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1. Background and Introduction 

1.1 The Retail Group was appointed in December 2012, following a competitive tender process, to undertake Health 
Checks on a series of high street style shopping centres across Westminster. These include (with the London Plan / 
Westminster City Plan – Strategic Policies Document Town Centre Hierarchy designation in brackets): 

 Warwick Way / Tachbrook Street (CAZ Shopping Frontage) 
 Church Street / Edgware Road (District Shopping Centre) 
 Harrow Road ( Shopping Centre) 
 Queensway / Westbourne Grove (Major Shopping Centre) 
 Marylebone High Street (CAZ Shopping Frontage)  
 St. John’s Wood High Street (District Shopping Centre) 
 Praed Street (District Shopping Centre) 
 Berwick Street (other CAZ Shopping Centre) 
 Edgware Road (South) (CAZ Shopping Frontage) 
 Baker Street (South) (CAZ Shopping Frontage) 
 Victoria (including the CAZ Shopping Frontage Victoria Street). 

1.2 This report focuses on the Berwick Street Shopping Centre, which is defined as covering the following area:   

FIGURE 1:  BERWICK STREET SHOPPING CENTRE AREA 
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1. Background and Introduction 

1.3 The Berwick Street Shopping Centre is located in the heart of Soho, and provides one of the main transitory routes 
running roughly north / south between Oxford Street to the north and the Piccadilly Circus / Leicester Square area to 
the south. Soho has a diverse and rich history and a long standing reputation for bohemian eclecticism, reflected in it 
being a long standing location for independent, specialist and niche retailers in a range of fields, with different streets 
having different specialisations. Soho is a national and international home to creative industries (film production and 
post production, music industry and other), and is also a major evening and night time entertainment destination, 
while also being a long standing focus of the LGBT community. Berwick Street itself is Soho’s high street, and is the 
location of one of Central London’s oldest street markets, and is renowned for independent retailers such as record 
shops. 

1.4 The aims of the Health Check are to assess the Berwick Street Shopping Centre on a variety of measures to form a 
picture of its health and vitality. 

1.5 A number of primary research studies have been undertaken. These include a Shopper Survey of 150 consumers 
on street (over two weekdays and a Saturday in March).  The aim is to identify who is using each centre, why, how 
they are using it, how they rate the centre on a series of measures and variables and how they would like the centre 
to change going forward. 

1.6 Whilst undertaking the consumer surveys, our researchers also undertook a Footfall Study (between 10 and 17.00 
on the same days of the consumer survey above, as well as between 17.00 and 19.00 on 6 August), assessing a 
number of nominated points in each location and counting passing footfall for 5 mins in each direction . 

1.7 To capture the views of operators trading in the location, we undertook a Trader Survey (on 19 April) using a direct 
response method. This method achieves the highest response rates in our experience. 100 surveys were handed out 
face to face to traders and then completed surveys picked up the same day by our researchers. This survey probes 
local operator experience, trading patterns, views and opinions, aspirations, improvements wanted and ratings on a 
variety of measures similar to the consumer survey. All types of consumer facing businesses were invited to 
participate, including multiples, independents, comparison, convenience, service and catering / pubs / bars.  

1.8 We undertook a Location Audit assessing the retail environment from a consumer perspective and assessed 
customer facilities, streetscape, cleanliness, signage, ease of movement and access to public transport. We also 
captured a series of visual indicators of health and vitality, including a photo audit of visual examples. Audits also 
included an assessment of the Food & Beverage (F&B) & night time offer and facilities.  

1.9 In terms of secondary data, we were given access to a variety of available research which we used to add further 
layers of health and vitality assessment. These included: 

 The Council’s latest (2012) floorspace assessment of Experian GOAD’s land use survey 
 Information on crime and disorder statistics from the Council 
 Station usage figures from Transport for London (TfL) 
 Rents and yield data as captured from CoStar Focus.  

1.10 Note, in most of the other locations included within this Health Check programme, the reports have analysed the 
results of a Bus Usage study commissioned by the Council, however as no buses traverse Berwick Street Shopping 
Centre, this has obviously not been undertaken.  This also applies to TfL Cycle Hire Data, which has similarly not 
been included as there are no cycle hire docking stations actually within the Berwick Street Shopping Centre defined 
area (nearest ones are nearby on Broadwick Street). 

1.11 All of the findings of the research, both captured as well as accessed in this study have been analysed individually 
and as a data set to draw conclusions together for the location in terms of its current health and vitality. 

1.12 This leads then into an analysis in terms of the future prognosis for the location, as well as what the retail centre 
needs in terms of anchors, initiatives and interventions to help improve its health and vitality going forward. This 
includes an assessment against the principles of the Portas Review 2011. 
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2. Floorspace Breakdown and Analysis 

This section examines the mix of town centre uses in the Berwick Street Shopping Centre. Survey data of retail units has 
been analysed to understand the viability of shopping centres across Westminster. Health Checks have not previously been 
undertaken for Berwick Street alone as it has previously been included as part of a wider study of the whole of Soho, 
therefore there is no data for comparison at present. 

2.1 Total Retail Floorspace 

2.1.1 Total retail floorspace in Berwick Street is 9,258 sqm. The breakdown of different retail uses in table 1 shows A1 
comparison floorspace is the largest retail use with well over half of the floor space (5,254 sqm.) with the second 
largest being A3 restaurant / cafe use with 1,616 sqm. The main convenience retailer is a supermarket at the 
southern end of Berwick Street, complimented by the street market, of which food makes up a considerable 
proportion, with a mix of convenience food and lunch time hot food stalls. 

2.1.2 The nature of retail changes in different parts of the street. The southern end contains the main food and drink uses, 
including the centre’s two public houses, and the Michelin starred Chinese restaurant Yauatcha, alongside a range of 
other smaller cafe and restaurant uses. There are a number of independent and specialist retailers also located in 
this part of the street, particularly on the eastern side, including fabric shops and a comic book store.    

2.1.3 North of Broadwick Street, Berwick Street becomes more shop focused, with occasional office uses also found at 
ground floor. The centre and northern part of the street again contains independent retailers such as record shops, 
clothes shops and other occupiers. The northern end of the street in the secondary retail frontage contains the main 
concentration of vacant units. The road junctions contain the main food and drink uses in the upper part of the centre. 

 

TABLE 1: BREAKDOWN OF RETAIL FLOORSPACE IN BERWICK STREET SHOPPING CENTRE 
2012                   

A1 Conv* A1 Comp* A2 A3 A4 A5 SG Vacant Total 
Floorspace sq.m. 734 5,254 86 1,616 434 360 0 774 9,258 
% 7.9% 56.8% 1.0% 17.5% 4.7% 3.9% 0.0% 8.36% 100.00% 

* Conv = Convenience and Comp = Comparison 

 

FIGURE 2: RETAIL FLOORSPACE FOR THE 2012 HEALTH CHECK SURVEY 
 

*Land use analysis is based up the most current GOAD Retail data available at the time the Health Check Reports were compiled. 
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2. Floorspace Breakdown and Analysis 

2.2 Retail Floorspace in Berwick Street Shopping Centre 

 

 

FIGURE 3: BREAKDOWN OF TOTAL RETAIL FLOORSPACE 

 

2.3 Vacancy Levels 

2.3.1 Vacant floorspace in the Berwick Street shopping centre is 774 sqm. covering 8 retail units, more than half of which 
are located in the northern section of the street towards Oxford Street. There are also several vacant units in the core 
area where the market is located, although these are typically a function of the impending Kemp House 
redevelopment. 
 

2.4 Diversity of Use 

2.4.1 Berwick Street is a mixed use centre serving mainly local workers, as well as the needs of residents and visitors to 
the area.  It is well known for its rich and colourful history, but also as a location to buy convenience food and a 
centre of excellence for cloth / linen, music and clothing (including vintage fashion).  Historically a number of 
wholesale fashion accessory and jewellery import / export businesses were based here, but these are being 
gradually replaced by more relevant and consumer friendly businesses, including trendy cafes & restaurants. 
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2. Floorspace Breakdown and Analysis 

2.5 Overview of Findings 

 
2.5.1 The overall number of units in Berwick Street is 96. There are three national retailers and 24 specialist independent 

retail units and 30 independent units, which is the key long standing feature of Berwick Street, and something that 
has been historically synonymous with retail in Soho, although this has been diluted to a certain extent in parts of 
Soho. There were only six convenience units, however one of these is a reasonably sized foodstore given the 
location, and the shopping centre is mainly dominated by specialist cloth / linen shops, independent jewellers and 
fashion / vintage retail units.  

2.5.2 Berwick Street has traditionally been a home for independent music shops, some of which have been lost in the 
recent past, however 3 record shops still remain in the street, maintaining one of the key features of the street’s 
identity, alongside the market and other independent traders.  

2.5.3 There are 14 restaurants / cafes (A3) and 5 takeaway (A5) units in Berwick Street. Pub / Bar (A4) use remained low 
with three units in the shopping centre with catering food and daytime focussed. The market is a renowned day time 
fresh and hot food shopping destination. 

 
Table 2: Diversity of Uses 
Use Class No of Units 2012 % of units 2012

Class A1 Retail 69 71.88%

Dept Store/principle stores 0 0.00%

International retailers 0 0.00%

National retailers 3 3.13%

Specialist Independent 24 25.00%

Independent 30 31.25%

Convenience 6 6.25%

Class A2 Financial services 1 1.04%

Class A3 Restaurant/Cafe 14 14.58%

Class A4 Pub/Bar 3 3.13%

Class A5 Takeaway 5 5.21%

Sui Generis 0 0.00%

Vacant Units 8 8.33%

Arts/Culture 0 0.00%

Health Uses 2 2.08%

Hotels 0 0.00%

Total 96 100.00%  
Source: GOAD Retail Survey 2011 / 2012  

Overall number of retail 
units is 96

69 A1 retail units in 
Berwick Street Two health units in 2012

Eight vacant units in 2012 14 resturant / cafe units 
in 2012
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3. Consumer Research 

3.1 Consumer Breakdown 

3.1.1 150 consumers were surveyed on Berwick Street during 26, 28 and 30 March 2013, between the hours of 10.00 and 
17.00. 85% of the interviews took place during the week and 15% at the weekend. 14% of interviewees lived locally 
and 84% did not (2% did not answer). 62% of those surveyed were male and 38% female. The age breakdown was 
as per Figure 4 below. 

FIGURE 4: CONSUMER AGE BREAKDOWN 

3.1.2 Berwick Street attracts a variety of age groups, with a high proportion of the younger age groups − 36% aged 18-34 
and a further 30% aged 35-49. This is a young customer profile, with two thirds of consumers under 50. 

3.2 Purpose of Visit 

FIGURE 5: PURPOSE OF VISIT TO BERWICK STREET 

3.2.1 Work was the top reason for consumers to be in the area, with 39% of consumers in the area visiting for this reason, 
closely followed by shopping (35%). All other reasons gained less than 10% of answers each. Of those living nearby, 
shopping was the main reason for 45% (compared to 34% of non-residents), while work was the main purpose of 
visit for 41% of non-residents (compared to 20% of local residents). Shopping was also more popular at the weekend 
(50%) compared to during the week (31%). This illustrates a very different consumer profile compared to many of the 
other centres under study, many of which are located in residential parts of the city, whereas Soho is very 
commercial. 

3.2.2 ‘Other’ reasons for visiting the area included visiting friends and relatives, walking the dog, using barbers / 
hairdressers or chemist or going to college / university. 
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3. Consumer Research 

3.3 Which of the following do you intend to buy or use today?  

FIGURE 6: PLANNED USE BY CONSUMER 

3.3.1 The market is very well used at Berwick Street, being the top answer at 43%. The cafes are also well utilised at 37%.  
Comparison goods and convenience goods shopping were also popular answers – 29% and 28% respectively. 

3.3.2 Apart from cafes, other food operators and services did not fare well, with 10% or less using each of these. 

3.3.3 The market and cafes were more popular for local residents than non-residents (57% vs. 41% and 43% vs. 28% 
respectively), while cafes and comparison goods shopping were more popular for non-residents (39% vs. 29% and 
29% vs. 14% respectively). 

3.4 What was your main mode of travel to Berwick Street today? 

FIGURE 7: MODE OF TRANSPORT TO BERWICK STREET  

3.4.1 Train / Underground were by far the most popular mode of transport to Berwick Street, with 53% of consumers using 
this mode of public transport. Although there is no tube station directly within Soho, there is one located at each of 
the four corners of Soho (Oxford Circus, Piccadilly Circus, Tottenham Court Road, and Leicester Square) creating 
very strong provision of this method of travel. Walking was the second most popular choice at 24% (76% of local 
residents).  
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3. Consumer Research 

3.4.2 After train / Underground and walking, 14% arrived by bus which again has very strong provision particularly along 
Oxford Street and Regent Street, with 4% visiting the centre by car, 3% by private bicycle and 2% by motorbike.  
None of the consumers surveyed used cycle hire, taxi or coach. 

 

3.5 How often do you typically shop in Berwick Street during the daytime? 

FIGURE 8: FREQUENCY OF USE BY CONSUMER  

3.5.1 Visit patterns are quite varied. While 33% visit less than once per week, 21% visit every day, 17% visit 2 or 3 times 
per week and 21% visit once or twice per week.   

3.5.2 Local residents are the most frequent visitors with 47% visiting every day (compared to 18% non-residents). 
Weekend shoppers are the least frequent users, with 68% saying they visit less than once per week (compared to 
26% of weekday users) and a further 5% on their visit.  
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3. Consumer Research 

3.6 Thinking generally, what would encourage you to shop or visit here more often? 

FIGURE 9: HOW TO ENCOURAGE MORE VISITS TO BERWICK STREET 

3.6.1 Although the market was top of the list for consumers to use / buy from on their visit, it is also the top area for 
improvement with 49% saying a better Market would encourage them to visit or shop at Berwick Street more often. 
More independent retailers, more street food and better quality shops were also mentioned by many (32%, 22% and 
21% each respectively) as well as more food stores / supermarkets and more cafes / places to eat (17% and 15% 
respectively). Clearly the consumers would like to see an improvement to the offer at Berwick Street more than an 
improvement to the environment. 

3.6.2 Other areas mentioned include more variety, fewer estate agents, fewer tourist shops, and fewer fashion shops, 
cheaper shops, less litter, more charity shops, butchers, better accessibility and fewer traffic wardens.  

 

  

0% 10% 20% 30% 40% 50% 60%

Local built environment
Fewer charity shops

More bike racks
More bus stops

Better parking
Fewer vacant shops
Fewer betting shops

Easier access
More visible Police / security

More parking
Events and promotions

Better environment
More / better toilets

More shops
More green space

Anything else
More places to sit

More cafes / places to eat
More foodstores / supermarkets

Better quality shops
More street food

More independent retailers
Better market



 

10 

 

3. Consumer Research 

3.7 Are you shopping here more or less than you were a year ago? 

FIGURE 10: VISIT PROPENSITY 

3.7.1 The picture is one of stability and optimism in terms of visitor patterns. The vast majority, 67% of consumers, are 
shopping at Berwick Street about the same as last year. Encouragingly, 21% are shopping here more (the highest in 
this Health Check programme), 5% less and 5% were on their first visit to the area. 

3.7.2 Those who said they were shopping in the area more than last year were doing so because they have moved to the 
area or now working here, it has nice shops, more facilities, they are trying different eating areas, they have more 
time and more money to spend, are more familiar with the area, have come for a specific shop, there are more food 
stalls, the market has improved or they are visiting London more often. Those visiting less said this was because 
they moved away from the area, they have less money to spend, less time, shops have closed down, the Market has 
deteriorated and it is too expensive. 

3.8 When you visit or pass through Berwick Street, how often do you use the Market stalls if they are trading? 

 

FIGURE 11: MARKET USAGE 

3.8.1 The Market is well used, with 14% of consumers using the Market every time they visit or pass through the area and 
47% using it most times, i.e. nearly two thirds of visitors use the market if they are in the area. Less than 20% never 
use it, suggesting the market has the opportunity of widening its customer base. 
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3. Consumer Research 

3.9 Please rate Berwick Street in relation to the following factors?  

FIGURE 12: CONSUMER SATISFACTION LEVELS 

3.9.1 Overall ratings for Berwick Street were quite positive, with most areas rated as good, very good or neither good nor 
poor. The most favourably rated areas of Berwick Street are the liveliness / street / life character (with 26% rating this 
excellent and 46% rating good), the access by public transport (30% rating excellent, 30% rating good), the quality / 
number of places to eat / drink (20% excellent, 40% good), ease of pedestrian movement (13% excellent, 51% good) 
and the daytime safety / security (13% excellent, 46% good). 

3.9.2 The environment of the shopping centre was reasonably positively rated, with cleanliness rated as either good or 
very good by nearly 45% of consumers, the general shopping environment rated as good or very good by over 50%, 
and safety being generally well rated. 

3.9.3 The least favourably rated areas were events (27% very poor, 27% poor), car parking charges (35% very poor, 15% 
poor) and car parking availability (19% very poor, 27% poor). These are areas that are uniformly rated poorly across 
all of the health check reports relative to other measures. 

3.9.4 Consumers were unsure over a number of areas, suggesting they are not well used, including parking charges (46% 
unsure), parking availability (41% unsure), cycle stands (40% unsure), cycle hire (37% unsure, although 14% rated 
this excellent and a further 22% rated good), evening safety / security (34% unsure) and evening facilities and 
activities (33% unsure). 
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3. Consumer Research 

3.10 Now, thinking specifically about particular types of shops or retailers, are there any specific products or 
retailers that are currently missing that you would like to see in Berwick Street? 

FIGURE 13: MISSING PRODUCT CATEGORIES 

3.10.1 Consumers would most like to see more market stalls at Berwick Street (50% mentioned this), as well as more 
independent shops (49%). More food stores were cited by 27%, more cafes and restaurants by 23% and more 
fashion shops by 19%. More service retailers were only cited by 6%. This is therefore a general reflection of wanting 
more or an improvement on the current main offer and attractions. 

3.10.2 ‘Other’ specific types of shops / retailers wanted include a bigger variety of shops, butchers, bigger / different 
supermarket, more gift shops, sandwich bars, accessories, fishmongers, Post Office, bakers and bike shop. 

 

3.11 Have you noticed any improvements to the general environment of Berwick Street in the last 12 months? 

FIGURE 14: OBSERVATION OF ENVIRONMENTAL CHANGE  

3.11.1 68% of consumers had not noticed any improvements to the general environment of Berwick Street in the last year, 
however 30% had, with the remainder not answering this question.   

3.11.2 Improvements that were noticed include BID promotions (although the street is not part of a BID), new / better shops 
/ restaurants, cleaner, more food stalls, more variety in the Market, Boris bikes, safer, building refurbishment, better 
pavements, better tourist facilities and more upmarket. 
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3. Consumer Research 

3.12 How often do you visit or use the leisure facilities in Berwick Street?  

FIGURE 15: USAGE OF LEISURE OFFER 
3.12.1 There are no active leisure facilities on Berwick Street; hence answers to this question are not appropriate. 

 

3.13 How often do you visit or use night time facilities in Berwick Street? 

FIGURE 16: USAGE OF NIGHT TIME OFFER 

3.13.1 Although 41% never use the night time offer, 33% use them at least once per week (the majority of which use them 
once or twice per week) and a further 23% use them less than once per week.  

3.13.2 Again use of night time facilities is slightly higher for local residents than non-residents and is also higher for 
weekday users than weekend users. 
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3. Consumer Research 

3.13 Overall, which phrase on the card represents best how satisfied you are with Berwick Street as a local place 
to shop and visit? 

FIGURE 17: OVERALL CONSUMER SATISFACTION LEVELS 

3.13.1 Generally consumers are satisfied with Berwick Street as a local place to shop and visit; 57% saying they are 
satisfied and a further 20% are very satisfied.15% said they were neither satisfied nor unsatisfied, while 5% of 
consumers said they were unsatisfied and 3% very unsatisfied.  
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4. Trader Survey 

An independent survey of circa 80 operators traders on Berwick Street was carried out on 18 April 2013, and 51 completed 
surveys were captured. Of this sample, 87% were independent traders, 6% were national operators and 7% were 
international.   

4.1 How long has your business been located in the Berwick Street area? 

FIGURE 18: LENGTH OF TIME TRADED 

4.1.1 Many operators have been trading in Berwick Street for the long term, with 26% having traded for over 25 years in 
the area and a further 27% for between 11 and 25 years. 20% have traded in the area for between 6 and 10 years 
and 18% 1 to 5 years. Less than 10% are newcomers, having traded here for 1 year or less. 

4.2 Do you have any plans to change your business over the next 12 months? 

FIGURE 19: RETAILER FUTURE PLANS 

4.2.1 Trading is very stable and positive at Berwick Street with 84% planning to continue trading as they are with no 
change to their business over the next year. 6% are planning to expand, 2% each planning to relocate or downsize 
and 4% plan to close. 

4.2.2 Those who said they are planning to close, downsize or relocate state this is due to rents and rates being too high or 
lack of support for small businesses. 

4.2.3 The initial picture for traders is therefore one of relative stability, with long term traders in residence, with few plans to 
change their business in the next year. 
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4. Trader Survey 

4.3 Please rate the Berwick Street area in relation to the following factors 

FIGURE 20: TRADER LOCATION ATTRIBUTE SETTINGS 

4.3.1 Berwick Street is well rated across most areas by local operators. The most favourably rated areas were the quality 
of places to eat and drink, range and quality of shops / services, liveliness / street life / character and other evening 
facilities / activities, with over 60% rating these as good or very good. 

4.3.2 The least well rated area is public realm, with 36% rating this poor or very poor. While only 7% rated noise from 
traffic poor, a significant 15% rated it very poor. Events and promotion are also reasonably poorly rated. 

 

4.4 If you have rated any factors as poor or very poor, what do you think should be changed? 

4.4.1 Those that rated some areas poor or very poor suggested the following improvements; better street cleaning / less 
pollution, improve pavements and roads, improve the market, improve public areas, more police / safety, more 
leisure / events / promotions and a better mix of shops and restaurants. 
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4. Trader Survey 

4.5 Have you noticed any improvements to the general environment Berwick Street in the last 12 months? 

FIGURE 21: OBSERVATION OF ENVIRONMENT CHANGES 

4.5.1 An encouraging 26% of operators have noticed improvements to the general environment of Berwick Street in the 
last year. However, 46% had not noticed any improvements, while 27% were not sure. Improvements that were 
noticed included improvements to the pavements, roads and lighting, more variety of brands, improvements to the 
market, a cleaner environment, better police presence and more advertising. 

4.6 What three further improvements would you like to see made to this retail centre? 

FIGURE 22: FURTHER IMPROVEMENTS WANTED BY TRADERS 

4.6.1 The most important improvement to the area wanted by local businesses relates to the cleanliness, with 29% 
concerned about this. Soho is one of the busiest parts of central London and is a true 24-hour location, with narrow, 
heavily used streets, meaning this is always likely to be an issue. Improvements to signage / promotions / events 
(18%), a more organised market / bigger / smarter (15%), more policing / safety (15%) and fewer charity shops 
(15%) were all important factors too.  

Yes
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4. Trader Survey 

4.7 Please rate the Berwick Street area in relation to the following issues or factors 

FIGURE 23: FURTHER TRADER LOCATION ATTRIBUTE RATING 

4.7.1 The most positively rated aspect of Berwick Street is the access by public transport, with 18% rating this very good 
and a further 58% rating it good. Daytime security also scores well, with 53% rating it as good and a further 11% 
rating it very good. Night time safety and security does not rate so well, however 29% still rate it good with a further 
40% rating it neither good nor bad. 

4.7.2 Parking is the most poorly rated area, with availability of parking being rated poor or very poor by 76%, parking 
charges rated poor or very poor by 69% and parking restrictions poor or very poor by 64%. In addition, business 
rates were rated poor or very poor by 55% with a further 15% unsure, while rents rated poor or very poor by 53%, 
with a further 13% unsure. 
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4. Trader Survey 

4.8 Over the next 12 months do you expect your business performance to improve, stay the same or decline? 

FIGURE 24: FUTURE TRADE EXPECTATIONS 

4.8.1 Business projections for the next year are mixed but reasonably positive, with 31% expecting to improve, 26% stay 
the same, 22% expecting to decline and 14% unsure (7% no reply) . 

4.8.2 Those forecasting a decline attribute this to market decline, low footfall, rents / rates being too high and supermarkets 
/ competition. 

4.9 To what extent would you agree with the following statements?  

FIGURE 25: TRADER RATING STATEMENTS 

 4.9.1 Overall, views on trading at Berwick Street are reasonably positive, though few operators have strong views; 44% 
agree or strongly agree that they would recommend this location as a place to trade with a further 40% neither 
agreeing nor disagreeing; 44% agree or strongly agree that they are optimistic about the future trading prospects in 
this retail centre with a further 31% neither agreeing nor disagreeing although 27% agree or strongly agree that they 
are pleased with the current performance of their business, 29% neither agree nor disagree and 37% disagree. 

 4.9.2 49% of operators feel the internet presents a significant opportunity for retail business (and a further 24% neither 
agreeing nor disagreeing, 11% no answer) and only 20% agreed or strongly agreed that it is negatively affecting 
business compared to 47% disagreeing or strongly disagreeing, while 24% neither agreed nor disagreed and 9% did 
not answer. 

4.9.3 Big competing centres such as Westfield are not seen as a threat for 46% of businesses and only 16% do feel the 
threat, while 29% neither agree nor disagree and 9% did not answer. 
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4. Trader Survey 

4.10 Please indicate how your business is trading year on year 

FIGURE 26: RECENT BUSINESS PERFORMANCE 

4.11.1 Trading performance overall is slightly down on last year, with 33% down, 16% level and 25% up. The majority of 
those trading up were doing so by between 1% and 5%, while 13% were trading down by 1%-5% and 6% were 
trading down by 5%-10% and 15% more than 10% down. 26% declined to answer this question.   

 

4.12 Finally, is there anything else you think is needed at or missing from this retail centre? 

4.12.1 Additional needs for the area include improving public seating / spaces / signs (as mentioned by 8 operators), a 
better mix of shops / fewer charity shops (as mentioned by 6 businesses), improve roads / pavements (mentioned by 
5), improve cleaning / waste collection (4), improve the variety of the Market / Market area (4), more policing / safety / 
less homeless (4), improvements to parking / charges / restrictions (4), improve events (4), rents / rates too high (3), 
specific shops (3), better restaurants / cafes / pubs (3), control licensing laws (2), and pedestrianising the area / less 
traffic (mentioned by 1 operator). 
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5.0 Location Review 

Physical / Environmental Audit 
5.1 The Berwick Street Shopping Centre consists of the retail offer on Berwick Street, stretching from Peter Street to the 

south, to Oxford Street in the north. In many ways, Berwick Street is the “spine” of Soho, and is one of the main 
pedestrian cut-throughs across the area. It also has a reputation as London’s larder, having one of the oldest street 
markets in Central London. It also has a long standing history as a centre for linen / cloth as well as music retailers. 

5.2 For ease of reference, the centre audit has been split into three zones, as per the following map (Figure 27).  

FIGURE 27: BREAKDOWN OF ZONES WITHIN BERWICK STREET SHOPPING CENTRE   

1 

2 

3 
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5.0 Location Review 

Zone 1 – Peter Street to Broadwick Street 
5.3 The zone is very much the centre of gravity for the street and is dominated by the street market. Up until a couple of 

years ago, the market was in long term and significant decline. The standard of retailing was poor, there was little 
“new blood” and on most days there would be seven or eight traders at best. 

5.4 It is fair to say now that the decline has been reversed and the Council has significantly changed the fortunes of the 
market. These days the market is buzzing and has a strong mix of long term fruit and veg sellers, complemented with 
an excellent range of fresh and hot food stalls. In some cases, the food sellers are best in class, and some of the 
best examples of new wave street food that is springing up and thriving across London. These stalls in particular 
seem to be trading very well and it’s not unusual to see queues of between 10-20 people at the busier stalls at 
lunchtimes. 

FIGURE 28 FIGURE 29 FIGURE 30 FIGURE 31 

5.5 Having said that, standards are not uniform and the condition of many of the stalls trading on the market could be 
improved. The market needs significant further investment and support for traders to help them improve their 
businesses. 

FIGURE 32 FIGURE 33 FIGURE 34 

5.6 In terms of the retail offer, the main entrance to the street and market is from the south, through the very dated and 
tired Walkers Court (although we understand plans are being worked up to redevelop this area). This area also 
contains some examples of the few remaining licensed sex shops and establishments still to be trading in Soho. 

FIGURE 35 FIGURE 36 
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5.0 Location Review 

5.7 In terms of the core retail offer of the street, the first few shops on the street are some of the best; from the small  
Co-op food store (which anchors the convenience provision), to the new comic and book store, as well a very good 
quality adjacent cafe / restaurant and cloth store. 

FIGURE 37 FIGURE 38 FIGURE 39 FIGURE 40 

5.8 The retail environment is unfortunately dominated by unattractive overhang extending from Kemp House. The dark 
area it generates is generating antisocial behaviour, including graffiti, litter and street urination. We understand there 
are significant plans to redevelop Kemp House, including new ground floor retail, commercial floorspace above, 
residential accommodation and a new hotel. Indeed, demolition is already underway at the time of this review. 

FIGURE 41 FIGURE 42 

5.9 The rest of the offer in Zone 1 is dominated by high quality linen / cloth shops (4), other clothing (3 – including 
vintage), second hand records, household goods, smoking materials and a fair trade shop. The F&B offer is strong 
and features a wide variety of categories available, including specialist coffee, vegetarian, fish and chips, 
Mediterranean and a fast food takeaway sandwich shop. There are also two pubs on the street, although one has 
recently closed, presumably as a result of the Kemp House redevelopment. 

FIGURE 43 FIGURE 44  FIGURE 45 FIGURE 46 

5.10 The offer in this part of Soho is eclectic, diverse and independent-led. It is also bohemian and gritty, all aspects that 
continue to make Soho “cool”. 
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5.0 Location Review 

Zone 2 – Broadwick Street to D’Arblay Street 
5.11 This zone continues the eclectic theme, including men’s outfitters, specialist men’s tailors, fashion trainers, two more 

record shops, two cafes (including one with shisha pipes), artist shop, specialist jeans shop, vintage clothes and a 
fancy dress shop. 

FIGURE 47 FIGURE 48 FIGURE 49 FIGURE 50 

5.12 There is also a good chemist (with extensive perfumery, beauty and gifts section), as well as a large double fronted 
private dentistry. On the whole, these units are well maintained externally and internally. Whilst they look far from 
homogenous in terms of external appearance, this is part of the charm and uniqueness of the offer, and the character 
of Soho more generally. 

5.13 The streetscape is reasonably pleasant, although there is little uniformity in building design or frontage. Although 
pavements are quite narrow, they are unencumbered by street furniture, and relatively free from litter. Sightlines are 
good and it’s easy to cross from one side of the road to another; notwithstanding the many black taxis using the area 
as a ‘rat run’. 

Zone 3 – D’Arblay Street to Oxford Street 
5.14 The most northerly part of the street is dominated by wholesale fashion and accessories retailers, although these 

seem to be a dying breed and being slowly taken over by new specialist retailers coming to the street. There are also 
a number of additional linen shops and interestingly two units are duplicate businesses from further down the street 
near the market. There are two takeaways as well as one restaurant. 

5.15 There is also a fair amount of non-active frontage, either because it’s been converted to office space (three units), is 
vacant (5 units), or it’s under refurbishment (2 units). 

 FIGURE 51 FIGURE 52 

5.16 So, in short, this part of the shopping centre consists of a broad mixture of uses, with none of them especially strong 
or with destination appeal, which is supplied by the popular and busy day time market. 
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5.0 Location Review 

Night Time Economy 
5.17 Berwick Street does not really have a Night Time Economy. Whilst it has a number of cafes, bars and restaurants, 

the majority of them are closed at night time (post 19.00). The two pubs that are open later seem busy, and the 
Michelin starred Chinese restaurant Yauatcha is exceptionally popular.  

FIGURE 53 FIGURE 54 

5.18 Conversely, Berwick Street often seems busier in the early evening than during the day, despite having less than 5% 
of the offer open. As stated, this is clearly because of its transitory nature and not because it has a strong night time 
offer. 

Rents & Yields  
5.19 The following table and graph list some of the published rents achieved in Berwick Street since the last round of 

Health Checks was undertaken according to the Co-Star Focus commercial property database. However, note: 
Berwick Street is being included in the health checks for the first time. The average per square metre rent is around 
£630, which is high compared to other centres under study and a reflection of the centre’s location. This is however 
not a true zone-A rent and therefore is difficult to compare to neighbouring parts of the West End. 

TABLE 3: BERWICK STREET PUBLISHED RENTS ACHIEVED 

Street  No. Street Event Date Size SqM 
Achieved Rent  

(£ per Sq M) 
14 Broadwick Street 01/03/2007 78 577.38 
42 Berwick Street 01/12/2007 94 424.21 
45 Berwick Street 01/09/2008 156 431.42 

83 - 84 Berwick Street 01/04/2009 79 443.26 
1 - 5 Berwick Street 28/09/2009 78 417.43 
12 Berwick Street 01/10/2009 119 416.24 
69 Berwick Street 30/01/2010 70 496.97 
37 Berwick Street 20/05/2010 31 1,402.55 
38 Berwick Street 03/05/2011 74 1,686.72 

1 - 5 Berwick Street 27/06/2011 149 524.1 
8 Berwick Street 29/05/2012 42 833.46 
55 Berwick Street 15/01/2013 52 1,143.03 
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5.0 Location Review 

Rents & Yields  

 

 

 

 

 

 

 

 

 

FIGURE 55: RENTS ACHIEVED BY YEAR 

5.20 As can be seen, the smaller units tended to attract the highest rents per sqm which is common, and not an accurate 
reflection of baseline zone-A rents, with peaks in rental levels achieved in 2010-11.  The records demonstrate that 
units in prime locations within the Berwick Street shopping area achieve very high rental levels, in excess of £1,500 / 
sqm. Whilst the trend appears upwards (especially in 2010 & 2011) there are an insufficient number of records to 
ascertain a robust trend line.  Whilst there were a number of additional deals quoted on the database, they did not 
have achieved rents published. 

5.21 The following table lists the published yields achieved on property transactions in the area since the last round of 
heath checks was undertaken. 

TABLE 4: BERWICK STREET PUBLISHED YIELDS ACHIEVED 

Street  No. Street Event Date Sale Price 
Yield Achieved 

(%) 
20 - 24 Broadwick Street 16/07/2010 15,100,000 5.78 

 

5.22 As can be seen, there is just one deal published with yield achieved. 
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5.0 Location Review 

Crime Data 
5.23 The following table provides a summary of recorded crime in the Berwick Street Shopping Centre, using the latest 

information from the Police CRIS database. 

TABLE 5: BERWICK STREET SHOPPING CENTRE RECORDED CRIME DATA 

Crime Type 2010/11 2011/12 2012/13 
10/11 vs. 

11/12 
11/12 vs. 

12/13 
Burglary 20 4 11 -16 7 
Criminal Damage 10 8 7 2 -1 
Drugs 18 41 22 23 -19 
Fraud or Forgery 1 1 4 0 3 
Other Accepted Crimes 20 12 14 -8 2 
Robbery 9 14 2 5 -12 
Sexual Offences 1 0 1 -1 1 
Theft and Handling 123 123 129 0 6 
ABH / Assaults 9 9 4 0 -5 
Grand Total 190 200 179 10 -21 

 
5.24 Berwick Street is the smallest centre in the Health Check surveys, and therefore attracts relatively low crime rates.  

Theft and Handling as with many of the other locations surveyed has the highest levels of recorded incidents, which 
is unsurprising given the location in the core of the West End and high level of such incidents. Incidents of robbery 
are down significantly, as are drugs, however drugs related crimes experienced a significant increase 2011-12. 
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5.0 Location Review 

Summary  
5.25 The Berwick Street Shopping Centre retail offer is unique amongst the various centres included within this Health 

Check programme. It is almost completely independent dominated and the many cloth and linen shops provide a 
strong and historic “hook”. 

5.26 The market also provides a unique attraction, being one of the oldest and currently one of the few daily street 
markets in central London. 

5.27 The centre can look tatty and a bit unloved but that is part of its charm. The offer is evidently regenerating and 
appears to have one of the highest levels of retail churn in the study, a positive finding in itself. The streetscape is set 
to change significantly with the redevelopment of Kemp House. Providing the retail units are restricted to 
independent operators, this will further strengthen and underpin the retail offer. 

5.28 Berwick Street is clearly a significant through route for consumers wanting to pass through Soho given its central 
position. It’s important that the ease of access, movement and permeability through the street is maintained. 

5.29 The following table summarises the Health and Vitality of the Berwick Street Shopping Centre.  Higher scores equal 
more positive results. 

TABLE 6: HEALTH & VITALITY SCORE 
Health & Vitality Measure Summary Rating (out of 5) 
Evidence of refurbishment & extensions 3 
Retail churn / recent new openings 5 
Visibly long term vacant retail units 4 
Long term undeveloped plots 4 
Quality of public realm 2 
Quality of retail environment 2 
Visible street drinking / beggars 4 
Thriving night time economy 2 
Litter & cleanliness 4 
Signage and wayfinding 2 
Thriving permanent street market 4 
Total Score 36 out of 55 (65%) 

 
5.30 The high levels of churn, lunchtime queues at the market and evident high footfall levels over the extended day 

would suggest the street is healthy and thriving. The offer, market and visual appeal of the street is eclectic and 
bohemian, with a history and heritage that is unique across Central London. 
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6. Footfall Counts 

6.1 Footfall data was collected at five locations in the Berwick Street District Centre, as indicated on Figure 56. Counts 
were taken for five minutes during the day at each location, both from left to right and right to left. These were 
conducted in rotation across the trading day, varying times at each location, between 10am and 5pm, on Tuesday 
26, Thursday 28 and Saturday 30 March, as well as between 5pm and 7pm on 6 August 2013.  

FIGURE 56: BERWICK STREET COUNT POINT LOCATIONS 
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1  Market Southern Entrance 
2  Market Northern Entrance 
3  Berwick Street, near D'Arblay Street 
4  Berwick Street, near Noel Street 
5  Berwick Street, off Oxford Street 
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6. Footfall Counts 

6.2 Count point 2, at the northern entrance to the Market was the busiest location, with an average of 1,663 people 
passing this point in both directions per hour, closely followed by the southern entrance to the Market, which had an 
average of 1,651 people passing in both directions per hour.  Count point 2 is considered the 100% footfall location 
and the other points have been indexed against it, as shown below. Point 2 is the junction with Broadwick Street, one 
of the main east-west thoroughfares through Soho, leading to Carnaby Street to the west of Berwick Street.  

FIGURE 57: FOOTFALL INDEX 

1  Market Southern Entrance 
2  Market Northern Entrance 
3  Berwick Street, near D'Arblay Street 
4  Berwick Street, near Noel Street 
5  Berwick Street, off Oxford Street 
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6. Footfall Counts 

6.3 Footfall is clearly busiest around the market, with both entrances receiving very high footfall levels – 100% footfall 
(1,663 people passing per hour) and 99% (1,651 people passing per hour), one of the highest levels of all centres. 

6.4 The other end of Berwick Street, near the junction of Oxford Street, received 58% of the peak footfall levels, with 965 
people passing in both directions per hour. 

6.5 The middle of Berwick Street, near D’Arblay Street and Noel Street received much lower footfall levels, 40% (667 
people) and 29% (482 people) respectively. 

FIGURE 58: HOURLY FOOTFALL COUNTS 
6.6 Berwick Street experiences the traditional peaks and troughs in footfall associated with lunchtime and post-work 

peaks, particularly between 1pm and 3pm and again after 5pm. 

FIGURE 59: WEEKDAY AND WEEKEND AVERAGE FOOTFALL 

6.7 Footfall at the market was broadly similar across the trading week with a very slight uplift at the weekend compared 
to the week, reflecting its location between the shopping offer on Oxford Street and leisure offer in Piccadilly Circus. 

6.8 At count point 5, near the junction with Oxford Street, footfall was considerably higher at the weekend, while the 
opposite was true for the quieter locations in the middle of Berwick Street (count points 3 and 4), reflecting that 
central area of Berwick Street is worker dominated and the northern area being shopper dominated. 
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7. Conclusions and Indicators of Health 

A wealth of new bespoke primary research, as well as analysis of existing secondary research has been undertaken as part 
of this Health Check on the Berwick Street Shopping Centre. As such, we can conclude the following: 

Consumer Demand 
7.1 Consumers are in or near to the Berwick Street Shopping Centre primarily because they either work nearby or are 

choosing to shop there from further afield. A significant minority also visit to use the cafe and restaurant offer, or are 
just passing through.  A smaller number of residents also live locally. 

7.2 The market is a key driver for the visit and is a popular draw to the street. This all suggests a very frequent visit 
nature to the area and this is confirmed by the consumer research which reveals circa 60% of consumers are visiting 
the centre at least once or twice per week.  Encouragingly, most consumers use the market most times they visit the 
area. 

7.3 Consumers are looking for convenience and other food based product categories, including fresh food / grocery, 
other food to eat, e.g. sandwiches as well as hot food to take back to the office. Hence the popularity of the market, 
the Co-op foodstore and the cafe, restaurant and the pub offer. This is especially so for local residents, but also for 
local workers who are much greater in quantum. 

7.4 A smaller but still significant percentage (circa a third), are looking to use the specialist comparison offer, including 
both the linen shops as well as fashion  / accessories offer (new and vintage). 

Existing Offer 
7.5 Whilst most consumers are looking for food related items, the offer is dominated by A1 comparison. Although no 

figures are available to compare the stats, it can be observed that the comparison goods offer appears to be   
shrinking in quantum and profile. It should also be pointed out of course that the market is not included within the 
GOAD data; hence its convenience provision has not been accounted for within the data. 

7.6 Notwithstanding this, given the consumer demand findings above, the data would suggest that Berwick Street has an 
overprovision of comparison goods floorspace and an under-provision of convenience and A3 food and drink 
floorspace. However this has to be put in the context of the street’s location in the centre of Soho, one of London’s 
pre-eminent food, drink and entertainment locations, with a substantial offer on neighbouring streets. 

Improvements Wanted 
7.7 From the consumer’s perspective, they want a bigger and better version of what they have already. They want a 

bigger and better market, more foodstores and more places to eat and drink, all independent led. In terms of the 
retail environment, they want more green space and better toilets. 

7.8 Retailers want better cleaning, better market, better signage / more promotions, more policing, better parking, more 
pedestrianisation, better lighting, more brands, more leisure activity and lower rates / rents. 

Retail Performance and Outlook 
7.9 Whilst it looks tatty and unloved in parts, Berwick Street is performing reasonably well. Consumers are visiting very 

frequently, at least at the same, if not higher levels than last year. Indeed, the 20% visiting more than last year 
(mainly because of the improved market) is the highest in all of the locations which are part of this Health Check 
programme. 

7.10 Consumers want more of the same, which is a sign the offer is in tune with consumer demand, i.e. more food, more 
independents, more (better quality) fashion. 

7.11 The market is clearly much liked and is actively generating additional visits to the street. Very few consumers are 
dissatisfied with the offer overall, with over 75% satisfied. The centre is rated positively by consumers across most 
aspects, especially the liveliness / street character, access by public transport, number of places to eat / drink, ease 
of pedestrian movement and daytime security / safety. 

7.12 Berwick Street appears to be clearly held with affinity in the mind’s eye of its consumer base. 
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7. Conclusions and Indicators of Health 

7.13 The picture from retailers is also reasonably positive. It’s an established area with most businesses planning to 
remain in the area. As well as this there is a healthy churn of new retailers coming to the street (Yumchaa opened 
last year, Nudie Jeans just opened, Universal Works being fitted out); both in buildings that were previously tired and 
in poor condition. 

7.14 Retailers rate the area positively across most categories, especially places to eat / drink, range and qualities of 
shops, liveliness / street character and other evening facilities. Parking availability and charges score poorest, along 
with parking restrictions, business rates and rents. 

7.15 Most retailers expect trade to improve and although one third of retailers were down on last year, 25% were up. 
Retailers are pleased with the current performance of their business, are optimistic about the future prospects for 
their business and would recommend the location as a place to trade. 

7.16 Furthermore, footfall levels are high, including on a Saturday as well as weekday, which is likely to be a result of 
nearby shopping and leisure.  Rental levels on Berwick Street appear relatively stable with some of the smaller units 
in prime locations achieving rents in excess of £1,500 / sqm. Crime levels are relatively low and stable. 

7.17 So on the whole, it can be said that the Berwick Street Shopping Centre is healthy and trading reasonably well; there 
are good indicators of current performance as well as a positive outlook. The location is clearly liked by consumers 
and retailers alike, with the grittiness and street life / character evidently part of its charm. 
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7. Conclusions and Indicators of Health 

Portas Review Compliance 
7.18 In December 2011, Mary Portas delivered her review of the future of high streets across the country and pulled 

together examples of how high streets can help themselves and improve going forward. 

7.19 Although many of the recommendations are generic national aspirations, we have extracted, summarised and 
amalgamated key recommendations from that report and assessed the extent to which the measures are already in 
place at Berwick Street Shopping Centre. 

TABLE 7: PORTAS PILOT COMPLIANCE 
Recommendation In Place? Comment 

Introduce Town Team, with focus on improved 
access 

/ This could be a useful initiative for the area 
(although not necessarily to improve access, 
more to obtain support from ATCM and 
funding availability from DCLG), alongside 
the existing market development group. 

Empower local BIDs  Whilst the area is not currently covered by a 
BID, this could be an effective way of further 
promoting the area, particularly in terms of 
managing events & themed promotions.  
Having said that, BID’s tend to be more 
actively supported by multiple rather than 
independent retailers so this imitative may be 
difficult to introduce 

Make it easier for people to become market traders  This is an active policy of the Council, and 
indeed several new traders have start trading 
the market in the last 12 months 

Use business rates to support small businesses 
and independent traders 

– Not current Council policy 

Introduce free local controlled parking schemes – Not needed as very few customers travel to 
Central London by car 

Make it easier to change the use of properties  Government changes to permitted 
development rights are now in force 

Introduce presumption of town centre first policy  Already Council policy 

Large retailers to support and mentor local 
businesses 

– Not applicable / needed 

Local Authorities to introduce compulsory purchase 
orders to improve key retail space 

– Not applicable / needed 

Encourage Local Authorities to force owners to 
improve long term vacant shops 

– Not applicable / needed 

Get people more involved in Neighbourhood Plans, 
including focus on High Street 

 Soho is designated as a neighbourhood 
business area following an application by the 
Soho Society in 2012. 

Support community use of empty properties – The only main empty properties are subject 
to redevelopment plans hence not available 

 

7.20 Overall, for the policies which are relevant and appropriate, Berwick Street Shopping Centre can be said to be 
compliant with the core aspirations of the Portas Review.  
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7. Conclusions and Indicators of Health 

Priority Actions Needed 
7.21 From the research undertaken as part of this project, we would recommend the following initiatives are prioritised for 

the Berwick Street Shopping Centre: 

1. Stimulate / lead the formation of a Town Team to access support from the Association of Town Centre 
Management, as well as lessons learnt / best practice adopted elsewhere in London, e.g. Forest Hill Portas 
Pilot, RBKC Markets Management. 

2. Encourage new Town Team to plan for and stimulate more events and activities. 

3. Encourage replacement of some takeaway occupiers with quality F&B to improve Night Time Economy rating. 

4. Encourage more visiting and themed markets, especially on weekdays. 

5. Develop one or two recognised annual events that provide identity and sense of place for Berwick Street. 

6. Encourage local retailers to run more joint events and promotions, e.g. fashion shoes / vintage fashion fairs. 

7. Introduce and enforce minimum stall standards and design. 

8. Introduce communal seating on market to help dwell time, sense of place and attract more workers. 

9. Introduce later trading / early evening occasional night market events. 

10. Investigate opportunities of providing business support package for both market traders and local retailers. 

11. Investigate opportunities to improve signage and awareness of market, especially on Brewer Street, Oxford 
Street and Wardour Street. 

12. Encourage developers of Walker’s Court to introduce signage for market. 

13. Extend the market to improve visibility from adjoining and nearby streets. 

14. Identify opportunities to improve the physical attributes, in conjunction with proposed developments, and in 
particular improve the environment, frequent issue identified by operators and consumers. 

15. Encourage developers of Kemp House to keep new retail units as independent, in keeping with the aims of the 
Soho Action Plan. 

16. Monitor performance on a more regular basis than the 5 – 6 year Health Check Cycle. 

17. More visible security / policing is needed. 
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Appendix 1: Shopping centre land use map. 
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Appendix 3: Project overview map. 
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Appendix 5: Glossary of terms. 



Westminster
College

House

Hammer

25.5m

24.5m
24.0m

25.7m

Trenchard House

Broadwick

Bank

PH

Flaxman Ct

The Salt

DUCK LANE

NOEL STREET

PORTLAND

WARDOUR STREET

POLAND STREET

BROADWICK STREET

D'ARBLAY STREET

111

11

110
112

118

113 to 117

9 to 11

119 to 125

1

5

35

2

a

Ingestre

1a

1 to 33

4

40

7 to 4

1 to 15

52

1 to 25

9

23

3 to 4

20 to 24

46

54

173

65 to 71

33

101

21 to 25

1 to 5

15 14

19

41

135 to 141

91 to 100

91 to 104

165

97 to 99

3 2

13 to 17

124

185

96

127 to 133

10.5
9 to 12

53
12

195 197

34
28 to 32

84 83

84

109

162 to 172

147 to 155

122

15

7 to 12

10 to 12

2 to 4

31

182

43

178

91

17

1 to 57

15 to 19

52 to 53

193

16 17

35 34

18

29 28 27

44

7

171

183

58

175

128

104

51 50

99

93

21

7849

38

32 to 34

14

72

23 22

201

82
30

63

138

120

21a
157

145

32a

108

187

3
8

177

143

10a

59

133

142

29

57

39

27

45

81

36

135

37

55

77

22

74 73

63a

67

62

127

85

13

16a

75

6

80
180

205

16

7a

10
47

50

92

9779

160

105

61

6a
24

26

42

West End

Court

LB

Cycle Hire Station

Silver Place

Tyler's Ct

Pargiter Ct

TCBs

Hotel

Kemp's Ct

St Anne's Court

LIVONIA STREET

GREAT CHAPEL STREET

49 to 51

PCs

Diadem Court

FAREHAM STREET

WARDOUR MEWS
SHERATON STREET

(PH)

HOLLEN STREET

Paramount

BERWICK STREET

INGESTRE PLACE

HOPKINS STREET

PETER STREET

TCP

The

P

20

25

90

48

3

58

13

16

7

8

12

18

59

9

BERWICK STREET

5

63

27

20

3

8

3

6

PH

PH

4

6

16

1

96

7

75

12

5

7
35 34

6

18

90

2

54

25

8

8

2

54

11

WARDOUR STREET

P

9

3

53

31

4

47

6
38

PH

14

BROADWICK STREET

1

10 to 12

8

8

2

4

6

10

7

45

LB

17

47

12

4

TCBs

4

24

48

8

145

14

2

30

21

58

6

PH

7

24

49

3

17

10

PH

22

3

20
TCBs

1

14

48

63

24

8

5

16
15

5

LB

10

PH

1

61

9

143
2

5

18

7

13

17

44

16

11

9

15

14

49
6

4

4

12

18

22

1

6

26

Kemp

Clarion House

Sandringham

MEWS

114
116

1 to 22

46

24.3m

107

167 169

57

126

106

199

Centre

Court

Hostel

Post

Medical

24.8m

Green Man

Works

95

29 to 35 24 to 26

76

20

25

90

48

Walker's Ct

House

16

20

135

133

House

PH

1

16

PH

25.7m

4

9

42

25.7m

House

15

17

House

3

Re
pro

du
ce

d f
rom

 O
rdn

an
ce

 S
urv

ey
 m

ap
pin

g w
ith

 th
e s

an
cti

on
 of

 H
er 

Ma
jes

ty’
s S

tat
ion

ary
 O

ffic
e, 

Cr
ow

n C
op

yri
gh

t. 
Un

au
tho

ris
ed

 re
pro

du
cti

on
 m

ay
 le

ad
 to

 pr
os

ec
uti

on
 or

 ci
vil

 pr
oc

ee
din

gs
. C

ity
 of

 W
es

tm
ins

ter
 LA

 10
00

19
59

7 C
ity

 P
lan

nin
g D

eli
ve

ry 
Un

it 2
01

3

I

Source: GOAD Retail Survey 2012

Secondary Shopping Frontage

Core Shopping Frontage

A1 - Retail
A2 - Financial & Professional Services
A3 - Restaurant/Cafe
A4 - Pub/Bar
A5 - Takeaway
SG - Sui Generis
B1 - Office
C1 - Hotel
D1 - Assembly & Leisure
D2 - Non-Residential Institution
UC
Vacant - A-Class

Ground Floor Land Use

0 5025 Meters

BERWICK STREET SHOPPING 
CENTRE: GROUND FLOOR LAND USE 2012



Number Street Name Postcode Fascia Primary Activity Area (sqm) Use Class A1 Type

9 BERWICK STREET W1F 0PJ BANG BANG LADIES & MENS WEAR 88 A1 IND

10 BERWICK STREET W1F 0QT ISLAMIC CENTRE COMMUNITY CENTRE 86 D1

11 BERWICK STREET W1F 0PL VACANT 100 A1 VACANT

12 BERWICK STREET W1F 0PN REIGN LADIES & MENS WEAR 96 A1 IND

14 BERWICK STREET W1F 0PP THE BERWICK STREET CLOTH SHOP HOUSEHOLD TEXTILES 92 A1 SPEC

15 BERWICK STREET W1F 0PR SOHO DRY CLEANERS DRY CLEANING 109 A1 IND

16 BERWICK STREET W1F 0HP BOROVICK FABRICS HOUSEHOLD TEXTILES 95 A1 SPEC

17 BERWICK STREET W1F 0PT FLAT WHITE CAFE 109 A3

18 BERWICK STREET W1F 0PU MEDITERRANEAN CAFE CAFE 104 A3

19 BERWICK STREET W1F 0PX BAR DU MARCHE FRENCH RESTAURANT 99 A3

20 BERWICK STREET W1F 0PY THE DINING PLAICE FISH & CHIPS 111 A5

21 BERWICK STREET W1F 0PZ NICOLAS OFF LICENCE 109 A1 CONV

22 BERWICK STREET W1F 0QA THE BLUE POSTS PUBLIC HOUSE 75 A4

24 BERWICK STREET W1F 8RD CASS ART ART & CRAFT 89 A1 IND

26 BERWICK STREET W1F 8RG VACANT 61 A1 VACANT

30 BERWICK STREET W1F 8RH RECKLESS RECORDS RECORDINGS 110 A1 SPEC

31 BERWICK STREET W1F 8RJ CHRIS KERR MENS WEAR 97 A1 IND

32 BERWICK STREET W1F 8RL MINI DIAMOND LADIES ACCESSORIES 122 A1 IND

33 BERWICK STREET W1F 8RN EURO ACCESSORIES LADIES ACCESSORIES 110 A1 IND

36 BERWICK STREET W1F 8RR VITAL INGREDIENT TAKE AWAY 107 A5

38 BERWICK STREET W1F 8RT THE BRATWURST TAKE AWAY 42 A5

39 BERWICK STREET W1F 8RU BERWICK NEWS & FOOD NEWSAGENT 52 A1 CONV

40 BERWICK STREET W1F 8RX CHROME HIPHOPS & ACCESSORIES LADIES ACCESSORIES 53 A1 IND

42 BERWICK STREET W1F 8RZ AETERNALIS LUOS JEWELLER 77 A1 SPEC

43 BERWICK STREET W1F 8SB VACANT 71 A1 VACANT

44 BERWICK STREET W1F 8SE SILK SOCIETY HOUSEHOLD TEXTILES 49 A1 SPEC

45 BERWICK STREET W1F 8SF YUMCHAA CAFE 76 A3

46 BERWICK STREET W1F 8SG MONICA GEMS JEWELLER 58 A1 SPEC

48 BERWICK STREET W1F 8JD W. SITCH & CO LIGHTING 123 A1 IND

49 BERWICK STREET W1F 8SH STYLEX LADIES ACCESSORIES 123 A1 IND

52 BERWICK STREET W1F 8SL MISAN TEXTILES HOUSEHOLD TEXTILES 115 A1 SPEC
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Number Street Name Postcode Fascia Primary Activity Area (sqm) Use Class A1 Type

55 BERWICK STREET W1F 8SP VACANT 84 A1 VACANT

60 BERWICK STREET W1F 8SU VACANT 72 A1 VACANT

61 BERWICK STREET W1F 8SX VACANT 69 A1 VACANT

68 BERWICK STREET W1F 8SY B:ZAR HAIR HAIRDRESSING 74 A1 IND

69 BERWICK STREET W1F 8SZ STRIP LINGERIE 70 A1 IND

70 BERWICK STREET W1F 8TA LONDON JEWELLERS JEWELLER 67 A1 SPEC

71 BERWICK STREET W1F 8TB ACCESSORIES WORLD LADIES ACCESSORIES 41 A1 IND

72 BERWICK STREET W1F 8TD RAJ TANDOORI INDIAN RESTAURANT 48 A3

75 BERWICK STREET W1F 8TG BOOK & CLOTHING EXCHANGE SECONDHAND GOODS 86 A1 IND

76 BERWICK STREET W1F 8TQ THE BATHROOM MERCHANTS BATHROOM FURNITURE 81 A1 SPEC

77 BERWICK STREET W1F 8TH MAHARANI SOHO INDIAN RESTAURANT 77 A3

78 BERWICK STREET W1F 8TJ MIX MAX PARTY GOODS 79 A1 IND

79 BERWICK STREET W1F 8TL ABSOLUTE VINTAGE CLOTHING 85 A1 IND

80 BERWICK STREET W1F 8TN FOOT PATROL SHOES 87 A1 IND

81 BERWICK STREET W1F 8TW OLIVER SPENCER CLOTHING 81 A1 IND

82 BERWICK STREET W1F 8TP COTTON CAFE CAFE 86 A3

83 BERWICK STREET W1F 8TS FEEL HAIRDRESSING 80 A1 IND

84 BERWICK STREET W1F 8TT ONWARD DISPLAY PRINTING & PHOTOCOPYING 89 A1 IND

90 BERWICK STREET W1F 0QB THE ENDURANCE PUBLIC HOUSE 133 A4

92 BERWICK STREET W1F 0QD BEATROOT CAFE 65 A3

93 BERWICK STREET W1F 0QE VACANT 55 A1 VACANT

94 BERWICK STREET W1F 0QF IVORY & BLACK ART GALLERY (RETAIL) 58 A1 SPEC

95 BERWICK STREET W1F 0QG MUSIC & VIDEO EXCHANGE RECORDINGS 66 A1 SPEC

96 BERWICK STREET W1F 0QQ SO HIGH SOHO GIFTS 55 A1 IND

97 BERWICK STREET W1F 0QH SOHO BASECUTS HAIRDRESSING 65 A1 IND

98 BERWICK STREET W1F 0QJ CLOTH HOUSE HOUSEHOLD TEXTILES 62 A1 SPEC

99 BERWICK STREET W1F 0QL THATS ANDYS HOUSEHOLD GOODS 69 A1 IND

100 BERWICK STREET W1F 0QN SUBWAY SANDWICH BAR 63 A1 CONV

102 BERWICK STREET W1F 0QP FAIR SHARE GIFTS 69 A1 IND

103 BERWICK STREET W1F 0QS CO‐OPERATIVE FOOD SUPERMARKET 294 A1 CONV

34 ‐ 35 BERWICK STREET W1F 8RP SISTER RAY RECORDINGS 229 A1 SPEC
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Number Street Name Postcode Fascia Primary Activity Area (sqm) Use Class A1 Type

37 ‐ 38 BERWICK STREET W1F 8RQ WRAP & ROLL KEBABS TAKE AWAY 39 A5

47A BERWICK STREET W1F 8SQ CLOTH HOUSE HOUSEHOLD TEXTILES 110 A1 SPEC

50 ‐ 51 BERWICK STREET W1F 8SJ OCEANIC JEWELLERS JEWELLER 228 A1 SPEC

53 ‐ 54 BERWICK STREET W1F 8SN VACANT 263 A1 VACANT

57 ‐ 58 BERWICK STREET W1F 8SR THE GREEN MAN PUBLIC HOUSE 226 A4

73 ‐ 74 BERWICK STREET W1F 8TE DENTAL SURGERY 116 D1

BERWICK STREET W1F 0PF BIDDLE SAWYER SILKS HOUSEHOLD TEXTILES 78 A1 SPEC

BERWICK STREET W1F 0PF GOSH! COMICS 72 A1 SPEC

BERWICK STREET W1F 0PF MISAN FABRICS HOUSEHOLD TEXTILES 135 A1 SPEC

BERWICK STREET W1F 0QW WILLIAM HILL BETTING OFFICE 86 A2

BERWICK STREET W1F 0PF FOXCROFT & GINGER CAFE 90 A3

6 BROADWICK STREET W1F 8HL AGENT PROVOCATEUR LINGERIE 63 A1 NAT

18 BROADWICK STREET W1F 8HS ZEST ESSENTIALS GIFTS 104 A1 IND

9 ‐ 11 BROADWICK STREET W1F 0DB BROADWICK SILKS HOUSEHOLD TEXTILES 87 A1 SPEC

8 ‐ 12 BROADWICK STREET W1F 8HW SPACE NK APOTHECARY HEALTH & BEAUTY 205 A1 NAT

14A BROADWICK STREET W1F 8HP CRUSSH JUICE BAR 83 A3

20 ‐ 24 BROADWICK STREET W1F 8HT TALK TALK TELEPHONES 300 A1 NAT

BROADWICK STREET W1F 0DL GOOD NEWS NEWSAGENT 48 A1 CONV

BROADWICK STREET W1F 0DL YAUATCHA CHINESE RESTAURANT 247 A3

8 D`ARBLAY STREET W1F 8DP COMBOCO TAKE AWAY 60 A5

9 D`ARBLAY STREET W1F 8DR NARA KOREAN RESTAURANT 81 A3

25 D`ARBLAY STREET W1F 8EJ BLACK MARKET RECORDS RECORDINGS 57 A1 SPEC

28 D`ARBLAY STREET W1F 8EW TWENTY8 HAIRDRESSING 43 A1 IND

29 D`ARBLAY STREET W1F 8EP STAR JEWELLERS JEWELLER 61 A1 SPEC

30 D`ARBLAY STREET W1F 8ER FISH HAIRDRESSING HAIRDRESSING 37 A1 IND

31 D`ARBLAY STREET W1F 8ES DARK N` COLD MENS WEAR 41 A1 IND

26 ‐ 27 D`ARBLAY STREET W1F 8EL COPITA SPANISH RESTAURANT 123 A3

5 NOEL STREET W1F 8GD KLEINS HABERDASHERY 52 A1 SPEC

6 NOEL STREET W1F 8GG YOUR HEALTH NATURAL THERAPY 60 A1 IND

22 NOEL STREET W1F 8GS NEW TRIMMINGS HABERDASHERY 47 A1 SPEC

23 NOEL STREET W1F 8GT EGO HAIRDRESSING 36 A1 IND
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Number Street Name Postcode Fascia Primary Activity Area (sqm) Use Class A1 Type

103 ‐ 109 WARDOUR STREET W1F 0UQ BANANA TREE RESTAURANT 329 A3

147 ‐ 149 WARDOUR STREET W1F 8WD STANLEY PRODUCTIONS HOME ENTERTAINMENT 240 A1 SPEC

WARDOUR STREET W1F 0UN AMATHUS OFF LICENCE 167 A1 CONV
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Health Checks – Policy Introduction 
 
 

1. Introduction 
 

In late 2012, Westminster City Council commissioned The Retail Group following a competitive tendering process to 
undertake health checks for Westminster’s High Street type shopping centres. The centres under examination and 
their town centre hierarchy designation (primarily driven by their location, in addition to their size, character and 
function) are set out below. 
 
Health checks were previously undertaken for these centres in 2007 (the 7 former District Centres) by Nathaniel 
Lichfield and Partners, and 2008 (CAZ shopping centres), by the City Council, and are available on the City Council’s 
website, along with archived health checks from 2002 and 1997.  
 
 
Centre Designation (London Plan 2011 and WCC City Plan – Strategic 

Policies, 2013) 
Warwick Way/Tachbrook Street CAZ Frontage (London Plan, 2011) 
Baker Street (south) CAZ Frontage (London Plan, 2011) 
Edgware Road (south) CAZ Frontage (London Plan, 2011) 
Marylebone High Street CAZ Frontage (London Plan, 2011) 
Victoria CAZ Frontage (London Plan, 2011) 
Queensway/Westbourne Grove Major Shopping Centre (London Plan, 2011) 
St John’s Wood High Street District Shopping Centre (London Plan, 2011) 
Edgware Road/Church Street District Shopping Centre (London Plan, 2011) 
Praed Street District Shopping Centre (London Plan, 2011) 
Harrow Road District Shopping Centre (London Plan, 2011) 
Berwick Street CAZ Shopping Centre (WCC City Plan – Strategic Policies, 2013) 
 
Designation Definitions: 
 
CAZ Frontage: Mixed use areas usually with a predominant retail function. 
 
Major Centre: Typically found in inner and some parts of outer London with a borough-wide catchment. They 
generally contain over 50,000sqm of retail floor space and a relatively high proportion of comparison goods relative to 
convenience goods. They may also have significant employment, leisure, service and civic functions. 
 
District Centre: Distributed more widely than Metropolitan and Major centres, they provide convenience goods and 
services for more local communities and accessible by public transport, walking and cycling. Typically they contain 
10,000-50,000 sqm of retail floor space. Some district centres have developed specialist shopping functions. 
 
CAZ Shopping Centre: Shopping centres in the Core CAZ, which are not designated as CAZ frontages, but do 
contribute to Westminster’s unique and varied world class retail offer. 
 
 

2. The need for town centre health checks 
 
Former government SPG’s on Town Centres advised that health checks be undertaken every five years to allow 
accurate and reasonable temporal analysis of the performance of centres. This requirement has been superseded by 
more recent national and regional policy frameworks. 
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The National Planning Policy Framework (DCLG, 2012), states that when setting out requirements for Plan Making 
and using a proportionate evidence base, ‘Local Planning Authorities should have a clear understanding of business 
needs within the economic markets operating in and across their area. To achieve this they should... assess... the 
role and function of town centres and the relationship between them, including any trends in the performance of 
centres, and the capacity of existing centres to accommodate new town centre development (paragraphs 160, 161).’ 
 
The London Plan (2011) sets out strategic retail policy for the CAZ and for Town Centres in London. This will be set 
out in more detail below. Paragraph 2.74 of the London Plan (July 2011) states that ‘The current role of town centres 
should be tested through regular town centre ‘health checks’. This process should ensure that the network is 
sufficiently flexible to accommodate change in the role of centres and their relationships to one another. Centres can 
be reclassified and, where appropriate, new centres designated, in the light of these through subsequent reviews or 
alterations to this plan and DPDs. Changes to the upper tiers in the network (major and above) should be co-
ordinated first through this plan.’ 
 
This then forms the current national and regional planning policy framework for undertaking town centre health 
checks. The City Council intends to follow the former guidance and update health checks every five years, as this is 
deemed to be a sensible and manageable time period for monitoring the viability and vitality of centres. 
 
 

3. Current Retail Planning Policy Framework 
 
The NPPF (DCLG, 2012) 
 
Section 2 of the NPPF focuses on ensuring the vitality of town centres. Under paragraph 23 the NPPF states that 
‘Planning policies should be positive, promote competitive town centre environments and set out policies for the 
management and growth of centres over the plan period.’ 
 
The detail of the policy goes on to set out requirements for drawing up local plans, such as recognising town centres 
as the heart of communities, and pursuing policies to support their viability and vitality. A hierarchy of centres should 
be defined with clear boundaries and defined primary and secondary frontages as necessary, customer choice and 
diversity should be promoted, with markets retained or introduced where appropriate. In addition, sites should be 
allocated to meet development needs for town centres, local authorities should plan positively for centres in decline, 
and adopt a sequential approach to planning applications for town centre uses, based on a town centres first 
approach. 
 
 
London Plan (GLA, July 2011) 
 
The London Plan distinguishes between the Central Activities Zone and then other town centres, when concerning 
retail policy. 
 
Part ‘F’ of policy 2.10 seeks to support and improve the retail offer of the CAZ for residents, workers and visitors, 
especially Knightsbridge and the West End as global shopping destinations. The London Plan designates the West 
End Special Retail Policy Area, and seeks to protect and enhance the unique offer and the quality of the environment 
and public realm in this area under paragraph 2.47. 
 
Other town centres are covered by London Plan policy 2.15, which seeks to develop London’s network of town 
centres, to provide foci for commercial development and intensification, a choice of goods and services, and as foci 
for communities and local identity in London. 
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Policy 2.15 goes on to discuss changes to the town centre hierarchy in response to need or deficiency, and then 
focuses on making planning decisions for proposals in town centres. Decisions should sustain and enhance the 
vitality and viability of centres, accommodate growth in appropriate locations, be in scale with the centre, support and 
enhance competitiveness, diversity and quality of retail uses, leisure, art and cultural facilities and other public 
services. Other considerations are accessibility and the promotion of walking and cycling, safety and security, public 
realm and the environment. 
 
The final part of 2.15 concerns LDF preparation, which covers many points already discussed such as defining a 
hierarchy of centres, managing declining centres proactively, supporting town centre management, and improving 
access for older and disabled users. 
 
The overarching aim is to create a polycentric network of convenient and accessible centres, which act as 
commercial and social foci for communities, with each level in the network having different, complementary or 
specialist roles in the process. 
 
The annex of the London Plan sets out London’s Town Centre Hierarchy (down to District Centre level), and 
guidance on policy directions for individual town centres and capacity for growth where appropriate, based on retail 
needs assessments. 
 
Westminster City Council Policy 
 
Westminster’s current local plan consists of the Westminster’s City Plan – Strategic Policies (adopted November 
2013), and saved development management policies from the Unitary Development Plan (adopted January 2007). 
 
Key retail policies in the Strategic Policies document are S6 Core CAZ, which states that retail is acceptable 
throughout this area, S7 West End Special Retail Policy Area (WESRPA), which seeks to maintain and enhance the 
unique status and retail offer in the WESRPA and where priorities include improvement of retail space, appropriate 
retail growth, an improved pedestrian environment and public transport provision, the development of oasis areas for 
rest, and the provision of appropriate services to support the retail environment. 
 
Policy S21 is the general policy for retail across the City, seeking to protect existing A1 uses throughout the city, 
direct new retail floor space to designated shopping centres, and to protect non-A1 retail uses throughout the city, 
and uses occupying shop type units in designated shopping centres. 
 
Other area based policies in the Strategic Policies document direct commercial development and retail to the 
designated centres within the areas, such as S8 Marylebone and Fitzrovia, and S10 Pimlico. For example in Pimlico, 
commercial development (including retail) should be directed to the Warwick Way/Tachbrook Street CAZ Frontage or 
the designated Local Shopping Centres. Within the North Westminster Economic Development Area (NWEDA), the 
policy is more flexible about uses in the district shopping centres, to maintain and enhance the vitality and viability of 
these centres. 
 
In the Unitary Development Plan (UDP), detailed retail policies are split by area and type of shopping centre. Policy 
SS6 for the district shopping centres seek to balance A1 and non-A1 uses through the use of thresholds for these 
uses (as a proportion of frontage length), which is the policy of most relevance to these health checks. The 
percentage thresholds are updated annually to check against the adopted target and therefore guide change of use 
planning applications.   
 
Beyond this there is a policy that covers the local shopping centres, again providing criteria for managing change of 
use proposals. And in addition there is a policy for retail and town centre uses that are not in a designated shopping 
centre (outside of the CAZ and NWEDA), aimed at protecting viable isolated units. 
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All retail policies outside of the Strategic Policies document are currently under review, and initial replacement drafts 
are likely to be consulted on informally at the end of 2013 or in early 2014. 
 

4. Other Issues and Changes 
 
Changes to Permitted Development Rights 
 
Central Government brought in a series of amendments to the General Permitted Development Order (GPDO) in 
early 2013, which came into force on 30th May 2013.  
 
Under Class D of the amendment, the following has become permitted development: The change of use of a building 
and any land within its cartilage from a use falling within classes A1 (shops), A2 (financial/professional services), A3 
(restaurant/cafe), A4 (drinking establishment), A5 (take away), B1 (office), D1 (non-residential institution), D2 
(assembly and leisure) to a flexible use falling within class A1, A2, A3 or B1. 
 
The permitted development is for a single continuous period of up to two years, and relates only to uses under 150 
sqm, excluding listed buildings and scheduled monuments. 
 
The stated purpose of the amendments to PD rights is to promote regeneration, and get empty and under-used 
buildings back into productive use, to promote economic growth. The town centre uses change to PD rights detailed 
above was promoted under ‘getting empty town centre buildings back into use’, to create opportunities for new and 
start-up businesses, and help retail the viability and vitality of town centres.  However the published GDPO makes no 
reference to buildings or units having to be vacant to qualify.  
 
A further consultation around changes to permitted development rights was undertaken in Autumn 2013. The key 
proposal in the consultation would allow retail units to change to residential uses under permitted development when 
certain criteria are met. The City Council is awaiting the government’s decision following the consultation. 
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The Portas Review of High Streets 
 
Further context to recent government initiatives and approaches to town centre planning is provided by the recent 
independent Portas review of the future of high streets. The report calls for the diversification of high streets to 
include a wide range of services and housing, offices and other commercial uses. 
 
The final report made a series of 27 recommendations, set out and analysed in a Westminster context below.  
 
Put in place a “Town Team”: a visionary, strategic and strong operational management team for high streets 
 
Funding issues over implementing this across the city, however in Westminster the focus is on the Business 
Improvement Districts, which exist in many of Westminster’s key retail areas.  
 
Most BIDs already have operational management teams, such as the New West End Company (NWEC) Red Cap 
scheme, which has been in place for 10 years. Red caps answer over 420,000 public queries every year about the 
West End, and they liaise with member stores on issues such as security, the street environment and marketing. 
They also feed back street and public realm issues to the City Council for action, and provide intelligence to the 
police and City Council on crime, anti social behaviour and enforcement issues.  
 
This kind of town centre management is common in Westminster’s BIDs: in addition to NWEC there are similar 
arrangements in the Victoria BID, Heart of London BID, Piccadilly, Paddington, Bayswater and Baker Street and the 
Council are in the process of assembling a town team for Harrow Road. 
 
Westminster’s Cross River Partnership also runs a workplace coordinator scheme, such as the one based with the 
Crown Estate, which gets young people work placements with West End retailers. This creates a local supply of 
labour for retailers, and contributes towards Westminster’s sustainable economic growth. 
Empower successful Business Improvement Districts to take on more responsibilities and powers and become 
“Super-BIDs” 
 
Westminster fully supports BIDs, with many in place already and others coming forward, therefore the devolution of 
powers and responsibility is a possibility if it is more appropriate for the BID to be delivering a service.  Early and 
confidential discussions have taken place to discuss this with some BIDs, and the City Council is open to further 
discussion.  
Legislate to allow landlords to become high street investors by contributing to their Business Improvement District 
 
We support this, but it is an action for central government. 
Establish a new “National Market Day” where budding shopkeepers can try their hand at operating a low-cost retail 
business 
 
We would support this initiative. BID’s already run impromptu market days in Westminster, such as Victoria BIDs 
market days in Cardinal Place. We also support pop-up shops and restaurants, and related initiatives, mainly through 
working with landowners, such as recent pop-up shops on Carnaby Street in Soho. 
Make it easier for people to become market traders by removing unnecessary regulations so that anyone can trade 
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on the high street unless there is a valid reason why not 
 
We have a streamlined process in place operated by our Licensing service for people who want to trade in our 
markets.  
Local authorities should use their new discretionary powers to give business rate concessions to new local 
businesses 
 
This requires the Council to retain its business rates in the first instance.  The changes to the local retention of 
business rates have only been in place since 1 April 2013 and it is too early to determine whether the Council will be 
a beneficiary, or will in fact lose funding as a result of the scheme.   
 
This is because the retention of business rates only applies to a growth in business rates above what government 
expectations are, and then only 30% of that.  In an established commercial area such as Westminster, this will be 
very limited.  We do already provide rate concessions on very exceptional cases (hardship relief), however retention 
of a significant element of business rates would be needed to create the budget to take a more discretionary 
approach. 
Local areas should implement free controlled parking schemes that work for their town centres and we should have a 
new parking league table 
 
Westminster undertook a parking policy review in 2010 to 2012. One of the strengths of Westminster’s shopping 
centres is its density, and the public transport accessibility, due to the number of mainline train stations, London 
Underground stations and bus routes that serve a majority of the shopping centres in the City, along with the Mayor 
of London’s cycle hire scheme.  Only 10% to 20% of journeys to the West End are by private vehicle, depending on 
the time of day. We are currently updating data through the health checks, but from 2006 data indicate low levels of 
private vehicle use: 
 
Church St/Edgware Rd:  Car 4%: Walk 60%: Other 36% 
Harrow Rd:  Car 5%: Walk 45%:  Other 50% 
Marylebone High Street:  Car 8%: Walk 51%:  Other 41% 
Praed Street:  Car 5%: Walk 31%:  Other 64% 
St John’s Wood:  Car 21%: Walk 44%:  Other 35% 
Warwick Way/Tachbrook St:  Car 4%: Walk 78%:  Other 18% 
Queensway/Westbourne Gv*:  Car 0%: Walk 58%:  Other 42%  
*access was not permitted to the indoor shopping centre, which has a multi-storey car park 
 
All centres have controlled parking to some extent, which is important due to the levels of demand across the City, 
and to allow the parking to be used by people visiting the centre for shopping reasons, and not as a place to park 
their car and travel on to other parts of Westminster.  There are no parking charges on a Sunday, however. 
 
Parking/car use is also linked to severe air quality issues and traffic congestion, in addition to the problem of a lack of 
available highway space to accommodate all those who may wish to park in the area.  It is also noted that some of 
the highest footfall in Oxford Street are when the street is closed to traffic (VIP Days).  It is therefore necessary to 
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continue to drive modal shift. 
 
Westminster monitors how users travel to specific shopping centres through the 5-yearly health checks.  
Town Teams should focus on making high streets accessible, attractive and safe 
 
See point 1. Many BIDs have on street teams in place who work with the City Council, Police and other stakeholders 
to ensure that the street environment is attractive, and that safety is a key concern through the reporting of crime and 
anti social behaviour, and partnership working with the police. 
Make explicit a presumption in favour of town centre development in the wording of the National Planning Policy 
Framework 
 
Westminster’s planning policies do this, directing new retail to existing shopping centres. 
 Large retailers should support and mentor local businesses and independent retailers 
 
We would support this. Corporate Social Responsibility initiatives take place in some BIDs. 
Explore further disincentives to prevent landlords from leaving units vacant 
 
Would welcome and consider suggestions. However, vacancy rates remain mostly very low in Westminster, 
particularly in the West End, therefore further disincentives are currently not necessary in many parts of the City. The 
level of achievable rents in the West End acts as a large incentive at present. Current business rate arrangements 
also act as an incentive, as they are still payable on vacant property. 
Local authorities should make more proactive use of Compulsory Purchase Order powers to encourage the 
redevelopment of key high street retail space 
 
CPO’s are used sparingly due to their time and cost implications. Westminster uses them only in exceptional 
circumstances for site assembly in large regeneration sites, such as Victoria and potentially Church Street, where 
there is often fragmented ownership. Large parts of the West End and shopping centres such as Marylebone High 
Street and Covent Garden benefit from having large single or majority owners, who then manage and develop the 
properties and wider area very effectively, ensuring the long term viability and vitality of these areas. 
Run a high profile campaign to get people involved in Neighbourhood Plans 
 
Westminster is committed to neighbourhood planning and has been undertaking a substantial programme of 
information sharing, consultation and recent periods of receiving applications to establish neighbourhood areas and a 
parish council. As part of these discussions, the City Council supports a broad range of members on neighbourhood 
forums, including residents, businesses and representatives from any BIDs in the area.  Following the establishment 
of these areas, the neighbourhood plan process will proceed where appropriate and where desired by these bodies.  
Promote the inclusion of the High Street in Neighbourhood Plans 
 
This has been done as neighbourhood area applications are representative and in many cases involve or have been 
led by business groups including the BIDs and other high street stakeholders. 
Developers should make a financial contribution to ensure that the local community has a strong voice in the 
planning system 
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Westminster secures S106 planning obligations and is currently developing a Community Infrastructure Levy, a 
proportion of which will be spent in consultation with recognised stakeholder groups in the parts of the city that CIL 
money originated from. 
Support imaginative community use of empty properties through Community Right to Buy, Meanwhile Use and a new 
“Community Right to Try” 
 
Westminster has received applications for free schools, and supports the use of vacant properties by appropriate 
uses (for the area in which the vacant unit is located), especially in shopping centres.  However, it is noted that with 
the exception of Harrow Road, the town centres do not suffer the vacancy issues to the extent that is common in 
other town centres around the country. 
Run a number of High Street Pilots to test proof of concept 
 
Westminster undertakes health checks of its shopping centres every 5 years to monitor occupancy, tenant mix, 
amenity, environmental quality and a range of other factors. These are currently being undertaken for Westminster’s 
10 high street-type centres, and will be undertaken for the 40 local shopping centres later in the year.  
 
The results of these health checks are used to inform planning policy development and the inception of other relevant 
interventions, and are used to assess the success of previous initiatives such as the investment in public realm, by 
comparing results to previous health checks.  
 
We are assembling a Town Team for Harrow Road following an unsuccessful Portas Pilot bid. 

  



Health Checks - Glossary of terms 
 
A1 Shops, retail warehouses, hairdressers, undertakers, travel and ticket agencies, post offices, 

dry cleaners, pet shops, sandwich bars, retail showrooms, and domestic hire shops. 
A1 café type uses Shops such as sandwich bars or coffee shops selling food and drinks to be consumed mainly 

off the premises, but not hot food takeaways.  Examples include certain Pret a Manger 
shops, Costa Coffee and the Seattle Coffee Co. shops. 

A2 Banks, building societies, bureau de change, estate and employment agencies, professional 
and financial services, telephone bureaux, betting offices and beauty salons (excluding hair). 

A3 Food and drink uses such as restaurants, pubs, snack bars, cafés, wine bars and shops for 
the sale of hot food (hot food take-aways). 

A4 Drinking Establishments: Premises where the primary purpose is the sale and consumption 
of alcoholic drinks on the premises. 

A5 Hot Food Take-away: Premises where the primary purpose is the sale of hot food to take 
away. 

B1 Business uses such as offices, research and development and industrial uses. 
CAZ Central Activities Zone (CAZ).  The CAZ is an area of mixed uses, many of which contribute 

directly to the national, regional and local economy.  It is this mix of activities and their 
supporting resources which underpins the success of London’s economy. 

CAZ Frontages Mixed use areas usually with a predominant retail function. Appropriate areas for retail 
growth. 

Comparison A1 floor space selling predominantly durable items and not in convenience use. 
Convenience This is based on the classification provided by the unit for Retail Planning Information (URPI) 

set out in URPI brief 99/2.  The classifications are: food, alcoholic drink, tobacco and other 
goods (newspapers and magazines, cleaning materials and matches).  For the purposes of 
this assessment, convenience includes shops selling food or drink (excluding A1 café-type 
uses), newsagents, (including specialist tobacco stores), chemists (including Boots the 
Chemist stores) and post offices. 

Department/ principle 
store 

This includes the main department stores such as John Lewis, Liberty, and Selfridges, as 
well as variety stores such as Marks & Spencer and Virgin Mega-stores. 

District Centre Distributed more widely than Metropolitan and Major centres, they provide convenience 
goods and services for more local communities and accessible by public transport, walking 
and cycling. Typically they contain 10,000-50,000 sqm of retail floor space. Some district 
centres have developed specialist shopping functions. 

Experian GOAD An independent retail data consultancy who provide maps of ground floor uses in shopping 
centres. 

F&B Food and beverage offer, covered by parts A3 (cafe’s/restaurants), A4 (drinking 
establishments) and A5 (take aways) of the use classes order.  

Gross Floorspace Floorspace of buildings on all floors including external walls, half the thickness of parting 
walls and circulation areas.  

Independent store This includes non-convenience stores (see definition above) irrespective of size, that are not 
considered to be specialist retailers (see definition overleaf), that are operated by retailers 
that are not included within national retail chains or groups. 

Major Centre Typically found in inner and some parts of outer London with a borough-wide catchment. 
They generally contain over 50,000sqm of retail floor space and a relatively high proportion 
of comparison goods relative to convenience goods. They may also have significant 
employment, leisure, service and civic functions. 

NPPF National Planning Policy Framework. Central Government’s key, revised guidance document 
driving planning policy in England, which compressed the previous PPS documents and 
other guidance into a single document. It includes key guidance on town centres and health 



checks. 
National retailers This includes all retailers (Class A1 only) that operate within the context of a national retail 

chain or group, such as Next.  A schedule of all national retail multiples can be found in 
Retail Directory of the UK 2002 (Hemming Information).  Specialist shops that are part of a 
retail chain or group, such as Whittards and Thorntons, are classified as national retailers.  
Although there are national chains of food and drink uses and betting shops, such as 
Ladbrokes, these are classified based on the use class (e.g. betting shops as A2 uses) and 
not as national retailers. 

Prestige international 
retailers 

This includes prestigious retailers that operate in more than one country, such as Gucci, 
Gianni Versace, and Giorgio Armani.  It also includes flagship stores that are only found in 
select town centres in Britain.  National airline shops, such as British Airways, have also 
been classified as international retailers. 

Primary Frontages Internationally recognised shopping destinations.  The Primary Frontages defined in 
Westminster’s City Plan - Strategic Policies document are Oxford Street, Regent Street, 
Bond Street and Knightsbridge/Brompton Road.  

Retail floorspace This is all A1, A2, A3, A4, A5 and sui generis floorspace, and vacant floorspace of any of the 
aforementioned categories. 

Shisha Flavoured tobacco smoked through a water pipe or hookah. Smoke free legislation means 
that it cannot be smoked indoors in public places, and is often smoked at tables and chairs 
on the footway and in garden areas. There has been a rapid rise in shisha uses over the past 
five years, and there is concern over issues of health, residential amenity and other issues.  

Specialist independent Similar to an independent store, but this category reflects the quality and specialisation of the 
retailer so that a shopper may make a specific shopping trip to that shop.  For example, The 
Pen Shop on Regent Street or antique shops. 

Sui generis Sui Generis is a term that refers to a use on its own.  Any planning use not falling within a 
specific class within the Use Class Order falls within this category.  Examples of sui generis 
uses in shopping centres are launderettes, mini cab offices, amusement centres and car 
showrooms. 

UDP Unitary Development Plan produced by Westminster City Council, with saved policies 
forming part of the statutory development plan for Westminster.  

Vacancy This category includes vacant street level units, as well as units that are under alteration.  
However, if at any time the survey was completed it was evident who the unit would be 
occupied by, the unit was treated as being occupied. 

Zone A Rent The rental level per square metre achieved on the first six metres of a shop unit. 
 


