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Objectives 

The key objectives of the study are: 

• To survey retailers in the London Road, Brighton to obtain information on 

– Shopper behaviour and shopping patterns 

– Trading parameters and trends 

– Perceived strengths and weaknesses of the London Road  

• To provide the London Road Portas Pilot management team with a clear 

picture of how the London Road area is performing 

• To identify any areas for improvements 
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The study will help the London Road Portas Pilot team understand the location’s current 

role and performance; and to identify ways to improve customer appeal and performance 



Approach 

• Retailers in the London Road area are asked to complete a short, pre-

prepared survey 

• Surveys are handed directly to the store managers for completion 

• Surveys are collected later the same day 

• The information from the surveys is analysed collectively.  Individual 

retailer responses are kept confidential 

• A report is completed and issued, detailing the results as well as suggested 

areas for action.  
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Real time information about the area, how it is performing and focus for improvement 



Overview 

• 62 completed surveys were obtained over a one day period 

• Focus on independent operators across all product categories from clothing, to F&B and services 

• Combination of everyday retailers and destination type stores 

• Although retailers have been pledged individual confidentiality regarding the information provided, 

those who completed the survey included (a full list is attached as an Appendix): 
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 99p Store 

 Age UK x2 

 Audio T 

 BetFred 

 Boots 

 Boots Opticians 

 Brighthouse 

 Cannadines Carpets 

 Card Factory 

 Carphone Warehouse 

 Co-op 

 Coral 

 Costa Coffee 

 Domino’s Pizza 

 Gamestar 

 Greggs 

 Hair du Jour 

 Hardware Comms Ltd 

 Holland & Barrett 

 Linwood Strong Opticians 

 M&B Meats 

 Maplin Electronics 

 McDonalds 

 Peacocks 

 Poundstretcher 

 Poundland 

 Richer Sounds 

 Sunbirds Deli 

 Scope 

 Shu-Time 

 Superdrug 

 Swinton 

 The Specky Wren 

 Thomson 

 WH Smith 

 YMCA 



London Road Portas Pilot Initiative 

• 64% of those surveyed had heard about the initiative although 22% were not aware of it and 18%  were unsure 

• 35% understood the aims and manifesto 

 41% said they did not know anything about the aims of the initiative 

 24% were unsure 

• 52% said that they supported the plans and priorities, with 4% saying they disagreed 

 44% were unsure 

6 

Findings 

6 

• 67% of respondents stated that they would like to find out more about the initiative, of these 

 57% would like information via email 

 37% would like a personal visit 

 

 

 

 



The following two graphs illustrate the age profile and shopper type of the London Road consumer. 

 

 

 

 

• The area has a young focus to its customer base, with 

over 50% of customers under 45 years  

• Overall a broad cross section of ages shop in the area, 

focused around the key ‘working/family’ age groups.   

• Respondents indicated that a regular/local shopper base 

dominates 

• Whilst families remain core shoppers, the elderly and local 

workers are also key shopper groups 

The London RoadCustomer 
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Customer Characteristics 

• Retailers consider their shoppers 

to comprise a mix of workers and 

those who are retired 

• Unsurprisingly students are 

considered to make up the key 

consumer group 

Working 85% 

Retired 74% 

 Student 67% 

Unemployed 62% 

Keeping Home 56% 

Value Seekers 67% Brand conscious 39% 

On a budget 66% Fashion oriented 31% 

Family oriented 48% Aspirational  26% 

Comfortable  40% Affluent  23% 

• Shoppers are considered value seekers and on a budget 

• Family oriented, comfortably off and brand conscious consumers 

are still considered to be important shopper groups 

• Fashionites are considered less prevalent than brand conscious 

consumers 

Findings 

The tables show key shopper characteristics. 
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Retailer Trading Parameters 

55% of the retailers who completed the survey provided 

information on current turnover trends.  

The following graph illustrates trading patterns 

compared to last year.  

 

 

• Of those that replied 

– 62% of respondents are trading level or up 

on last year despite the continuing difficult 

trading conditions; two fifths of retailers are 

down compared to last year 

– A positive trend compared to some locations 

• There is no product category/type of operator 

who is finding trading conditions harder than 

any other 

• Given the independent bias of the area, 

response rates to regional/national trends 

were around 40%, of those; 

– 26%  stated that they are currently trading 

in line with regional trends (9% are 

above) 

– 17%  said turnover is currently matching 

their company’s national averages with 

14% trading above average 

• 50% of retailers have the same staffing levels 

as 2012, with 22% trading with fewer staff  
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Average Transaction Values 

The table below illustrates the variance between these respondents when asked 

about average transaction values. 

 

 

 

 

• Circa 41% of respondents said the average ATV was under £10. 

indicative of frequent top up shopping 

• A small group of customers are, however, spending a significant 

amount of money; circa £75 plus.  This is likely to be influenced by 

the more affluent shoppers and specialist shops within the area 

• 28% of respondents stated that  ATV had remained relatively 

consistent over the last year, with 25% saying it had increased 

• 30% of respondents did not know or state their ATV 

Under £5 16% 

£5-£10 25% 

£11-£15 3% 

£16-£20 7% 

£21-£30 3% 

£31-£50 0% 

£51-£75 0% 

£75 -£100 5% 

£100 plus 12% 

Findings 

10 



Reasons for Visiting the London Road Area 

Retailers were asked to indicate from a list of 14 options, why shoppers 

chose  the London Road  area   

Respondents could tick more than one reason and also add in any other 

pertinent reason. The following graph illustrates their responses. • Living nearby is the top reason for 

visiting the London Road area, 

followed by working in the area 

• Circa a third of respondents cited 

the ‘retail offer’ (choice of 

shops/specific store); a relatively low 

response rate 

• Overall the environment, access and 

leisure/eve facilities scored poorly 

along with catering and car parking.  

• London Road is providing local 

customers with a convenient 

shopping service 

• More can be done to make it an 

easier ‘choice’ 

Findings 
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Strengths & Weaknesses 

The following tables show the unprompted strengths and weaknesses of the town as stated by retailers. 

 • 90% of respondents did not mention one strength.   

• Of those that did; 

– The location and the good public transport links were 

considered to be the main strengths 

– The number of independent traders was cited as a strength 

of the area 

• Beggars/drunks were listed by half of respondents as the key 

weakness of the area – supported by the fact that many 

respondents also want more of a noticeable police presence 

• This is compounded by cleaning issues 

• The lack of retail variety is considered to be an issue and car 

parking costs are also considered a key weakness 

• The reputation of the area is considered to be poor 

Strengths 

Location 26% 

Transport links 25% 

Independent retailers 18% 

Car parking 10% 

Charity shops 10% 

Community feel 7% 

Weaknesses 

Too many beggar/drunks 50% 

Environment/cleanliness 22% 

Lack of choice/quality shops 16% 

Poor police presence 15% 

Parking costs 10% 

Area’s reputation 10% 
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Weak Product Categories & Areas for Change 

The following tables show the unprompted statements by retailers regarding 

which product categories are seen as weak and also for what changes they 

would like to see in the London Road area. 

 

 

 

 

 

 

 

 

 

 

 

 

 

• The environment is the main focus – remove drunks, 

remove graffiti, etc. 

• More police and more free parking are areas for change 

• Retailers stated that the area needs more retail variety 

available to shoppers 

Weak Product Categories 

Clothing shops 25% 

Offer from mainstream retailers 10% 

Better quality offer 7% 

Catering (F&B) 5% 

Footwear 3% 

Areas for Change 

Remove beggars/drunks 48% 

Improve police presence cctv 45% 

More free car parking 45% 

More retail variety 41% 

Remove graffiti 24% 

• Retailers would like to see a better, quality 

clothing offer with more recognisable 

brands/retailers 

• Clothing is seen by many as an area of weakness 
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London Road Crime Levels 

The following table illustrates the overall average rating given to the area 

when retailers were asked to state if crime was a problem that affected 

their business.  Each statement was rated on a scale of 1 to 5, where 1 = 

not a problem and 5 = a severe problem. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Scale 

1 – not a problem 6% 

2 12% 

3 – average problem 27% 

4 29% 

5 – a severe problem 27% 

• Crime is seen by most respondents as something that is affecting their 

business, with 27% citing it as a severe problem and 29% a noticeable 

problem 

• This confirms issues identified elsewhere in the survey 

• Crime is clearly a problem for 83% of retailers in the survey 

• Only 6% indicated that it was not an issue for them 
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London Road Ratings 

The following table illustrates the overall average rating given to the area 

for a series of statements by retailers.  Each statement was rated on a 

scale of 1 to 5, where 1 = poor and 5 = good. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Statements 

Promotional activity  1.8 

Parking provision  2.1 

Facilities 2.2 

Destination stores 2.5 

Retail mix/offer 2.6 

Safety at work 2.6 

Customer experience 2.6 

Ease of Use 3.0 

Staff transport to work 3.4 

• The mean rating across all nine statements is 2.5 

• Promotional activity, parking provision & facilities all rated poorly (below 

average 2.5) 

• Staff transport to work rated very highly – and is likely to have artificially 

increased the average rating across the statements 
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Miscellaneous 

• Circa 39% of respondents are serving over 1,000 customers per week with a further 

38% serving between 100 and 500 customers  

– As described earlier, a high frequency, local customer with low average spends 

• 42% of respondents indicated that they are serving more customers compared to the 

previous year; 38% stated customer numbers are down.   

• 69% of retailers surveyed said that they intend to remain trading from their existing 

premises, with 8% indicating that they are considering re-locating or closing their stores 

• In addition, 95% of retailers stated that they felt the existing trading hours suited 

shoppers – those that disagreed felt that there should be more consistency across the 

area as a whole 

• 50% of respondents have been  trading in London Road between 3 and 10 years, with 

a further 33% trading or over 10 years.  The area has a stable, consistent retailer base 
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Conclusions 

• 62 completed operator surveys were returned by a mix of independents  and destination type stores. 

• Many London Road retailers are finding trading conditions ok despite the difficult economic climate 

with circa 60% saying that turnover is level or up, year on year, also transaction numbers for many are 

up. 

• Given the strength of the independent offer in London Road, a limited number of traders were able to 

provide comparisons to regional and national averages.  A third of respondents are matching regional 

trading averages, with 30% in line with national trends 

• From the variety of responses across all questions, existing traders do not consider the retail offer as a 

strength of the London Road area, its location and transport links were more highly rated than the 

choice of operators.   

• Key weaknesses are considered to be focused around theft, environmental issues and safety, 

including too many drunks, poor cleanliness and lack of police presence 

• The area is considered to be successful in appealing to regular shoppers, including workers, students 

and older consumers because they live/work nearby.  It is a convenient destination, being used 

because ‘it’s easy’ 
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Conclusions contd. 

• Retailers indicated that their shoppers are primarily working and that they are ‘value driven’ and 

‘on a budget’ consumers 

• Customers are considered to be regulars and locals, implying a local catchment area and ‘habit’ 

shopping.  The area benefits from a broad age range of customers 

• It is felt that a better clothing offer – across a number of categories would help to add width and 

depth to the current provision and encourage more visits 

• Respondents indicated that customer numbers have remained fairly static over the last 12 months 

with 42% of respondents experiencing an increase in shoppers and 38% citing a fall in shopper 

numbers 

• 69% of retailers surveyed said that they intend to continue trading in the current location 

• The majority of respondents (circa 60%) stated that they had been trading in the area for at least 

five years, suggesting a stable retail base 

• Customer experience and ease of use were considered by respondents to be good, in comparison 

the parking provision was rated as poor, together with the promotional/marketing activity 

• 64% of respondents stated that they were aware of Portas Pilot initiative and while many (52%) 

support its plans, 67% would like to find out more about its aims and manifesto 
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Next Steps 

Areas for further investigation or potential improvement, initiatives include: 

 Develop initiatives to further improve the appeal of the London Road area to local workers and also local 

residents, including students and families.  Create strong reasons to visit, highlight benefits, etc 

 Improve security for retailers and customers, remove street drinkers, etc. 

 Promote the existing offer, whilst retailers consider it to be only ok there are many positives that could be 

highlighted, including its convenience and ease of use! The area has a local and high visit frequency 

customer base this is a factor to promote to existing retailers 

 Focus on improving and promoting its perceived strengths as the ‘reasons to use’ the area 

 The catering and restaurant provision is perceived as weak.  This is something that could be built on and 

promoted more strongly 

 Reward loyal customers for the support and frequency with which they visit the London Road area 

 Create more leisure visit reasons, such as events/promotions which will attract more people to London 

Road, more frequently 

 Identify opportunities to further improve the ‘convenience’ of using the area, cleanliness, parking, access 

 Increase the collective area promotional activity 

 Hold a seminar to highlight and better explain the Portas Pilot initiative 
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Operators included 

 99p Store 

 Age UK x2 

 Andrews Fish shop 

 Audio T 

 BetFred 

 Boots 

 Boots Opticians 

 Brighthouse 

 Brighton Bargains 

 British Heart Foundation 

 British Red Cross 

 Cannadines Carpets 

 Card Factory 

 Carphone Warehouse 

 Cash Generator 

 Chestnut Tree House 

 Co-op 

 Coral 

 Cosy Cottage 

 Cycle Stone 

 Costa Coffee 

 Domino’s Pizza 

 Emporium Theatre & Café 

 Forfars Bakers 

 Freddys Smile 

 Gamestar 

 Greggs 

 Hair du Jour 

 Hardware Comms Ltd 

 Holland & Barrett 

 Johns Camping Int’l 

 Jynbirds Deli 

 La Voda Café 

 Linwood Strong Opticians 

 M&B Meats 

 Maplin Electronics 

 McDonalds 

 Natural Nails 

 Prawnbrokers 

 PDSA 

 Peacocks 

 Poundstretcher 

 Poundland 

 Premier Convenience 

 Richer Sounds 

 Sunbirds Deli 

 Scope 

 Shu-Time 

 Skunkworks 

 Sky Computers 

 Smokemart 

 Streamside Ltd 

 Superdrug 

 Sussex Beacon 

 Swinton 

 The Bat & Ball 

 The Goodfellas 

 The Specky Wren 

 Thomson 

 WH Smith 

 YMCA 



The Retail Group 

Informed Solutions 

The Retail Group: Dunnings Oak Offices, Dunnings Road, East Grinstead, West Sussex RH19 4AT  

Tel: 0844 209 8480 Web: www.theretailgroup.co.uk  Email: info@theretailgroup.co.uk 


