically in the RECAP Model.  Thus for example, in our 

extensive experience, such surveys (undertaken by ourselves and by other 

consultants) tend to over-emphasise comparison goods shopping in large centres, 

and under-represent it in smaller centres.  Such surveys also tend to over-represent 

expenditure in food superstores, and under-represent it in smaller town and district 

centre foodstores (unless they are the only foodstores in such centres, when the 

survey can over-represent their sales).  It is therefore sometimes necessary to 

introduce market share correction factors; so as to transfer expenditure in the Model 

from one or more locations to others, to balance (or calibrate) the Model and make it 

represent reality more accurately.  This is not uncommon, and has been necessary in 

this case for comparison goods shopping in Crawley. 

 

3.21 These market share corrections do not alter the centres themselves in any way, but 

are simply a means of calibrating the Model to make it as realistic as possible a 

representation of actual expenditure flows.  Studies which we have undertaken over 

many years using the same methods have shown that there is a broad relationship 

between centre size and comparison goods sales density.  Thus larger centres 

normally have higher sales densities than smaller centres (and hence higher shop 

rental values).  This experience has informed our judgements about the market share 

corrections needed to make the RECAP Model realistically represent sales in each 

centre. 

 

3.22 For comparison goods shopping in Crawley Town Centre, use of the household 

interview survey results in the RECAP Model without correction would result in an 

unrealistically high sales density for the town centre, which would be significantly 

above the sales density that we would expect for a town centre of this size and type.  

Respondents to the survey were asked where their household does ‘most of its 

shopping’ for each category of comparison goods.  In a large town centre such as 

Crawley, where comparison goods shopping is frequent, the number of respondents 

who shop there is likely to be disproportionate in the survey; compared with the much 





 

 

 

 

Crawley Retail Capacity & Impact Study 2010 Page 28 

expenditure on comparison goods.  In Scenario 2 (also described below), we have 

assumed that expenditure on comparison goods in 
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convenience goods shops in Crawley Town Centre are set out in RECAP Model 

Table 10; and for the Non-central main foodstores in Table 18.  For retail warehouses 

and comparison goods floorspace in main foodstores in Crawley, we have applied the 

most up-to-date company average sales densities published by Mintel in „UK Retail 

Rankings 2010‟.  These are shown in RECAP Model Table 19 in Appendix 5. 

 

3.31 For comparison goods, we have allowed for sales densities to rise at 1.5% pa from 

2010.  This allocates a substantial proportion of growth in expenditure to existing 

shops, before new retail floorspace is supported.  This helps to support existing 

retailers, and reduce the impact on them of new retail development. 

 

Committed Developments 

 

3.32 We have included in the RECAP Model all new retail developments which were 

already committed (but not yet implemented) as at September 2010.  These are a 

large supermarket at Betts Way, a small supermarket at Haslett Avenue East/Telford 

Place, an extension to the Sainsburys superstore at Crawley Avenue, and a Tesco 

Metro supermarket on the former Leisure Centre site at Haslett Avenue.  We have 

also included two currently vacant retail warehouses in Crawley as committed 

developments, so as to take account of their potential to absorb future growth in 

expenditure.  We are not aware of any other committed retail developments in the 

town. 

 

Development Scenarios Assessed 

 

3.33 We have assessed two scenarios for new retail development in Crawley.  Scenario 1 

makes no specific allowances for any particular new retail developments in Crawley.  

Scenario 2 tests the implications of a potential major new comparison goods retail 

development in Crawley Town Centre, in accordance with the Council‟s vision for a 

„step-change‟ in the scale, range and quality of the town centre‟s retail offer.  The 

scenarios are as follows: 

 

Scenario 1:  
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comparison goods expenditure from that date onwards.  In reality, it would be likely to 

take longer to achieve such a development, and an opening date much nearer to 

2021 is more likely.  However, by assuming increased market shares from 2016, 

retail capacity at subsequent dates can be interpolated as necessary. 

 

3.34 Scenario 1 is conservative, because it assumes that new retail development in 

Crawley Town Centre will be unable to change shopping habits and increase the 

market shares of catchment area expenditure attracted by the town centre.  However, 

new „step change‟ retail development of the large scale represented by the Council‟s 

vision for the town centre would be likely to make the town centre more attractive to 

shoppers from the catchment area (unless similar developments were implemented in 

competing towns at the same time – which we consider to be unlikely).  We therefore 

believe that if a major new town centre scheme is to be developed in Crawley, 

Scenario 2 is more realistic. 

 

3.35 
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 Tables 8 and 9 show the amounts of expenditure on each comparison goods 

sub-category attracted, and the amounts of all comparison goods, 

respectively.Table 8 is the product of Table 4 and Table 6; whilst Table 9 is the 

product of Table 3 and Table 7. 

 

 Table 10 indicates the sales in the main foodstores and other convenience goods 

shops in the town centre, at „benchmark‟ company average levels. 

 

 Table 11 sets out the committed town centre developments and their expected 

sales levels (in the case of Crawley Town Centre there are none, and so this 

table is blank). 

 

 Table 12 brings together the expenditure attracted and existing floorspace, to 

arrive at the retail capacity forecasts for the town centre in Scenario 1.  It also 

shows the overall market shares of total catchment area expenditure on 

comparison goods which are shown as attracted by the town centre. 

 

3.38 Tables 13 to 21 are the Scenario 1 tables for the Non-central shopping in Crawley.  

These tables follow a similar arrangement as the tables for Crawley Town Centre.  

However they include an additional table, Table 19, which lists the occupied retail 

warehouses and superstores, and shows their sales at estimated company average 

levels, to provide a „benchmark‟ for assessing future floorspace needs. 

 

3.39 The RECAP Model tables for Scenario 2 are simpler.  The Scenario 2 tables are 

Tables 22 to 24 for Crawley Town Centre, and Tables 25 to 27 for the Non-central 

stores in Crawley.  Thus for example in Scenario 2: 

 

 Table 22 shows the revised convenience and comparison goods market shares 

from 2016 onwards as a result of a potential major new comparison goods retail 

development in Crawley Town Centre. 

 

 Table 23 is the product of Table 3 and Table 22. 

 

 Table 24 shows the revised retail capacity forecasts for the town centre and 

increased overall market shares of expenditure attracted from the catchment 

area, under the Scenario 2 assumptions. 

 

3.40 A similar arrangement of tables applies to the Non-central stores (Tables 25 to 27). 

 

3.41 The RECAP Model retail capacity forecasts are completed by summary Tables 28 to 

30, as follows: 
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 Table 28 shows the (corrected) market shares attracted in 2010 by Crawley for 

each of the 8 comparison goods categories.  This provides the basis for the retail 
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discount supermarkets, trade at far below £12,000 per sq m net.  Thus the format in 

which new floorspace is provided will affect the amount of such floorspace which can 

be supported in terms of retail capacity.  If it was to be provided only in the form of 

discount supermarkets, for example, the forecast growth in expenditure would be 

sufficient to support substantially more floorspace than indicated in Table 4.1.  It is of 

course not possible to predict over a 16 year period the format in which potential food 

store developments might come forward in Crawley.  It will therefore be necessary to 

review the implications for retail capacity in each location when specific proposals for 

new stores come forward, taking account of the format of the proposed stores and 

their likely occupiers and sales densities. 

 

4.4 Third, we have made no allowance for increases in sales densities of convenience 

goods floorspace over the forecasting period.  This is because convenience goods 

sales densities have not been rising across the board over the last few years.  For 

some retailers they have risen but for others they have fallen.  However, at the next 

review of the forecasts, the most up-to-
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Non-central main foodstores in Crawley 

 

4.7 We estimate that the existing non-central main foodstores in Crawley as a group are 

also trading somewhat above the „benchmark‟ level based on company average sales 

densities.  The „benchmark‟ level is £131.0m (RECAP Model Table 18).  We estimate 

that these stores together are currently achieving convenience goods sales of about 

£143.2m (RECAP Model Table 21).  This indicates capacity for additional foodstore 

floorspa
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foodstore, competing with the town centre foodstores and out-of-centre superstores.  

However, the site is well-located very close to the town centre, and could potentially 

attract a food retailer to a larger supermarket than has currently been permitted.  If 

the permitted supermarket is not implemented, it would release about £7.9m of 

convenience goods expenditure assumed in the RECAP Model to be attracted, thus 

further increasing capacity for more appropriate new foodstores in the town.  In 

addition to the increase in capacity if the Betts Way permission is not implemented, 

this would further increase capacity forecast as Non-central to about 1, 300 sq m net 

in 2016, rising to about 1,850 sq m net by 2021 and 2, 150 sq m net by 2026 (trading 

at £12,000 per sq m net).  If the permitted Betts Way supermarket does go ahead, but 

the permitted Telford Place supermarket is not implemented, there would be a 

forecast over-supply of Non-central convenience goods floorspace of about 1,250 sq 

m net in 2016, falling to about 700 sq m net by 2021, and to about 400 sq m net by 

2026; assuming forecast trends occur and there is no increase in the market share of 

catchment area expenditure attracted.   

 

4.11 Overall and considering the town as a whole, we conclude that if the already 

permitted new foodstores are implemented, there will be no capacity in terms of 

expenditure support for any new foodstores in Crawley by 2016.  Capacity would 

grow thereafter, reaching about 1,250sq m net by 2026.  However, a more 

commercially realistic scenario would be one in which the permitted supermarkets at 

Betts Way and Haslett Avenue East/Telford Place are not implemented.  On this 

basis, (and assuming no further extensions to the convenience goods floorspace in 

existing foodstores in Crawley) there could be capacity for one new superstore of 

about 3,150 sq m net convenience goods floorspace by 2016; or a substantial new 

supermarket of up to about 2,250 sq m net convenience goods floorspace by about 

2013/4, if forecast trends occur (with either assumed to trade at £12,000 per sq m 

net). 

 

4.12 If such a new foodstore was opened at an earlier date, or was larger than this, it 

would mean that both it and the existing foodstores would trade at below their 

respective „benchmark‟ company averages for a few years.  There would therefore be 

some adverse impacts on existing stores, and on town, district and local centres, 

which would need to be assessed at the time planning applications were submitted.  It 

is not the case that new out-of-centre stores only impact on similar stores.  In the UK 

as a whole, the increase in food superstores over the last 10 years (most of which are 

out-of-centre) has been accompanied by decline in the numbers of and market shares 

taken by every other category of convenience goods retailer – many of which are in 

town and district centres.  The comparison goods floorspace in new out-of-centre 

superstores or superstore extensions can also add to the impact on town and district 

centres.  
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Table 4.2: 

Summary of COMPARISON GOODS Capacity Forecasts (sq. m. net sales area) 

 

Scenario/Location 2016 

 

2021 2026 RECAP Model 

Table (Appendix 5) 

Scenario 1:     

Crawley Town Centre 16,200 26,450 37,750 12 

Non-central stores in 

Crawley 

 

2,900 

 

8,100 

 

13,800 

 

21 

Scenario 2:     

Crawley Town Centre 36,700 49,700 64,000 24 

Non-central stores in 

Crawley 

 

-2,100 

 

2,500 

 

7,550 

 

27 

  Source:  Crawley RECAP Model 2010 (Appendix 5) rounded to the nearest 50sq m net. 

Notes:   

The forecasts in Table 4.2 are cumulative, i.e. the forecasts for each date include the forecasts for the previous dates 

and are not additional to those earlier forecasts. 

The forecasts are for new floorspace additional to the committed retail developments included in RECAP Model 

Tables 11 and 20
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Non-central Stores in Crawley 

 

Scenario 1: 

 

4.23 With no chan
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4.26 This profile of market shares for the town centre is fairly typical of town centres of this 

size; except that in many such town centres, the market share for the „all other 

comparison goods‟ category is similar to that for clothing and footwear.  The former 

category includes many items commonly sold by department stores, and the more 

luxury and discretionary purchases such as personal, recreational and „lifestyle‟ 

goods.  Similarly in many other town centres, household textiles are widely sold by 

department stores and other town centre shops.  The profile of market shares 

currently attracted by Crawley Town Centre therefore indicates potential for new town 

centre development to move the town centre more upmarket, through provision of a 

new department store and other more luxury and lifestyle shops.  It suggests that a 

new town centre development should focus on leisure, lifestyle and luxury goods, 

including homewares, rather than predominantly on fashion goods; in order to make 

the retail offer of the town centre more rounded and complete, and able to attract a 

full range of shoppers from the town and its catchment area.   

 

4.27 Table 28 also shows that the profile of market shares attracted by the Non-central 

superstores and retail warehouses in Crawley is approximately a „mirror image‟ of that 

for the town centre.  Thus it shows low market shares for the goods categories in 

which the town centre attracts high market shares, and high market shares for the 

more „bulky‟ goods categories such as furniture and floor coverings, household 

appliances, audio-visual equipment, and DIY goods, in which the town centre‟s 

market shares are low.  It is not unusual for chemists‟ medical and beauty products to 

show a market share which is low relative to other goods categories, because much 

expenditure on such goods is undertaken locally; in this case in Crawley‟s 
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Use and Review of the Forecasts 

 

4.29 We must emphasise that all expenditure based forecasts of future shop floorspace 

capacity are based on imperfect data and contain a number of assumptions.  Our 

forecasts set out in this report are based on the most up-to-date and reliable 

information currently available to us.  However, they are intended as an indication of 
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5. Retail Impact of Major Town Centre Development 

 

5.1 An important part of our terms of reference was assessing the likely retail impact of a 

major new town centre comparison goods retail development upon smaller town 

centres surrounding Crawley, and on more distant but larger town centres.  We have 

therefore tested the likely retail impact of a scheme of the scale indicated by our 

Scenario 2 retail capacity forecasts, opening by 2016.  Thus in testing retail impact, 

we have assumed that all the forecast capacity for new comparison goods retail 

floorspace indicated by the Scenario 2 forecasts, will be completed and opened by 

the dates indicated.  This was 36,700 sq m net in 2016, rising to 49,700 sq m net by 

2021 and further to 64,000 sq m net by 2026.  In practice, it is more likely that a 

development of about 50,000 sq m net would not open before about 2018.  If so, 

there would be no impact in 2016, about the same impact as forecast in 2021, and 

slightly lower impacts in 2026. 

 

5.2 We have forecast retail impacts on comparison goods sales in the following centres: 

 

Small town centres within Crawley‟s catchment area: 

 


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This is set out in RECAP Model Tables 1 to 3 in Appendix 5.  Market shares of 

comparison goods expenditure were obtained from the results of the household 

interview survey 2010 for each of the 8 sub-categories of comparison goods.  These 

were then combined to provide weighted average market shares for all comparison 

goods, using weights according to per capita expenditure on each goods category, in 

the same way as for Crawley.  The resulting comparison goods sales estimates were 
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areas, and so provides only limited and partial market shares information for them.  
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5.13 Amongst the larger centres beyond Crawley‟s catchment area, Brighton would be 

likely to suffer the greatest trade diversion impact, at about 3.9% of its comparison 

goods sales.  This would however leave Brighton trading at a level at least 37% 

above its 2010 sales,  leaving sufficient growth to support a substantial town centre 

development by 2021, if such was to come forward – albeit not one which could be 

anchored by a new John Lewis department store.  The other large centres outside 

Crawley‟s catchment area would be likely to suffer impacts that would be insignificant 

in the context of their size, location and retail function; with their post-impact 

comparison goods sales in 2021 still substantially above 2010 levels in real terms. 

 

Table 5.1:  Forecast impacts from potential major retail development in Crawley Town 

Centre (comparison goods) in 2021 

 

Centre Sales in 2010 2021 Sales in 

Scenario 1 

(pre-impact) 

2021 Sales in 

Scenario 2 

(post-impact) 

Sales growth 

2010 to 2021 

(post impact) 

Sales growth 

2010 to 2021 

(post impact 

Forecast 

Impact 

2021 

RECAP 

Model 
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should not therefore be significantly undermined; indeed some centres should still be 

able to support additional retail development. 

 

5.15 The retail impacts indicated above have been modelled in the absence of a firm 

development scheme for Crawley Town Centre of known retail content and design, 

and a firm opening date.  They are therefore necessarily preliminary at this stage, and 

should be checked and verified at the time of a planning application for the 

development, when such details are known.  Nevertheless, they provide a realistic 

indication of the order of magnitude of the 
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6. Retailer Demand in Crawley 

 

6.1 This report looks ahead to 2026, mirroring the plan period covered by Crawley‟s 

emerging Core Strategy Review.  Whilst retailer demand will substantially determine 
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6.10 In addition to recorded retailer requirements, through our discussions with the Council 

and various third party groups, we are aware of a number of other retailer 

requirements, primarily associated with foodstore operators. These include recent 

planning applications to extend the existing ASDA store on Peglar Way and 

permission for the extension at the out of centre Sainsbury‟s at West Green, in 

addition to high-level preliminary discussions with parties interested in progressing 

town centre foodstore proposals.  

 

6.11 Some of the other companies with requirements to locate in Crawley comprise 

national multiple comparison retailers, hot food take-aways and coffee shops, or 

Class A3 restaurants. 

 

 

Table 6.1:  Retailers’ and Services’ Requirements – Crawley and West Sussex 

 

Location From sq ft gross Retailer Updated 

Convenience Requirements 

West Sussex 
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7. Qualitative Needs for New Retail Development 

 

Crawley Town Centre 

 

7.1 Crawley is one of the larger town centres within its sub-regional catchment and 

reflected by designation as a “Primary Regional Centre”, along with Bluewater, 

Redhill/Reigate, Brighton, and Tonbridge/Tunbridge 
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7.6 The retail offer is relatively extensive, although mainstream and department store 
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7.14 Thus it can be seen that Crawley has attracted some new town centre retail 

development over the last 10 years with the opening of the Pavilion and 

redevelopment of the Martlets, which can be contrasted with comparatively low levels 

of non-central comparison that have opened over the same period. 

  

7.15 Whilst the Pavilion and Martlets have improved the retail offer and public 

environment, these schemes represent a relatively modest quantum of infill 

development that has primarily sought to consolidate existing markets, rather than 

achieve the step change development that has taken 
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particularly the western side of the Broadway, which comprises secondary and 

tertiary pitches. However, the area lacks the size or configuration to accommodate 

the bulk of the identified capacity, and  is poorly related to existing prime areas. 

Moreover, this area backs onto the High Street Conservation Area creating significant 

constraints, e.g. in terms of settings of listed buildings and servicing arrangements. 

 

7.13 It is possible that County Mall might be extended, but again there is simply not 

sufficient space to accommodate anything like the quantum of floorspace identified in 

the capacity forecasts.  

 

7.14 Development upon important green spaces, such as Memorial Gardens, is very 

unlikely to be acceptable and is in any event outside the main shopping area. 

 

7.15 As such Town Centre North, which lies partly in the main shopping area, is clearly the 

most sequentially preferable site for major new development. Whilst a small part lies 

within the High Street Conservation Area, by and large the existing TCN allocation 

contains an unremarkable set of buildings, and an urban fabric that lends itself to 

redevelopment. Redevelopment of the TCN site would also bring material 

regeneration benefits, physically redeveloping an underutilised area, creating 

employment, and providing social regeneration benefits by way of new community 

and public realm facilities.  

 

7.16 On this basis, there is in our view no PPS4 planning justification to consider any edge 

or out of centre sites. Set against the site allocation tests of PPS4 we conclude that: 

 

 There is a quantitative and qualitative need to deliver major new high quality 

retail-led mixed-use development in the town centre; 

 

 The scale of development could be such as to consume much of the comparison 

capacity indicated by the capacity forecasts, but this must be conditioned by 

development viability testing, and indeed testing the deliverability of proposals 

going forward; 

 

 The impact of a major new scheme would not have a significantly adverse impact 

on other centres, or the rest of Crawley town centre; 

 

 Sequentially there are no more preferable sites that are available or suitable that 

could accommodate the scale of opportunity to be delivered; and 

 

 There are significant regeneration benefits to be secured through development of 

a scheme on TCN.  
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8. Internal Impact of Potential Town Centre Retail 

Development 

8.1 A new retail development of the scale anticipated at Town Centre North can normally 

be expected to have some effects on the town centre in which it is located.  Many of 

these will be beneficial, for example increases in the numbers of shoppers attracted 

and the level of retail sales, increased pedestrian flows in parts of the town centre, 

and the replacement of obsolescent buildings with high quality buildings, modern 

retailing environments, and public realm improvements.  However, there are often 

transitional effects as some existing retailers relocate into the new development, and 

their old premises are refurbished and re-let.  There can also be longer term effects if 

some streets change their character, for example through retailers relocating into the 

new development and their places being taken by service businesses. 

 

8.2 In this section we examine the potential for such changes to occur in Crawley town 

centre assuming delivery of a major retail-led expansion in the north of the town 

centre.  In doing so, by means of a street by street analysis, we focus on identifying: 
 

 Streets at risk from retailers moving into a Town Centre North development; 

 
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Method of Analysis 

 

8.10 We have based our assessment on a street by street analysis of existing retail 

provision in Crawley town centre.  The results are set out in Table 1 in Appendix 7.  

Column 2 in Table 1 sets out the total number of premises for all use classes in each 

street, Column 3 indicates the number of occupied Use Class A1 shops, and Column 

4 expresses the number of A1 occupied shops as a proportion of all premises in each 

street.  This indicates the importance of retailing to each street, thus for example, 

92% of premises in The Martlets are occupied by A1 retailing, making this an 

important shopping street.  Loss of retailers from such a street would reduce its 

attractiveness to town centre users more than in the case of Broadwalk, for example, 
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8.20 There are a number of other national multiple retailers within these areas that could 

conceivably relocate to a new scheme.  The Martlets has the highest pedestrian flow 

recorded in the town centre (one of two counts on this Street), though, it is notable 

that flows are slightly lower towards the south of the Street near the entrance to 

County Mall.  Given that key retail anchors (e.g. H&M, Topshop and HMV) have 

reasonably sized existing stores and may remain, and that pedestrian flows are 

strong, we expect that any shops vacated would very quickly be refurbished and relet, 

with little if any detriment to the vitality and viability of this street. 

 

8.21 Of the 56 premises within County Mall (ground floor), 22 units are larger than 200 sq 

m, with 15 of these being national multiple retailers (32%).  This includes the likes of 

Debenhams, Boots, BHS, W H Smith, La Senza, River island and JD Sports.  The 

Mall is located within the prime shopping area of the town centre (see Appendix 7) 

and is directly linked to The Martlets.  County Mall has medium to high footfall levels 

and is a well located shopping centre adjacent to the bus and rail stations. The Mall is 

however becoming slightly dated since 
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18% of all the A1 premises on this level of the County Mall.  Also this part of the town 

centre, is currently a medium pedestrian flow street, with flows of 39% of the highest 

recorded in the town centre.  More importantly, it is located to the south of the town 

centre close to the bus and train stations, and is directly accessed via a centrally 

located multi storey car park. With this in mind it is likely to retain healthy pedestrian 

flow levels even when a TCN scheme is delivered. We therefore expect that any 

voids created by relocations would be filled, with no significant detriment to this part of 

the County Mall. 

 

8.25 In Queensway (east of The Pavement), we consider that 4 retailers are potential 

candidates for relocation as this part of the street is occupied predominantly by large 

national multiples including Marks & Spencer, Sainsburys, Argos and TK Maxx, 

representing 67% of all the premises within this part of the street.  Queensway (east) 

also has moderate pedestrian flows, at 67% of the highest recorded, and forms part 

of the prime shopping area.  The eastern part of the street may also possess good 

pedestrian connections to the new scheme via The Pavement.  Given the size of the 

units and their age, if vacated it may take some time to re-let any voids created by the 

relocation of existing occupiers. However by virtue of the trading format of some of 

these units (e.g. TK Maxx and Argos) it is anticipated that occupiers may not actively 

pursue space in a new TCN scheme.  

 

8.26 In Queensway (west of The Pavement) there are 2 retailers that could potentially 

relocate to a new TCN scheme, these being New Look and Superdrug. Queensway 

(west) is centrally located in the prime shopping area and experiences relatively high 

pedestrian flows at 77% of the highest recorded. In light of the street‟s central location 

and its proximity between The Martlets and the potential TCN site, we consider that 
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9. Summary of Principal Conclusions 

 

9.1 This Retail Study Update is intended to provide an up-to-date indication of the likely 

order of magnitude of future expenditure capacity to support new retail floorspace in 

Crawley town centre and the wider Borough.  It takes account of forecast population 
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sufficient to support a major retail led mixed use town centre scheme over the period 

2016 to 2026. Such a scheme would be of a scale and quality capable of delivering a 

„step change‟ in the town centre‟s retail offer, which would permanently elevate 

Crawley‟s status as a shopping centre in the sub-region.   

 

9.5 As outlined within the Core Strategy and Town Centre North SPD, land to the north of 

the existing primary shopping area is identified as being the preferred location for 

future major town centre development. Given the impact of the recession however, 

any new town centre scheme will no longer be of the scale previously envisaged for 

Town Centre North. Accordingly the composition and location of any future scheme 

will still need to be determined and planning policy updated accordingly. We will 

examine this in further detail in our separate report on Town Centre North. 

 

9.6 Assuming a new major retail-led scheme is delivered in Crawley Town Centre 

between 2016 and 2021 (i.e. Scenario 2), our forecasts identify likely impacts on 

comparison goods sales in the non-central stores within the Borough. We estimate 

that a new step change town centre development would reduce the market share of 

the non-central stores as a group from 5.5% of total catchment area comparison 

goods expenditure, to about 4.8%.  This translates into an over-supply of non-central 

comparison goods floorspace in retail warehouses and superstores in 2016, which 

would be eliminated by 2021, returning to a positive capacity at that date and rising 

further to 2026.  Under the sequential approach, any such capacity should actually be 

located in or on the edge of the town centre, in town centre format shops and stores 
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REVIEW OF THE RETAIL CAPACITY FORECASTS, AND PLANNING POLICIES FOR 

FUTURE RETAIL DEVELOPMENT 

 

9.8 The retail capacity forecasts set out in this report cover a long period to 2026.  

However, national economic conditions can sometimes be volatile, and retailing is a 

very dynamic industry.  This means that our shorter term forecasts are likely to prove 

more reliable than our longer term forecasts.  We therefore consider it essential that 

our forecasts are next reviewed before 2016, based on a new household interview 

survey of shopping patterns at that time, to measure the effects of any new retail 

development in the Borough and in competing towns whi7 Tm
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Appendix 2 – Likes & Dislikes about Crawley Town 
Centre 
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Appendix 3 – Results of the household Interview 
Survey 2010 
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Appendix 4 – Catchment Area Map 
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Appendix 5 – Crawley RECAP Model 2010 



 

 

 

 

Crawley Retail Capacity & Impact Study 2010  

Appendix 6 – RECAP Model Impact Forecasts 
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Appendix 7 


