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Executive Summary

• This report contains the findings, conclusions and recommendations of a study that has 

been commissioned with the objective of identifying a Future Retail Strategy for South 

Kensington Station

• The key objectives are to identify and analyse future customer demand, assess the 

existing offer in and around the station and then assess the retail opportunities that exist 

and define an appropriate and sustainable Future Retail Strategy for the station retail 

offer

• A variety of bespoke research areas have been completed, including survey of local 

consumers, analysis of consumer spend in the area, survey of local retail operators, 

footfall study, assessment of benchmark locations and discussions with key local 

stakeholders

• The results of the research areas completed identify that South Kensington is not a retail 

destination, people travel there en route to somewhere else (live, work and visit)



4South Kensington Station – Recommended Future Retail Strategy

Executive Summary contd.

• Local residents and workers present the biggest opportunity for the future station offer

• Local residents and workers are looking to satisfy their day to day retail requirements, 

including convenience food, food & beverage (dining and to go), service and minor 

comparison goods.  The Bullnose and Arcade are excellent locations to satisfy this offer

• Pelham Street also presents a good opportunity to satisfy local retail needs, and already 

has sufficient footfall to sustain a limited retail offer of circa 12 small retail units

• Whilst there is proven demand for better quality multiple retailers in the area, there is 

also a wish to retain and improve the number and quality of independent retailers that 

trade in the area

• Although there are significant numbers of visitors coming to the area to frequent the 

museums and galleries, their ambition is typically to get to those destinations first.  

These consumers present an additional secondary retail opportunity and Thurloe Street 

offers a good opportunity to satisfy their food & beverage and top-up retail needs 
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Background

• South Kensington Station is one of the ‘jewels in the crown’ of TfL’s Estate

• The station is very busy - used by over 33m passengers per year

• TfL is planning to upgrade the station environment, including upgraded ticket hall

• This presents an opportunity to improve the station retail offer

• There is the option to reinstate retail units on Pelham Street

• This study will be used to inform and develop TfL’s improvement plans in regards to 

future retail opportunities and the optimum strategy for the station retail offer
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Study Approach

• A variety of bespoke research areas have been undertaken and used to develop the 

study conclusions and recommendations, including

– Footfall study of key points in and around station

– Survey of local operators trading in South Kensington

– Focussed survey of local consumers in terms of the improvements they wish to see

– Retail review of station and hinterland from a consumer perspective

– Engagement with key local stakeholders

– Analysis of customer spend and profile in the South Kensington area
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Project Objectives

Summarised from the project proposal:

1. Identify, quantify and qualify the available consumer groups

2. Engage with local stakeholders to canvas views and opinions

3. Assess the existing offer and identify gaps in retail supply and demand

4. Identify future retail opportunities that the future station offer could satisfy and sustain
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Study Area

Project is focussed on area 

highlighted

Includes South Kensington station 

and retail activity around it

Extends to Museums but does not 

include them

Includes local resident and 

workers that will look to the station 

as a focal point for transport; and 

their local ‘retail’ offer

There are circa 7,000 residents in 

SW7 2 and SW7 3, the two postal 

sectors that best correlate to the 

study area



Footfall Study
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Methodology

• Focussed survey undertaken 

on Thursday 16 June and Saturday 18 

June 2016

• Aim was to assess general footfall 

movements around the station, in 

order to inform Retail Strategy by 

understanding volumes of footfall, day 

part priorities and help to identify 

priority user groups and potential retail 

needs

• 5 points counted as shown; with 

Pelham Street and Thurloe Street 

being counted across whole width of 

the road

1
2

3

4

5
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Thursday Footfall

• Very noticeable early 

morning and evening 

peaks, lots of commuters 

(workers) to / from area

• Southern exit to Station 

Arcade is busiest

• Pelham Street is 

relatively busy – attracts 

circa 1/3 footfall of the 

other peak footfall flows 

captured in this study 
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Saturday Footfall

• On Saturday the area gets 

busier over the course of 

the day

• Again, the Southern exit to 

Station Arcade is busiest, 

closely followed by Thurloe 

Street

• Pelham Street attracts 

circa 1/4 footfall of other 

footfall flows on Saturdays
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Daily Footfall Totals

• Weekdays are much busier than weekend days

• This is especially the case to the south of the station

• Pelham St current attracts circa 65,000 pedestrian footfall movements per 

week (based on 5 x Thursday and 2 x Saturday)

Count Location Thursday Saturday

Pelham Street 10,368 6,396

Old Brompton Rd 17,196 13,440

Arcade Southern Entrance 37,188 21,708

Arcade Northern Entrance 28,260 15,348

Thurloe Street 24,852 19,356

Total 117,864 76,248
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Further Footfall Findings

• Workers are a key customer group – clear peaks evident on weekdays 

(both rush-hours and lunch time)

• The area is a clear destination on Saturdays

• Area immediately to south of station entrance is the busiest entrance

• Pelham Street is busy on weekdays and to a lesser extent on weekends –

clear evidence of use as a cut through / route

• The busier locations achieve well over 200,000 footfall movements per week

• The area is busy all day and everyday

Both Thurloe Street and Pelham Street are viable retail locations based on 

current footfall levels



Survey of Local Operators 
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Methodology

• Survey of operators in streets surrounding station undertaken by The Retail Group

• The aim of the survey was to capture the trading experience and views of existing 

operators including; customer types, shopping patterns, trading performance and 

their views and opinions on the future offer of the South Kensington area

• Operators targeted included all forms of retail operator, i.e. convenience, 

comparison, service, catering and Food & Beverage (F&B)

• Respondents were assured of individual confidentiality. A number of questions were 

multi-choice, hence answers may not always add up to 100%

• The survey methodology adopted uses a direct distribution approach, whereby 

operators are asked to complete a short, pre-prepared survey.  Surveys are handed 

directly to the store managers for completion and collected later that same day
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Sample Achieved

• Excellent response achieved – 50 surveys collected from circa 70 handed out

• Good cross-section of business types, including Food & Beverage, service 

providers, comparison goods and food convenience stores

• Responses received from all local retail areas /streets

• Food and Beverage (46%) operators were the dominant business type, reflecting 

the mix of the area
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Respondents: Type of Business

• Respondents included a 

broad cross-section of 

retail business, reflecting 

the mix of the area

• Food and beverage 

operators were the 

dominant group

16%

14%

22%

46%

2%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Convenience Goods

Comparison Goods

Service Operator

Food or Beverage
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Customer Type

• All the groups mentioned are 

considered to be important by 

the majority of respondents

• Residents followed by Visitors, 

overseas and domestic are  

considered the most important, 

rated ‘very important’ by over 

70%

How important are each of the following to your business?
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Reason for Visiting

• Visiting Museums, 

Galleries, etc. is by far 

the most cited reason 

for visiting the area

• Working, Visiting the 

Royal Albert hall, 

studying in the area 

and living nearby are 

also key visit drivers

What are the main reasons for visiting the South Kensington area? 

88%
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Peak Trading Days and Times

• Busiest trading days are 

towards the end of the week

• Friday the busiest, cited by 

76%, followed by Saturday 

at 62%

What are your busiest days?
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Peak Trading Days and Times

Lunchtime, followed by the afternoon is the busiest, both during the week and at weekends

What are your busiest times of day (weekday and weekend)?
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Most Popular Retail / Product Categories

• Catering operators 

are clearly cited as 

the busiest / most 

popular

• Second to this is 

other food / grocery 

stores and take-

aways

Which of the following types of retail / product categories are the most popular / busiest? 

74%

64%

42%

42%

18%
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Current Trading Performance

Trading patterns are fairly evenly split; there are similar proportions of operators up, down and level 

on last year

How is your business trading, compared to last year?

28%

30%

28%

14%

Customer Numbers

Up Down Level No answer

22%

30%
28%

20%

Turnover

Up Down Level No answer

24%

20%
32%

24%

Average Transaction Value

Up Down Level No answer
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Support for New Retail

Thinking about the retail offer (shops, cafes and restaurants) in and around South Kensington Station, 

to what extent would you support the following?

• ‘More independent retailers’ (60% ) and ‘more retail shops in general’ (54%) received 

the most support from operators surveyed

• Cafes and a top-up food store achieved the lowest level of support

0% 20% 40% 60% 80% 100%

More restaurants

More aspirational shops

More service retailers

More retail shops in general

More independent retailers

A top-up food store

Bigger shops

More convenience food shops

More cafes Strongly support

Support

Neutral opinion

Oppose

Strongly oppose

No answer
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Views and Opinions about South Kensington

Operators are positive about South Kensington as a place to trade and most (over 60%) 

are also optimistic about future trading and pleased with their current performance

To what extent would you agree with the following statements?

0% 20% 40% 60% 80% 100%

“I am pleased with the current performance of

“I would recommend this location as a place to trade”

“Improvements to competing centres are affecting the 
performance of my shop business”

“I am optimistic about the future trading prospects in

Strongly Agree

Agree

Neither  / Nor

Disagree

Strongly Disagree

No answer
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Operator Survey Summary 

• Whilst all customers are important; 

residents, overseas and domestic visitors 

are considered the most important to 

respondents individual businesses, 

followed by workers

• Visiting Museums and Galleries tops the 

list as the main reason for customers being 

in the South Kensington area, mentioned 

by 88% of retailers

• Other important visit drivers, each 

mentioned by 60-70% of respondents’ 

were; working in the area, studying in the 

area, visiting the Royal Albert Hall and 

living in the area

• Peak trading times are towards the end of 

the week; Friday the busiest, followed by 

Saturday

• Lunchtime followed by the afternoon are 

considered the busiest times of day, both 

weekdays and weekends

• Catering operators (cafes, coffee shops 

and sandwich bars) are considered the 

busiest / most popular types of retail, 

followed by food / grocery stores (albeit at 

a lower level)
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Operator Survey Summary contd.

• Mixed trading performance reported –

similar numbers up / down / level 

• As a broad trend, operators trading to the 

north of the station seem to be trading 

better in this survey

• ‘More independent retailers’ and ‘more 

retail shops in general’ were categories 

most wanted by retailers

• In terms of retail names or brands 

operators would like to see open near the 

station, there were no significant trends 

apparent.  60% of retailers gave no 

opinions

• The most commonly mentioned 

(by only 2-4 respondents each) were 

McDonalds, KFC, more independents, 

Greggs, JLP, M&S, Boots and H&M

• 72% of operators would recommend South 

Kensington as a place to trade 

• 62% are optimistic about future trading 

prospects in South Kensington 

• A further 60% are pleased with the current 

performance of their business

South Kensington is a successful retail area. 

Retailers are trading well and would on the whole recommend it as a retail location



Survey of Local Consumers
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Methodology

• Short on-line survey for local residents and workers was developed, with 

questions included on home address, frequency of use of the area, 

improvements needed and retail brands most wanted

• Promoted via the http://southkensingtonstation.co.uk website and Discover 

South Ken (consumer website operated by Exhibition Road Cultural 

Group)

• 230 responses received of which 100 lived in SW7 postal area

• The rest were distributed across London and the South East and are likely 

to be in the area for work reasons
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Results: Survey Monkey 

• Circa half of consumers visit South Kensington area daily, with further third visiting 

4 – 6 times per week

• 92% visit more frequently than weekly; high repeat visit frequency, ‘locals’, 

residents and workers

• Local residents and workers want ‘more independent shops’, ‘more convenience 

food’, ‘more service retailers’ and a top-up foodstore 

• There was on balance support for ‘more shops’ and ‘more aspirational shops’

• ‘More cafes’ was split exactly down the middle in terms of equal numbers wanting 

more and those not

• Typically respondents do not want ‘more restaurants’ or ‘bigger shops’ although a 

few do

• Local residents (those living in SW7) were especially of the opinion the area needs 

more independents and convenience food but not cafes or bigger stores  
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Retailers Identified by Survey Monkey Consumers

In terms of missing retailers / fascias most wanted …

• M & S / Simply Food - 29 mentions

• Waitrose – 17

• More independents – 16

• Sainsbury – 15

• Books / Cards – 9

• More fast food – 9

• Boots – 9

• More convenience food – 7

• Oliver Bonas – 5

• More banks – 5



Key Stakeholder Engagement
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Aim

• Meet with a variety of stakeholders to gain further insight into customer groups 

present, plans for the area and other regeneration activity underway

• We’ve met with

– Variety of local resident groups

– Exhibition Road Cultural Group (ERCG)

– Wellcome Trust

– South Kensington Estates
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Local Resident Groups

• A wide variety of local resident groups have provided their views on what’s 

needed at the station in terms of future retail offer

• There is broad support to see an improved retail offer

• There is resistance against more restaurants and cafes, as well as shops 

overtly targeting tourists

• Particular improvements wanted include more independents, more day to day 

retail needs (including more convenience food and service operators)

• There appears to be majority support for an additional high quality top up 

foodstore

• Majority of groups support the reinstatement of low key retail on Pelham 

Street, as stated during as the Consultative Working Group meeting on 6 June 

2016
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Exhibition Road Cultural Group

• The area is busy – Exhibition Road attracts in excess of 30m footfall p.a.

• A number of the galleries have plans underway to improve their offers, 

including the Natural History Museum, Science Museum and the V&A

• Broadly the plans include improving the sense of arrival, the public circulation 

space and the retail and F&B offers.  The museums are both encouraging 

consumers to start their day at the venue and catering for as many of the 

consumers’ commercial needs as possible

• ERCG would like to see the day to day retail and service offer for workers 

improved

• There is widespread support within the ERCG membership group for the 

pedestrian underpass to be retained and improved

• There are approximately 15,000 students studying at the 3 nearby universities 

(Imperial, Royal College of Music and Royal College of Art)

• The museums generate circa 20m visits p.a.



37South Kensington Station – Recommended Future Retail Strategy

Wellcome Trust

• Biggest charitable trust in the UK

• Has £20bn assets under management, of which £2bn is in the South Ken area. 

80% of the local assets are residential, with the rest leisure (including 5 

hotels), commercial (7 office blocks) and 52 retail units

• The Wellcome Trust sees itself as a long-term investor, and hence is keen for 

the shops in the wider areas retail offering to complement each other and other 

asset classes in order to continue and enhance the high-quality environment in 

South Kensington to live, work and shop for residents, visitors and 

stakeholders

• Consider South Ken to have considerable growth potential and underlying 

retail demand
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South Kensington Estates

• Biggest area of ownership is block on north side of Thurloe Street

• Are keen to see the area improve

• Their focus is on distinctive retail and F&B operators, e.g. Fernandez and Wells, 

Brindisa, Comptoir Libanais etc

• Prefer tenants where the founders are still involved –tends to make the offer more 

appealing and individual

• They are planning to attract art galleries and associated businesses to the area, 

through a development in Cromwell Place

• Offering is geared towards visitors on Exhibition Road, and local workers / residents 

in other areas

• Committed to long term growth of the area, with the station being the hub of growth

• Keen to work closely with TfL to ensure complementary retail growth strategies are 

developed
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Summary

• There a number of high profile projects underway which will improve the South 

Kensington area

• The area is busy and attracts significant numbers of residents, workers and 

tourists / visitors

• Local stakeholders are keen to see the offer on the whole improved, especially 

to further satisfy the needs of residents and workers

• There is widespread support to see the station retail offer in particular 

improved

• Residents especially want more independent operators

• Local property stakeholders would prefer more recognisable brands and retail 

fascias



Retail Review of Adjacent Areas
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Aim and Methodology

• Objective and detailed review of the South 

Kensington retail offer within the study area

• Offer assessed from perspective of 

consumer – how easy is it to shop, width 

and depth of choice available, mix and 

positioning, quality of retail delivery 

standards, multiple / independent split etc.

• The study area has been split into four 

zones, as shown on the map

Zone A: Station (Arcade and Bullnose)

Zone B: Old Brompton Road / Bute Street

Zone C: Harrington Road

Zone D: Thurloe Street and Place and 

Exhibition Road

B

C

D

A
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Zone A: Station (Arcade and Bullnose)

• 17 units in total, typically very small footprints

• Dominated by F&B (7 outlets) and service (optician, dry 

cleaning, pharmacies)

• Station retailers look noticeably poorer quality than the 

areas retail offer in general

• Poor first sense of arrival, for those arriving at the station

• Those operators visibly targeting tourists are typically 

delivering the poorest retail experience in the area

• A number of the Bullnose retailers are investing in their 

units

Poor initial first impression and sense of arrival
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Zone B: Old Brompton Road

• Most extensive offer in study area – 73 retail units on 

Old Brompton Road

• Good occupancy levels, new arrivals and established 

businesses, a variety of anchors, type and activity

• Dominated by 28 F&B operators and 25 service 

operators. Also contains 2 multiple convenience stores 

which appear to trade well

• F&B offer covers daytime and evening, with a focus on 

restaurants, suggesting they are targeting local residents 

and workers. This includes a number of strong 

independents
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Zone B: Bute Street

• Bute Street (connecting Old Brompton Road and 

Harrington Road) has an extensive local needs offer 

with an additional 25 units, again dominated by F&B, 

Service and some specialist convenience operators. 

Footfall is noticeably lower than nearby peak locations, 

a few vacant or non active units

• Glendower Place also contains a low key local needs 

offer

This zone is dominated by F&B and Service 

providers.  It is a F&B destination and a local 

service / convenience centre
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Zone C: Harrington Road

• Active at South Kensington station end, extensive non 

active frontage in the middle; schools, hotels, residential

• Circa 25 active retail units, dominated by ‘international’ 

F&B, service providers (3 x estate agents, hair and 

beauty, dry cleaners) and a couple of convenience sores

• Number of long term vacant units

• More of a walk-by or walk through location

More ‘local needs’ service and F&B operators, 

targeting residents and workers
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Zone D: Thurloe Street and Place and Exhibition Road

• Much more overtly targeted at tourists

• Again, very much dominated by F&B, with supporting service, 

convenience and minor specialist comparison goods offer (card 

shop, book store, gifts etc.)

• Many strong F&B operators on Exhibition Road, which appear to 

trade very well. Many of these are growing specialists and provide 

a strong, innovative and appealing combined offer

• Thurloe Place is more focussed towards local workers and 

residents with a couple of strong convenience stores (food market 

and cheese specialist)

• This zone appears to be trading well, with many shops in excellent 

condition and only one unit that appears to have been empty for a 

while

Strong and vibrant F&B offer, wide appeal to all customer groups
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Summary

• The South Kensington offer is established, settled and occupied

• F&B and service operators dominate the mix, suggesting local residents and 

workers are key customer groups to target

• The area to the north visibly trades well, as the offer also targets the plethora of 

visitors in the area

• The offer gets stronger nearer the station e.g. Exhibition Road, Thurloe Place 

and south side of Old Brompton Road 

• Yet many of the immediate station retailers (particularly in the Arcade and Ticket 

Hall) are some of the weakest in terms of sightlines / visible impact, retail 

delivery standards and shop environment



Analysis of Consumer Spend & Profile 
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Introduction

• Using the study area defined by The Retail Group, Beyond Analysis has 

provided data on actual consumer spend in the area, over the period January 

2015 to March 2016.  The data was captured using spend from debit and 

credit cards and covers circa 60% of all transactions

• There were 3.3m unique cards used (i.e. people) in the study area

• They relate to 8.3m transactions in the area, covering £216m spend

• Beyond Analysis has been able to provide information on the category spend, 

the broad customer group expenditure split, and lifestyle information on target 

customers

• The analysis and interpretation of the data will provide a further input into the 

optimum future target mix for the retail offer at the station
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Category Spend Totals*

• This is spend within the 

study area over a 15 month 

period

• Categories reflect the 

international appeal of the 

area; and a local customer 

base

• Food spend dominates 

(supermarkets and 

restaurants combined)

• Hotels are also important

• Other retail categories are 

also important totalling 20%
* Note: Clothing spend has been excluded from the analysis, as a number of 

the retailers included were on Brompton and Fulham Roads and therefore 

outside the study area

Spend Category South Kensington spend %

Supermarkets £57.5m 32

Hotels and Accommodation £48.3m 27

Restaurants £40.0m 22

General Retail and High Street £14.3m 8

Health £10.1m 6

Leisure and Entertainment £4.7m 3

Personal Services £3.7m 2

£178.7m 100



51South Kensington Station – Recommended Future Retail Strategy

Spend on Key Retail Categories by Customer Type

• The largest (quantum) relevant ‘retail’ spend categories are supermarkets, followed by restaurants and 

then general retail

• Local residents and workers account for almost 50% of supermarket spend in South Kensington

• Local residents and local workers account for smaller % of restaurant and general retail spend in South 

Kensington, however they also spend far more extensively on these categories outside of the area.

£58m Spend on Supermarkets 

Local Residents
Local Workers
International
Domestic

£40m Spend on Restaurants £14m Spend on General Retail 
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Customer Profile

• Beyond Analysis has identified 4 broad customer 

segments based on their spend activity

• Local residents spent £16m in the area (84% of which at 

supermarkets and 7% at local restaurants). Residents 

spent £1.1m on restaurants in the area and £14.3m on 

restaurants elsewhere

• Local workers spent £21m in the area (64% at 

supermarkets and 23% at restaurants)

• International visitors account for £43m and spent 66% on 

hotels & accom.

• Domestic visitors are all other customer types; their spend 

is spread across a range of categories, including 

restaurants (28%) and supermarkets (27%)

• Local residents and workers are in the area 7-5 days a 

week, as such they provide a significant ‘opportunity 

revenue stream’ for the retail development. On site visit 

potential of 365 and circa 240 days per year. Therefore 

their retained expenditure in the area has significant 

potential to increase, given that we know they spend 

considerably more outside the area.

• International and domestic visitors have a limited visit 

opportunity, possibly only 1-3 times each.

Customer Segment * South Kensington

spend

%

Local Residents £16.4 m 9

Local Workers £21.4 m 12

International £43.4 m 24

Domestic Visitor £98.0 m 55

£179.2 m 100

* Beyond Analysis define a Local Resident as someone who lives in the 

study area and visited a local supermarket at least 4 times in a month (in 

the last year), with the spend being at least £20. A Local Worker is defined 

as someone is doesn’t live nearby and has spent in a local supermarket or 

restaurant at least 5 times in a month in the last year
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Customer Spend Groups

Using Beyond Analysis’s Spendographics™ behavioural classification system (see Appendix A for 

more detail and explanation), the top 4 groups account for 72% of all customer types

Special Purpose (31%)

• Pay bills, taxes, travel 

and other finance with 

cards

• Affluent

• Very high transaction 

values

• Big online users

Urban (24%)

• Young and active

• Big spenders on 

lifestyle

• Sociable – work hard, 

play hard

• Big users of gyms

• Less likely to have a 

car

• Users of high end food 

stores

Premium Family (9%)

• Affluent and financially 

comfortable

• Waitrose / JLP 

shoppers

• Kids – privately 

educated

• Social

• Premium car owners

Young Family (7%)

• On a budget

• Working and young 

kids

• Spend at Topshop, 

H&M, Primark

• Big users of 

supermarkets

• Social

• Given that they dominate spend in the area, the key customer groups for South Kensington station 

development are Urban, Premium Family and Young Family (see Appendix A for description of other 

less important groups)

• Common attributes are high quality food (supermarkets and restaurants), active and social lifestyles 

and big users of recognised quality high street retailers; experienced shoppers seeking quality
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Summary 

• There are large numbers of domestic and international visitors present in the area, however 

these are typically one-off users of the area and in the case of international tourists their 

spend is focussed on accommodation and subsistence

• Local residents and workers already spend highly in the area

• Local residents and workers have a spend profile that is led by supermarket food and 

restaurant spend; however it also includes a wider retail spend

• Local residents and workers present a significant opportunity revenue stream, as a result of 

the number of days they are in the South Kensington area 

• Local residents and workers are significant and important target customer groups for South 

Kensington Station retailers and F&B operators

• Spend on food (supermarket and F&B) is the dominant category; but not the only required 

categories

• Customers are typically affluent and looking for a quality, easy, accessible and recognisable 

offer

• An offer that satisfies the needs of residents, visitors and workers is likely to be most 

successful



Conclusions
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The Current Retail Offer is Trading Well

• Many retailers are trading well, are positive about the outlook and would recommend 

the area.  These retailers are typically F&B, services and convenience providers; it is 

not a traditional comparison goods location (these are nearby)

• Units that become empty are typically reoccupied quickly

• The area benefits from non retail attractions and footfall generators.  Exhibition Road 

attracts in excess of 30m footfall movements p.a.

• The station attracts in excess of 33m passenger movements each year, through a 

combination of inbound & outbound commuters and visitors to the area’s international 

attractions

• South Kensington is not a retail destination.  Its used by consumers are in the area 

for other reasons – typically live, work and tourism

South Kensington retail centre is popular, busy and occupied 
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Customer Demand is Dominated by Workers and Residents

• For expenditure on convenience food and day to day retail categories, workers 

and residents present the primary opportunity as they are big spenders on these 

categories and they are in the area typically everyday, thereby providing multiple 

trip and spend opportunities

• Retailers also identify residents and workers as key targets

• Stakeholders including local resident groups and property owners identify 

residents and workers are the key targets

• Footfall in the area is busier on weekdays than weekends

• Retailers report that weekdays are better than weekends in terms of trading

Workers and residents are primary targets as they visit the area very 

regularly and frequently
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High Demand for Day to Day Retail Requirements

F&B Services Convenience food Minor Comparison 

Sandwiches Hairdressing Fruit and veg Gifts

Tea and coffee Barbers Cheese Cards and stationery

Hot food Pharmacy Meat / butcher Books and music

Smoothies Key cutting Fishmonger Health and beauty

Soups Estate agent Ready meals Health foods

Salads Optician Household goods Mobile phone

Pizza and pasta Florist Bread and cakes Sports & hobbies 

Sushi Watch repair Biscuits Toys and games

Steak house

Café / bars

Wines, spirits / 

cocktails

Nail bar

Beauty / spa

Wine and spirits

Toiletries

Grocery (tins, dry 

food, loo roll etc)

Cameras & 

consumables

Chocolatiers Alcohol

Milkshakes

Cupcakes

• Workers and 

residents identify they 

are in the area very 

frequently (multiple 

times per week)

• Workers and 

residents spent over 

£40m on food and 

convenience goods in 

the last 15 months

• Products required will 

include:

There is considerable demand for local day to day retail requirements in the Station 

Arcade, Bullnose and Pelham Street
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Tourists and Visitors Present Additional Opportunities

• The Museums and Galleries in the South Ken area attract in excess of 20m p.a.

• Whilst visitors to the museums want to get to their primary destination asap, 

there are opportunities to satisfy some of their requirements first albeit with a 

limited time window

• These mainly relate to F&B, convenience food and emergency / distress 

comparison goods purchases, e.g. umbrellas, mobile phone top-up and camera 

memory cards 

• Going forward the new exit onto Thurloe Street and the location of the area’s 

museums and galleries suggests the area to the north of the station (and or 

within the station) provides the best opportunity to satisfy their needs

Significant retail potential, additional to the primary targets of workers 

and residents
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Future Retail Offer has to be High Quality

• Existing station retail offer is below par for a station of South Kensington’s 

profile, user base and quality of nearby attractions 

• The retail offer around the station is improving significantly

• New entrants to the area are typically leading best in class retailers / 

growing and specialist F&B operators

• The station caters for over 33m passenger movements p.a. therefore the 

offer will be seen by many people!

• The user profile of workers and residents has significant numbers of mid 

and upper market consumers (Urban, Premium Family and Young Family 

Segments)

Future retail offer has to include good quality, independent and 

multiple operators, quality brands, visually appealing, aspirational, 

and reflect the area’s customer base and historic location profile
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Pelham Street Can Support a Retail Offer

• It’s an established and visible cut through / walk by location

• The footfall analysis identifies it’s already relatively busy with a steady stream 

of footfall particularly on weekdays

• There are benchmark examples of similar offers – See Appendix C

• Pelham Street contained a retail offer until the early 1970’s

• The majority of stakeholders consulted support the principle

• It is acknowledged that one of the local resident groups is concerned about 

reintroducing retail units on Pelham St and the potential effects on residential 

amenity  

A focus on independent retailers, in small units with front servicing, 

selling traditional ‘high street’ retail categories appealing to passing 

workers and residents would be appropriate
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Pelham Street Potential Retail Performance

• As identified earlier, Pelham St captures circa 65k footfall movements per 

week, which equates to 3.4m annual footfall movements

• The proposed new plans contain circa 12 new units of circa 800 sqft.

• Taking one unit, trading from 720 sqft and achieving @ £1,200 / sqft. sales 

density, equates to a single unit annual turnover of £864,000

• At an ATV of £7.50, this will require a capture rate of 3% of passing footfall 

which is realistic and achievable

Pelham Street can support a retail offer along the lines described 

without having to ‘squeeze the pips’ too much based on existing 

footfall levels 



Recommended Retail Strategy
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Objectives for Retail Strategy

• It needs to target latent demand, i.e. appeal to the needs of regular station users -

local residents / workers / improve the choice of amenities, facilities and services 

available in the area

• It also needs to appeal to consumers visiting the area’s major attractions

• Provide an offer that is easy to see, easy to understand and easy to buy from

• Add to South Kensington’s stations status as a jewel in the TfL Estate

• Respond to anticipated changes in footfall patterns from the introduction of a new 

station entrance on Thurloe Street

• Provide an initial and lasting positive and memorable image of South Kensington 

Station
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Strategy Recommendations

1. Layout & Zoning

• Arcade & Bullnose

• Pelham Street

• Thurloe Street

2. Tenant Mix / Recommended Tenants
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1. Layout and Zoning

Station retail offer to be planned as 4 zones, although there will be overlap across them, i.e

the areas are not distinct e.g. Whilst the Bullnose has the needs of workers and residents as 

its primary target, the offer will also appeal to visitors

A. Arrival / Scene setters -

Arcade

B. F&B and Daily Needs Zone

- Bullnose

C. ‘Local High Street’ Zone -

Pelham Street

D. Tourist and Visitor Zone 

Thurloe Street
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Arcade – Retail Strategy

• High quality A1 retail & 

service 

• Easy to see

• Easy to understand

• Easy to buy

• Focus on ‘traditional’ 

micro-unit retail uses 

e.g. jewellers, barbers, sweet

shop, watch repair, perfumers, 

photographers gallery etc

• Could also include convenience food 

and F&B to go, e.g. coffee, 

sandwiches, juice bar / smoothies, 

noodle pots, sushi etc

• Micro units – 30 sq.m to 

50 sq.m.  Some units would

benefit from being combined

• Core hours trading, i.e. 08.00 to 20.00

• High quality A1 retail & service 
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Arcade – Micro Retailer Examples
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Arcade – Indicative Additional Tenants

Retail

• L’Occitane

• Crabtree & Evelyn

• Vintage Watch 

Company

• Penhaligans

• Les Senteurs / Floris

• Links of London

• Simon Carter

• Sophie Harley 

Handmade Jewellery

• M&S Simply Food 

Kiosk (Knightsbridge 

Station)

Service

• Blow Dry Bar

• Men's Barbers e.g. 

Geo F Trumper / 

Taylor of Old Bond St

F&B

• Itsu (Canary Wharf)

• Three Wheels Coffee Pod 

(Shard)

• Lola’s Cupcakes (various 

Rail stations)
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Bullnose – Retail Strategy

• High quality & levels of 

professionalism, i.e. shopfit, 

presentation & retail 

delivery standards 

• Attractive & appealing fascias

• Recognisable brands

• Equal F&B and convenience 

food split, with 1 or 2 top up 

comparison retailers (see 

overleaf)

• Could include top up foodstore

• 1 or 2 service operators

• Small to medium units – 100 to 250 sqm.

• Extended day trading, i.e. 08.00 to 20.00
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Bullnose – Indicative Additional Tenants

Retail

• M&S Simply Food

• JS Local

• Tiger

• Smiggle

• Timpsons

• L’Occitane

• Crabtree & Evelyn

• Penhaligans

• Hotel Chocolat

• TM Lewins

• Boots

• Paperchase

• Links of London

• Oliver Bonas

• Simon Carter

• WH Smith

• Daunt Books

• Vodafone

• Paul Rhodes

• Planet Organic

F&B

• Eat

• Pod

• Pieminister

• Chop’d (salads)

• Crush (juice bar)

• Fresh (juice bar)

• Shakeaway

• Pho

• Pure

Service

• Blow Dry Bar
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Pelham Street – Retail Strategy

• Local ‘High Street’ offer – aimed at

needs of residents & workers 

• Mostly independents 

• Smaller units: 75 - 150 sqm.

• Convenience, food and service

• Front servicing

• High quality traditional facades

• 1 or 2 café / specialist delicatessens

• Day trading to match peak footfall, 

i.e. 08.00 to 18.00 (servicing 

restricted to 10.00 till 16.00)
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Pelham Street – Indicative Tenants

Specialist Independents 

• Boulangerie / Baker e.g. Boulangeire Jade (Blackheath)

• Artisan Coffee e.g. Mousetail Coffee / or Browns of Brockley

• Butcher e.g. The Butchery (Forest Hill) or William Rose (Northcote Road) 

• Cheesemongers e.g. Paxton & Whitfield or Mons (Borough Market)

• French Deli, e.g. Handmade Foods (Blackheath) or Partridges (Kings Road)

• Gallery / Art Framer 

• Perfumery

• Optician 

• Other service providers, pharmacy, key cutting, dry clean, hair, beauty, nails

• Wedding Dresses
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Pelham Street – Retail Inspirations
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Thurloe Street – Retail Strategy

• Easy to understand and 

recognisable retail

• High quality retail 

standards and ideally retail 

‘theatre’

• Mix of growing multiples, 

high quality independents 

and some international 

brands

• Small to medium units 150 

to 300 sqm ideally.  May 

need some units 

combining

• Extended day and evening 

trading, i.e. 08.00 to 23.00
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Thurloe Street – Indicative Additional Tenants 

Retail

• Daunt Books

• L’Occitane

• Crabtree & Evelyn

• Aveda

• Ye olde Sweet Shop

F&B

• Pizza Pilgrims

• Bills

• Cote / Cau

• Richoux

• Krispy Kreme

• Crush / Fresh

• Shakeaway

• Brasserie Blanc
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In Summary

• The detailed retail assessment has identified that the existing retail offer around the 

South Kensington Station is in good health, it is an established and busy retail area

• There is an established and mixed customer base, with a number of key customer 

groups

• The area benefits from major non retail attractions and footfall generators, but it isn’t a 

retail destination in itself

• The future retail offer at South Kensington station will need to provide good quality easy 

to use and easy to purchase retail facilities

• The priority customers are those that are in the area on a regular basis, local workers 

and residents

• The visitors provide an excellent additional customer base

• Careful use of the future available retail space will enable TfL to target a variety of 

customer groups through focussed retail offers in different parts of the station

• The future retail opportunity at the station is very strong



The Retail Group

Informed Solutions

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
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Who we are
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What is the Beyond Analysis data

58% of all UK transactions including cash

Fact based
Unbiased consumer behaviours based on actual transactions

Behavioural
Profiles of your customer typography based on the principle “you are

how you spend”

Representative
A robust view of UK consumer from over 58% of all UK transactions

(including cash and other cards)

Reliable
Able to track up to 24 months’ worth of transactions made on each

card

Current
100% of all transactions available within 48 hours of the transaction

taking place

100m
UK cards

>8bn
Transactions

98%
UK debit cards

40%
UK credit cards

£1 in £1.74
Proportion of UK spend
(incl. cash)
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Location Profiling: South Kensington

Understand the people who live, work and travel in and around the South Kensington area and 

will give them a detailed view of their lifestyles and shopping 

1. Overall transactional metrics in South Kensington vs Rest: 

i. Total Spend 

ii. Total Transactions

2. Identifying the transactional metrics by:

i. Month

ii. Total Year (2015)

iii. Year to date

3. Outlining the transactional metrics by:

i. Residents

ii. Professional

iii. International Visitors

iv. Domestic Visitors / Others

v. Spendographics™ Demographic Segmentation
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What Data Was Used?

This analysis identifies all cards that have transacted in South Kensington since January 2015 and 

compares their spending habits whilst in South Kensington to their spending habits elsewhere.

Over that 15 month period there have been:

 3,392,001 unique cards that have transacted in the South Kensington area.

 £10,120,966,224 spent by those cards, £216,701,877 of which was in South Kensington.

 488,140,044 transactions made, 8,382,872 of which were in South Kensington.

The full data extract is in the supporting documents. It gives spend, transactions and number of 

unique cards at a monthly level for all figures presented in this deck. 

If any individual merchant holds at least 50% market share for any figure it has been removed to 

protect the merchant. Fortunately only a few figures are removed this way, these are left blank in 

the following slides.

We see 3.3 million buyers transacting in South Kensington since the beginning of 2015.
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Location Definition

The location areas marked in the data go down to the metropolitan area level that includes the first 

two parts of the postcode. As South Kensington is not directly market, to identify relevant merchants 

we used a two step process:

1. We collected a list of merchants ourselves and manually matched those merchant names within 

our data. The collected list of merchants can be viewed in the supporting documents.

2. Acquirers stamp their own location on each transaction. To get better coverage we have searched 

those stamps to identify merchants within South Kensington. 

This two step method gives excellent coverage of merchants within South Kensington.

How we define the area of South Kensington.
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Consumer Segmentation

We have identified four key groups of cardholders with the following rules:

This segmentation aims to flag cardholders that live or work in South Kensington.

Residential: The card has at least 4 transactions within any month in the last 12, 

where the amount is always > £20 within the supermarket MCG.

Professional: Cards that are not residential and have spent 5 times within 

supermarkets or restaurants at least once in the last 12 months.

International: Cards that are not residential or professional and were registered 

abroad.

Domestic Visitors: Cards that do not fall into any of the other three groups. These 

must be UK cards and they are unlikely to live or work in South Kensington.
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MCG Spend Totals

MCG
South Ken 

Spend

% of South Ken

Spend

Spend 

Elsewhere

% of Spend 

Elsewhere

Clothing £37,168,609 17% £1,308,484,667 13%

General Retail & High Street £14,284,484 7% £1,020,203,780 10%

Health £10,161,407 5% £650,596,825 7%

Hotels & Accommodation £48,290,726 22% £513,089,313 5%

Leisure & Entertainment £4,727,522 2% £401,041,023 4%

Personal Services £3,677,425 2% £369,895,192 4%

Restaurants £40,024,990 18% £2,634,675,657 27%

Supermarkets £57,499,653 27% £2,975,632,115 30%

We can see from the spend percentages that the biggest opportunity is in the Restaurants MCG.
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Customer Segmentation Overview

Customer Segment South Ken Elsewhere
South Ken Buyers 

Last Month

Spend per Card Last 

Month

Residential £18,544,485 £73,927,284 10,746 £107.79

Professional £25,618,444 £272,145,339 46,607 £36.78

International £48,428,445 £517,843,590 31,083 £91.17

Domestic Visitor £123,796,039 £9,040,348,135 190,071 £35.46

Domestic visitors are the largest group of buyers, residential buyers are the most valuable individuals
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Residential Cards

These cards have been identified as residential based on their shopping habits.

MCG South Ken Elsewhere

Clothing 11% 16%

General Retail 3% 11%

Health 3% 11%

Hotels 3%

Leisure 0% 3%

Personal Services 2% 6%

Restaurants 6% 19%

Supermarkets 74% 30%

- Account for 9% of spend in South 

Kensington and 1% of spend elsewhere.

- When shopping in South Kensington they 

are much more likely to shop at 

supermarkets.

- These shoppers are marginally more likely to 

shop elsewhere in sectors other than 

clothing or supermarkets, but the percentage 

differences are inflated by the high 

supermarket spend.
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Professional Cards

These cardholders make regular small lunchtime transactions..

MCG South Ken Elsewhere

Clothing 17% 12%

General Retail 3% 9%

Health 3% 7%

Hotels 1% 3%

Leisure 1% 4%

Personal Services 2% 4%

Restaurants 19% 31%

Supermarkets 53% 30%

- Account for 12% of spend in South Kensington 

and 3% of spend elsewhere.

- When shopping in South Kensington they are 

more likely to shop at supermarkets and clothing 

stores.

- These cardholders transact proportionally more 

outside of South Kensington in most sectors. 

However, restaurants stand out as presenting the 

largest opportunity.
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International Cards

This segmentation aims to flag cardholders that live or work in South Kensington.

MCG South Ken Elsewhere

Clothing 10% 22%

General Retail 3% 10%

Health 2% 5%

Hotels 59% 23%

Leisure 5% 4%

Personal Services 0% 2%

Restaurants 13% 25%

Supermarkets 7% 9%

- Account for 22% of spend in South Kensington 

and 5% of spend elsewhere.

- When shopping in South Kensington they are 

very likely to book a hotel. 

- These cardholders spend more in clothing stores, 

restaurants and general retail stores in places 

other than South Kensington.
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What is Spendographics™?

- Spendographics™ uses Beyond Analysis’s extensive 

source of transactional data to segment the UK 

customer-base according to the Beyond Analysis ‘You 

Are What You Spend™’ Behavioural Segmentation 

Methodology

- This segmentation improves the resolution at which 

consumer behaviour can be analysed a

- It is the first time that a segmentation of the UK 

customer has been done at a scale of this magnitude!
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Spendographics™ Overview

Business spenders are the most valuable individuals, urban spenders are the most valuable group

Spendographics™ 

Group
South Ken Elsewhere Percentage Split

Spend per Card (Last 

Month)

Young Family £10,911,101 £450,472,802 8% £33.66

Urban £23,971,667 £1,896,204,298 24% £25.67

Blue Collar £7,705,964 £136,258,220 4% £48.56

Business £8,120,412 £248,080,636 2% £89.00

Town & Country £4,893,763 £597,029,309 4% £30.17

Online Savvy £8,367,218 £260,752,774 7% £30.47

Premium Family £16,439,291 £1,513,640,791 9% £47.96

Sensible £7,303,859 £345,301,169 5% £38.39

Affluent Stay at Home £12,099,190 £811,810,495 7% £48.94

Special Purchase £55,011,913 £2,855,696,814 31% £43.55
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Young Family Spenders

These spenders are young families who are able to maintain a decent lifestyle.

- Account for 7% of spend in South Kensington 

and 5% of spend elsewhere.

- Nationally young family spenders account for 5% 

of spend.

- When shopping in South Kensington they are 

more likely to visit clothing stores and 

supermarkets.

- They spend more at restaurants outside of South 

Kensington. Their ATV whilst visiting restaurants 

in South Kensington is £16,whilst elsewhere it is 

£14.

MCG South Ken Elsewhere

Clothing 39% 24%

General Retail 4% 12%

Health 5% 9%

Hotels 5% 2%

Leisure 1% 3%

Personal Services 2% 5%

Restaurants 13% 19%

Supermarkets 31% 27%
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Urban Spenders

Very active cardholders based in urban areas who transact across multiple sectors.

MCG South Ken Elsewhere

Clothing 22% 12%

General Retail 5% 9%

Health 4% 6%

Hotels 3% 2%

Leisure 2% 3%

Personal Services 2% 3%

Restaurants 27% 33%

Supermarkets 36% 30%

- Account for 15% of spend in South Kensington 

and 21% of spend elsewhere.

- Nationally urban spenders account for 4% of 

spend.

- When shopping in South Kensington they are 

more likely to visit clothing stores and 

supermarkets.

- Whilst they do spend a large amount in 

restaurants in South Kensington they spend even 

more in this sector elsewhere.
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Blue Collar Spenders

Use their cards infrequently but when they do they are likely to make big payments. 

MCG South Ken Elsewhere

Clothing 13% 12%

General Retail 5% 10%

Health 6% 7%

Hotels 26% 5%

Leisure 2% 6%

Personal Services 1% 3%

Restaurants 12% 23%

Supermarkets 36% 34%

- Account for 5% of spend in South Kensington 

and 1% of spend elsewhere.

- Nationally blue collar spenders account for 6% of 

spend.

- When shopping in South Kensington they are 

more likely to visit hotels, clothing stores and 

supermarkets.

- Restaurant spend elsewhere accounts for almost 

twice as much as it does when in South 

Kensington.
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Business Spenders

These spenders use their cards for all aspects of their professional lives.

MCG South Ken Elsewhere

Clothing 9% 10%

General Retail 7% 8%

Health 5% 6%

Hotels 48% 25%

Leisure 1% 5%

Personal Services 1% 3%

Restaurants 18% 31%

Supermarkets 12% 13%

- Account for 5% of spend in South Kensington 

and 3% of spend elsewhere.

- Nationally business spenders account for 3% of 

spend.

- When shopping in South Kensington they are 

more likely to visit hotels, clothing stores and 

supermarkets.

- As with the prior groups business spenders 

spend far less on restaurants while in South 

Kensington than they do elsewhere.
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Town & Country Spenders

These spenders tend to be from more tradition, mature families who live in rural areas.

MCG South Ken Elsewhere

Clothing 7% 6%

General Retail 5% 10%

Health 4% 4%

Hotels 13% 2%

Leisure 2% 5%

Personal Services 1% 2%

Restaurants 24% 22%

Supermarkets 43% 49%

- Account for 3% of spend in South Kensington 

and 7% of spend elsewhere.

- Nationally town and country spenders account 

for 10% of spend.

- When shopping in South Kensington they are 

more likely to visit hotels and restaurants.

- These spenders shop at supermarkets and in 

general retail stores in South Kensington less 

than they do elsewhere.
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Online Savvy Spenders

These spenders show the most online activity and use the internet for banking and shopping.

MCG South Ken Elsewhere

Clothing 18% 11%

General Retail 6% 11%

Health 7% 7%

Hotels 10% 3%

Leisure 2% 4%

Personal Services 2% 4%

Restaurants 21% 28%

Supermarkets 34% 31%

- Account for 5% of spend in South Kensington 

and 3% of spend elsewhere.

- Nationally online savvy spenders account for 6% 

of spend.

- When shopping in South Kensington they are 

more likely to visit hotels, clothing stores and 

supermarkets.

- These spenders shop at restaurants and in 

general retail stores in South Kensington less 

than they do elsewhere.
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Premium Family Spenders

These cardholders are in financially comfortable families and are the biggest spenders.

MCG South Ken Elsewhere

Clothing 24% 14%

General Retail 8% 12%

Health 6% 7%

Hotels 7% 3%

Leisure 1% 3%

Personal Services 3% 5%

Restaurants 19% 21%

Supermarkets 32% 35%

- Account for 11% of spend in South Kensington 

and 17% of spend elsewhere.

- Nationally premium family spenders account for 

9% of spend.

- When shopping in South Kensington they are 

more likely to visit hotels and clothing stores.

- In all other areas these shoppers spend 

proportionally more elsewhere.
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Sensible Spenders

These cardholders use their card more often than average but for smaller purchases.

MCG South Ken Elsewhere

Clothing 6% 5%

General Retail 4% 8%

Health 4% 6%

Hotels 4% 1%

Leisure 2% 5%

Personal Services 2% 2%

Restaurants 14% 16%

Supermarkets 63% 56%

- Account for 5% of spend in South Kensington 

and 4% of spend elsewhere.

- Nationally sensible spenders account for 10% of 

spend.

- When shopping in South Kensington they are 

more likely to visit hotels, clothing stores and 

supermarkets.

- These spenders shop at restaurants, health, 

leisure and in general retail stores in South 

Kensington less than they do elsewhere.
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Affluent Stay at Home Spenders

Heavy shoppers who use their card frequently for a wide variety of activities.

MCG South Ken Elsewhere

Clothing 29% 19%

General Retail 6% 11%

Health 6% 8%

Hotels 5% 2%

Leisure 1% 2%

Personal Services 2% 5%

Restaurants 12% 13%

Supermarkets 39% 39%

- Account for 8% of spend in South Kensington 

and 9% of spend elsewhere.

- Nationally affluent stay at home spenders 

account for 8% of spend.

- When shopping in South Kensington they are 

more likely to visit hotels and clothing stores.

- These spenders shop in the health sector and in 

general retail stores in South Kensington less 

than they do elsewhere.
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Special Purchase Spenders

Specialist spenders who tend to use their cards for non retail purchases.

MCG South Ken Elsewhere

Clothing 16% 12%

General Retail 11% 10%

Health 6% 7%

Hotels 13% 6%

Leisure 1% 5%

Personal Services 2% 4%

Restaurants 23% 32%

Supermarkets 26% 24%

- Account for 36% of spend in South Kensington 

and 31% of spend elsewhere.

- Nationally special purchase spenders account for 

39% of spend.

- When shopping in South Kensington they are 

more likely to visit hotels, clothing stores and 

supermarkets.

- Special purchase spenders are much less likely to 

shop at restaurants in South Kensington than 

elsewhere.
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Grand Total Ex clothing Ex clothing

Spend Elsewhere £9,904,264,347 £8,595,779,680 Spend in South Kensington £216,387,412 £179,218,804

1.Residential £73,927,284 £62,232,156 1.Residential £18,544,485 £16,413,069

Clothing £11,695,127 Clothing £2,131,415

General Retail & High Street £8,039,952 13% General Retail & High Street £626,857 4%

Health £8,189,973 13% Health £508,543 3%

Hotels & Accommodation £2,340,630 4%

Leisure & Entertainment £2,429,240 4% Leisure & Entertainment £52,702 0%

Personal Services £4,538,276 7% Personal Services £281,337 2%

Restaurants £14,352,368 23% Restaurants £1,146,286 7%

Supermarkets £22,168,834 36% Supermarkets £13,797,343 84%

Telecommunications £172,882 0%

2.Professional £272,145,339 £239,714,470 2.Professional £25,618,444 £21,356,641

Clothing £32,430,869 Clothing £4,261,803

General Retail & High Street £25,411,048 11% General Retail & High Street £876,560 4%

Health £18,692,847 8% Health £789,247 4%

Hotels & Accommodation £9,253,419 4% Hotels & Accommodation £367,953 2%

Leisure & Entertainment £11,318,754 5% Leisure & Entertainment £206,085 1%

Personal Services £10,411,570 4% Personal Services £433,592 2%

Restaurants £83,481,206 35% Restaurants £4,959,134 23%

Supermarkets £80,286,866 33% Supermarkets £13,632,574 64%

Telecommunications £858,759 0% Telecommunications £91,495 0%

3.International £517,843,590 £405,888,101 3.International £48,428,445 £43,410,079

Clothing £111,955,489 Clothing £5,018,366

General Retail & High Street £54,126,803 13% General Retail & High Street £1,233,389 3%

Health £24,455,924 6% Health £873,300 2%

Hotels & Accommodation £119,235,345 29% Hotels & Accommodation £28,782,617 66%

Leisure & Entertainment £19,347,969 5% Leisure & Entertainment £2,239,066 5%

Personal Services £11,511,792 3% Personal Services £184,933 0%

Restaurants £131,546,716 32% Restaurants £6,403,712 15%

Supermarkets £44,109,015 11% Supermarkets £3,621,400 8%

Telecommunications £1,554,536 0% Telecommunications £71,662 0%

Other £9,040,348,135 £7,887,944,953 Other £123,796,039 £98,039,014

Clothing £1,152,403,182 Clothing £25,757,025

General Retail & High Street £932,625,978 12% General Retail & High Street £11,547,677 27%

Health £599,258,080 8% Health £7,990,317 18%

Hotels & Accommodation £382,259,918 5% Hotels & Accommodation £18,977,419 44%

Leisure & Entertainment £367,945,060 5% Leisure & Entertainment £2,206,081 5%

Personal Services £343,433,554 4% Personal Services £2,777,562 6%

Restaurants £2,405,295,366 30% Restaurants £27,515,858 63%

Supermarkets £2,829,067,400 36% Supermarkets £26,448,336 61%

Telecommunications £28,059,598 0% Telecommunications £575,765 1%

Grand Total (ex clothing) £10,120,651,760 £8,774,998,484



Appendix C

Examples of Integrated Retail and Residential Offers



Churton Street, Pimlico
• Local parade, ancillary 

to district centre
• Service, convenience 

food, catering and 
specialist comparison 
goods

• Destination retailers 
and high quality 
operators

• Established retail area 
adjacent

• En-route from station 
to home

• Front servicing
• Small shop units, some 

combined
• Residential above / 

surrounding hinterland



Rochester Row, Pimlico
• Small parade
• Service and local needs
• High quality and 

attractive frontages
• Front servicing
• Small shop units, some 

combined
• Residential above
• A ‘linking’ location
• Passing footfall and 

some destination 
appeal



Bruton Place, Mayfair
• Small neighbourhood 

parade
• Service, catering and 

specialist comparison 
goods

• High end, high profile 
destination operators

• Lots of residential and 
also small commercial 
offices nearby

• Adjacent to established 
retail destinations

• Evolved as a retail 
street

• Daytime / weekday 
focussed

• Front servicing
• Small shop units, some 

combined
• Shared access space



Conclusions
• There are many examples of small to medium retail 

units in or close to quality residential areas
• Some are standalone small parades of shops; others 

are part of retail and commercial centres (smaller 
centres)

• They contain a mixture of good quality retail, 
convenience and service businesses

• Front service access is established and accepted
• The retailers are in sync with the quality of the 

location and its customer base
• Many locations have destination operators, as well 

as local needs operators
• Good quality (and often independently operated) 

Food & Beverage is consistently part of the offer, 
from daily needs to specialist destinations


