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Issue 6 
 
Whether the plan advances a sound retail strategy 
 
The increase in convenience and comparison goods floorspace envisaged by 
the plan is not supported by the evidence base. The figures in the table in 
para.6.48 of the CS are significantly different from those in the Update Retail 
Study of April 2010; and the figures in this latter study are essentially the 
consultant’s assumptions rather than the products of any evidence. The 
consultant states that the present market share of Worthing town centre in 
convenience goods was increased by 270% above the figures suggested by 
the 2005 survey, and the market share of the district and local centres was 
increased by 350%. The final figures were those the consultant considered 
plausible.  The town centre’s market share in comparison goods was 
decreased by an unstated amount. The future increases in sales forecast in 
Scenario 2 of the Update represent what the consultant believes would 
happen if there was a substantial town centre retail development in 
Worthing. The increase in sales is not forecast to be large enough to justify 
such an investment; but if a large new retailer came to Worthing, the 
consultant believes that the town’s market share would increase. 
 
The CS is as clear as can be expected about the contribution of individual 
AoC to the forecast increase in comparison goods floorspace. The uncertainty 
of the whole exercise makes detail and precision impracticable. 
 
The strategy for delivering a new “retail heart” in the town centre is neither 
realistic nor deliverable. This strategy is based on assumptions and hopes, 
not on hard evidence and analysis. It will not happen unless a large retailer 
and a developer both believe that a new store in central Worthing would be 
a profitable investment, and are prepared to invest tens of millions of 
pounds. There is no evidence to suggest that this will happen. The opinion 
of a consultant is unlikely to persuade investors to invest, 
 
The plan will not deliver a coherent strategy for the town centre and sea 
front. The Council should prepare a strategy for retailing based on the 
assumptions that it cannot know what the future will bring, and that the most 
plausible prediction is that little will change. But its strategy should also be 
flexible, so that it can easily adapt to the unexpected; and it should avoid 
detailed controls, such as the division of shopping areas into primary and 
secondary shopping zones. Such detailed regulations are more likely to 
hinder than to help the expansion of retailing. 
 



 


