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2.23 The Plan strongly supports the role of Birmingham as the Regional Shopping Centre. Opportunities for 
additional specialist retailing will be encouraged in appropriate locations and appropriate new retail 
development or renewal within the city centre will be encouraged. Pipeline schemes including the Bullring and 
Martineau Galleries, are identified as source of substantial increase in retail floorspace. The Plan does not 
envisage 
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2.30 The retail core, bounded by the Bullring, Mailbox, Pavilions, Pallasades, New Street and Corporation Street as 
the prime shopping locations will continue to be supported, and uses that create greater activity throughout 
the day and night will be supported.   

2.31 The masterplan accepts the redevelopment of New Street Station will have a profound impact on the city core. 

BIRMINGHAM VISION FOR MOVEMENT (2010) 

2.32 Birmingham City Council’s Vision for Movement will deliver a well connected, efficient and walkable city 
through improved conne
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2.48 The centre will have an important role in accommodating future growth, and new investment which 
contributes to the aim of achieving a world class city centre will be supported. The council will support the city 
centres role as the primary regional shopping centre, defined by the core retail area. New development should 
make a positive contribution to improving the centres vitality and improve the overall mix of uses where this 
supports the primary shopping function: 

The retail core of the city centre will continue to be focused around the Bullring, New Street, 
Corporation Street, the Mailbox and the Pallasades. Future expansion of the retail core will be 
supported around Martineau Galleries and through the redevelopment of the wholesale markets site 
as part of the Southern Gateway. 

2.49 In addition to this, within the Jewellery Quarter, Digbeth and the Southside area, limited levels of retail 
provision will be supported where these contribute to creating a vibrant mix of uses and active ground floor 
frontages, focussed on a diverse retail offer including independent and niche operators. 

2.50 S
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2.55 The Masterplan will create a ‘sequence of places’ to complete the regeneration of Eastside 
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2.63 The redevelopment of the Bullring refocused the direction of retail in Birmingham Ci
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3 Qualitative Review of Birmingham City Centre 
3.1 This section uses standard healthcheck criteria to review the vitality and viability of the city centre and assess 

the potential impact of future development on the attractiveness and function of the centre.  This analysis 
draws on specialist data sources including Experian Goad, Focus, CoStar, PMA Promis, EGi and Venuescore 
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3.17 Venuescore ranks the extent to which the city centre offer of the major cities dominates a conurbanation’s 
wider retail market.  

3.18 The growing importance of purpose built shopping centres within the leading retail venues is reflected by a 
high proportion of total offer within the Top 20 venues being accounted for by Malls. Mall dominance in 
Birmingham is 57%, highest of the Top 10 ranked centres. The Bullring, Pallasades and Pavilions are important.  

3.19 The Mallscore (ranking of shopping centres, retail parks and outlet centres in the UK) recorded within the 
Venuescore report ranks the Bullring 10

th
 out of the UK’s top 500 shopping centres, with a market position 

index of 135 against the average score of 100. Of the centres which are ranked above the Bullring, only the 
centre, Milton Keynes (8) and Westfield Derby (9) are located within town centres. The higher ranked malls are 
all located outside traditional city centres, where the context of retail development is very different. These 
centres can be more tightly controlled and do not sit within the city centre circuit:  

Table 3.2 Mallscore Top Shopping Venues (2010) 

 

2010 

Rank 

Scheme Town MALLSCORE Market Position Index 

(average = 100) 
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3.21 A number of retail centres in or around the edge of Birmingham's Primary Catchment Area such as Sutton 
Coldfield, Walsall and West Bromwich serve local shopping need, however residents within the PCA are still 
likely to make occasional high-spending trips to the city centre, principally for fashion.  

3.22 The PMA report considers Birmingham is performing well compared to other comparative major cities.  There 
is relatively weak local competition for Birmingham’s position as the key retail destination. Any new retail 
development within the city centre will primarily be to maintain and enhance 
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New Street  

3.31 New Street is the historic retail core of the city centre and until the Bullring development attracted the highest 
rents in the city centre.  New Street links the Bullring to Corporation Street and Victoria Square and provides a 
wide retail offer including Accessorize, BHS and Primark. All of the New Street shopping area is pedestrianised 

3.32 Overall the New Street shopping area has been positively affected by the opening of the Bullring which draws 
shoppers from New Street Station and Corporation Street to create a circuit around the city centre. Part of the 
Bullring development included Attwood House at New Street (below the Rotunda) which provides additional 
retail units occupied by Adidas and Zara. To the west of Corporation Street, New Street is partly pedestrianised 
and provides more traditional shop units and a mix of fashion and food and drink uses.    

Corporation Street  

3.33 Corporation Street as a shopping area is anchored by House of Fraser and features a wide retail offer including 
Urban Outfitters as well as food and drink uses and other retail services, e.g 
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DIVERSITY OF MAIN TOWN CENTRE USES  

3.40 In 2013 the Goad Centre Report estimates approximately 457,965 sq m retail floorspace within the city centre, 
a significant increase since 2001 as a result of Martineau Place (2001), the Bullring (2003), Bullring Link (2004). 
The city centre has a good diversity of uses and representation within each of the retailing sectors.  

Convenience Goods 

3.41 23,281 sq m (68 units) is convenience floorspace, including Sainsburys (Martineau Place and Colmore Row), 
Tesco (Mailbox, Pallasades, Colmore Row and at Corporation Street as part of the Caxtongate development), 
and Waitrose (Colmore Row). There is also a Morrisons store in Upper New Street. Other convenience retail 
provision is provided by Selfridges Foodhall, Marks and Spencer and at the indoor market site to the south of 
the Bullring. 

3.42 The Birmingham Retail Needs Assessment (October 2009) commented on a lower proportion of convenience 
units within the city centre than average; 85 convenience outlets making up 7.54% of the total units, below the 
UK average of 9.06%. The broad spectrum of convenience representation through is good.  

Comparison Goods 

3.43 The Goad Centre Report (2013) identifies 162,060 sq m of comparison retail floorspace within the city centre, 
making up 35% of total retail floorspace. Of 405 individual units, 258 are occupied by multiple retailers.  

3.44 Birmingham has strong representation in all of the four clothing subcategories (footwear and repair, men’s and 
boy’s wear, women’s, girl’s, children’s clothing and general clothing) as would be expected of a major city 
centre. The fashion offer is dominant and the Bullring is regarded as the main focus for upmarket fashion 
retailers. High end luxury retailers and the department stores have strengthened the status of the city centre 
and enhanced the quality of its retail offer.  The city centre achieved an overall MHE fashion rating of ‘upper 
middle’ in 2008, similar to the fashion rating given by Venuescore in 2010.  

3.45 In 2009 the comparison goods sector accounted for 41.84% of the retail and service floorspace in Birmingham, 
falling slightly below the UK average of 45.32% (Birmingham Retail Needs Assessment). There is capacity for 
additional comparison floorspace in the city centre compared to the UK average.   

Service 

3.46 In 2013 retail service uses accounted for 17,540 
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Table 3.3 Diversity of Uses �t Number of Units (ground floor frontage) 

 

 A1 A2 A3 A4 A5 D1 Sui Generis Vacant 

New Street 50 17 6    2 5 

High Street 22 2   1   2 

Corporation Street 25 3 1     7 

Bullring 135 5 19     1 

Pavilions 30  8   1  11 

Martineau Place 20 2 8     11 

Pallasades 39 7 5 1    16 

Primary Shopping Frontage 308 35 46 1 1 1 2 53 
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3.60 The New Street Gateway development will provide an additional 18,691 sq m John Lewis store alongside 3,014 
sq m of other retail within a reconfiguration of the Pallasades Shopping Centre, both set to open in 2014.  

3.61 The BRNA Update 2013 excludes Martineau Galleries Phase 2 as a commitment because of the lack of progress 
bringing the project forward in recent years (planning permission reference 2005/0756 
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3.72 At the end of 2012 agents estimated prime rents in Birmingham at £290 per sq ft Zone A, consistent with levels 
since mid 2010.  

3.73 The 2009 BRNA found high Zone A rents, compared to other strategic centres in the north of England indicating 
strong levels of demand for retail space in the city centre.  The average zone a rent of £325 per sq ft in June 
2008 was the highest of all comparator centres. 

Bullring  

3.74 Top rents within the centre are at the Upper West Mall of the Bullring which have been recorded at £325 sq ft, 
although few transactions provide evidence of these levels being achieved. In 2008 both Henleys and Bank 
signed leases above £300 Zone A at the Upper West Mall (since vacated), but these are reported by PMA as 
being exceptional and at a peak where few attractive units were available. Agents have confirmed these rents 
would no longer be achieved. 

3.75 In 2010 Hollister signed a lease at the Upper Mall East of the Bullring at £290 psf. Lettings to Cos and Swatch on 
Upper East Mall achieved £193 per sq ft Zone A and £160 per sq ft Zone A respectively.  

3.76 At mid 2011, agent sources estimated no change on the 2010 prime rental levels, at £290 per sq ft Zone A and 
reported rents at the Middle Mall of the Bullring to be almost as strong as prime Upper West Mall. However, 
there is no recent transactional evidence to illustrate this.   

3.77 Outside the Bullring there is a distinct retail hierarchy within the centre which is evident in rental levels 
achieved and reported in the PMA 2011 audit.   

�x Agents for the Pavilions 
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3.78 An indication of the performance of locations within the city centre is set out in the table below:  

Table 3.6 Rental Levels and related vacancy rates 

 

Location Rent (£ per sq ft Zone 

A) 2013/latest 

evidence 

Rent % of 

Birmingham�[�•���š�}�‰��
rent (May 2011) 

% vacant units 

Bullring (prime) £290 100% 4% 

Pavilions £275 95% 22% 

High Street £160 55% 7% (BCC survey) 

New Street  £250 86% 6% (BCC survey) 

New Street/Corporation Street £200 68% 7% (BCC survey) 

Corporation Street £100 34% 7% (BCC survey) 

Martineau Place £100 34% 32% 

Source: PMA audit 2013/BCC Survey as Table 3.4 

3.79 Despite a relatively high vacancy rate, rental levels at the Pavilions are recorded as 95% of the prime rental 
value. This is partly explained by agent sentiment as there is a lack of evidence. 

COMMERCIAL YIELDS  

3.80 In Autumn 2012, prime retail yields were quoted by PMA at 5.75%, similar to Spring 2011 and no change from 
the previous year in line with flat yields across the majority of Promis centres, compared to an average outward 
shift of 6 basis points across the Promis centres. 

3.81 The most recent transaction within the city centre retail market was the purchase of Caxtongate Shopping 
Centre Phase 1 in April 2012 by Strathcylde Pension Fund for £34 million, reflecting an initial yield of 6%. Phase 
2 of the scheme had been sold earlier in May 2011 for £16 million reflecting an initial yield of 6.6%. The 
Mailbox was sold in April 2011 for £127.10 million. Several unit shops on High Street have also been sold as 
part of portfolio deals in 2010, including 39-40 High Street as part of a £15.3 million portfolio, and 79-84 High 
Street. A 33% stake in the Bullring was sold by Land Securities in September 2009 for £290 million reflecting an 
initial yield of 6.85%. The Pallasades was sold to Birmingham City Council in March 2009 for £91 million to allow 
for New Street Gateway. 

3.82 The BRNA identified the performance of commercial yields as being a concern. Prime yields in the city centre 
have deteriorated since January 2008, and in July 2008 stood at 5.25%, significantly worse than the comparator 
centres of Nottingham, Glasgow, Manchester and Leeds. 

3.83 The BRNA suggests upheaval caused by the opening of the Bullring and general volatility of the retail sector 
have impacted on yields, but these will stabilise as the centre recovers.  Whilst yields have deteriorated, the 
centre’s popularity has increased.  The Bullring had shown the city centre can perform as well as more 
established centres.  

ACCESSIBILITY  

3.84 Birmingham City Centre is particularly accessible by both car and public transport. Snow Hill, Moor Street and 
New Street Stations provide local and national rail services. The centre is easily accessed by car and there is 
public car parking at the Bullring, Moor Street, Albert Street, Dale Street, Town Hall, Bullring Markets, Snow Hill 
and Navigation Street at the Mailbox. Within the centre pedestrians take priority in much of the shopping 
environment.  
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�x Fred Perry  �x
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FUTURE SHOPPING DESTINATIONS 

4.9 In 2007, the BCSC4 expected shopping places to experience the most significant decade of renewal seen, and 
identified a number of new concepts, including pop-up shops, independent retailers, budget stores (e.g. pound 
shops), multi-channel retailing, social media marketing and shop sharing that would change the role of the 
traditional high street and the retail space  

4.10 Since 2007 a number of these have grown and feature prominently on the high street. Pound shops have 
established a presence within core retail locations which was not evident a number of years ago. Shop sharing 
allows retailers to differentiate their offer, contain shoppers within their stores for multiple purposes and share 
retail space. This has become an option explored by high street as well as independen
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�x Variety and diversity of uses, including residential use – to achieve sustainable development to 
ensure urban design and consumer requirements are met.  

�x Specialist/independent retailing – 
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RETAIL PROPERTY  

4.21 The BCSC identify four key drivers which will shape the future of shopping places5, the search for new 
convenience, difference; social responsibility and for well-being. 

4.22 Where the traditional high street can to provide ‘top-up’ shopping to support internet retailing, this could 
reverse the pattern of decline evident in recent years. Similarly, leisure focus offers an opportunity to use 
property effectively and Spiceal Street at the Bullring seeks to support this.  

4.23 The retail market is highly competitive. The ‘Future o�(�� �Z���š���]�o�� �W�Œ�}�‰���Œ�š�Ç�[��Report is clear about the need for 
dynamic approaches to refreshment, redevelopment and transformation. Shopping places which are unable to 
withstand the pressure will tire and decline. Cities and the major town centres must provide an aesthetically 
rich experience to reinvigorate and strengthen identity.  

4.24 The ‘place’ will be as important as the shopping offer in successful retail locations:  

�ZThe principles of good urban design must sit at the forefront of strategies for renewal and new 
development and differentiation must be a priority in order to achieve destination pull. Adaption in 
shopping places must aspire to greater authenticity and the re-enchantment of place and identity to 
create emotionally responsive and desirable environments�[.  

4.25 Competition within the retail industry is growing. The impact of e-tail, rising costs associated with travel, the 
need for convenience and competition between shopping places have resulted in increasing importance on the 
quality of place and the shopping experience; ‘the key to achieving success is to influence consumer choice of 
destination through providing a high degree of accessibility to and within the shopping destination, to provide a 
more market focused and unique experience, and to engage with consumer needs’.        

4.26 New retail strategies should include ‘experience’ as a tool to draw customers and create an attractive and 
interactive environment and a sense of place to encourage users to spend time and money. Shopping places 
should become differentiated environments which deliver a competitive advantage.  Centres should promote a 
diverse environment which achieves a mix of uses and high quality public realm, and incorporating new 
technology to meet the needs of consumers.  

FOOTFALL 

4.27 Pressure on shopping activity has affected footfall. Colliers International Research using time-series footfall 
data6 reports an 8% fall in high street footfall across the UK since the recession began, which . For the last 
three years (2007/08-2010/11) the decline has been about 10.4% for the UK, and 5.5% for Central London 
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6 Summary  
6.1 The British retail landscape has changed considerably since the first fully enclosed shopping centres were built 

in the 1960’s. Mor
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6.12 Any new quantum should support the existing retail area. The improvement in take up is encouraging and 
should be supported by a considered approach to any new retail space, and giving attention to a public realm 
strategy linked to the Vision for Movement which will assist circulation within the centre.   

6.13 Whilst a review of movements (in and out-movers) in different areas of the city centre illustrates some parts of 
the centre performing better than others, for the most part the market has been active in both directions in 
recent years. The Mailbox, Martineau Place and the Pallasades have seen more retailers vacate space.   

6.14 Venuescore suggests additional low-value retailing could be supported within the city centre to address the 
demographic profile of the local catchment and redress the balance with high-end retailers. The development 
of the Pallasades as part of the New Street Gateway scheme will cause a natural movement of the lower-value 
retailers previously located within this centre to other parts of the city core. Vacant space within Martineau 
Place could support some of these retailers and provide a good location for a new cluster of lower-value 
retailers.       

ACCESSIBILITY 

6.15 Accessibility to the city centre will be improved by the New Street Gateway and providing a clearer link from 
the station to the markets and Southside. The proposed development will complete the existing retail circuit 
which includes the Bullring, Corporation Street, Mailbox, New Street and High Street and provide an additional 
focus for pedestrian movements around the centre, and the use of public transport. It will improve accessibility 
to parts of the centre, such as the markets and Digbeth, which are currently isolated from the city centre core.   

ENVIRONMENTAL QUALITY 

6.16 The city has a good public realm and urban environment which has been improved considerably with the 
Bullring development and pedestrianisation of part of New Street. The redevelopment of New Street Station 
will contribute to this, and improve the impression of the centre for visitors and shoppers. The Pavilions has 
undergone a significant refurbishment program over recent years, providing a higher quality retail area.  

6.17 Parts of the city centre suffer from a much lower quality environment, to which buildings, public realm and 
present uses all contribute. Prior to the New Street Gateway Scheme the Pallasades suffered from a poor 
environment and difficult configuration and attracted only low quality retailers. Priory Square has experienced 
a lack of investment waiting for the Martineau Phase 2 scheme to be delivered and has become an unappealing 
location in need of improvement. Street traders on New Street and High Street add to the activity within the 
core, but should be managed to preserve quality and do not restrict other movement through the centre.  

6.18 The high vacancy rate at Martineau Place means there is no attraction to pull footfall and this has had a 
detrimental impact on the role of this part of the centre in the retail circuit and investment in creating an 
attractive public realm. In other areas buildings are good quality but are becoming outdated for their retail use, 
for example the House of Fraser at Corporation Street which is not configured as a modern retail floor.     

FUTURE RETAIL  

6.19 Trends emerging within the retail sector, including the influence of internet retailing and altered shopping 
patterns, the importance of a supporting leisure function and high quality environments present the 
opportunity to provide a new, responsive focus to the city centre which integrates the retail area with new 
consumer demands.  

6.20 Birmingham is well placed to take advantage of this as it has the vision of the Big City Plan in place to 
strengthen the role of the city core, and equally has investment secured, in the New Street Gateway 
development, to act as a catalyst for further change.  
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6.21 Few retail schemes are being delivered due to the challenging market but those which are emerging highlight 
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6.29 Although there is an outstanding commitment at Martineau Galleries Phase 2 which would provide significant 
additional retail floorspace, this has been discounted from the BRNA Update to reflect ongoing issues of 
delivery. Additionally, the proposed High Speed 2 terminal at Curzon Street will alter the focus of this part of 
the city, and has redefined the vision for the Eastside area of transformation for commercial office and 
education development.  

RETAIL FUNCTION  

6.30 The Bullring altered the function of the city centre and shifted the established retail circuit to incorporate this 
area within the south of the city core. This restructure has changed the function of individual retail locations 
within the retail core and as a result new weaknesses have emerged which were not previously evident. Parts 
of the retail core do not now operate as part of the integrated centre as efficiently as they could. 

6.31 Whilst New Street and High Street remain integral in the retail circuit, Martineau Galleries Phase 2 has lost 
momentum and resulted in a drain on the character of Priory Square and the exclusion of this part of the city 
centre within the retail circuit. Lack of investment here has weakened this part of the centre and caused a 
natural shift away from this as a retail area. This has resulted in a direct impact on the use of northern 
Corporation Street and the northern part of High Street as part of the city core, and higher vacancy rates. 

The Pallasades  

6.32 The Pallasades will be incorporated into New Street Gateway 
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Martineau Place/Priory Square/Martineau Galleries  

6.37 Martineau Place has suffered as a result of the higher quality space provided in the Bullring, and delays in 
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Prime yields 

6.41 Although prime yields are quoted higher than the PMA (2011) comparator centres, attributed in the BRNA to 
the upheaval caused by the opening of the Bullring, recession and general volatility of the retail sector. The 
centre remains popular and PMA expects yields to begin to stabilise as the centre fully recovers. The opening of 
John Lewis and New Street Gateway could have a similar destablising effect for some time, and the future retail 
strategy should consider this. Response: the big city plan has established a vision for the city centre which 
should provide some certainty to stabilise yields. Addressing other performance indicators will drive growth and 
investment.    

Competition  

6.42 The future Venuescore prediction suggests Birmingham could slip a place in the retail ranking to 4
th

 following 
competition from the opening of Trinity Leeds. This highlights the importance of action to maintain 
Birmingham’s position in the top 5 centres. There has been some movement in the venuescore rankings over 
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Retail offer 

6.47 Birmingham should provide for high profile multiple retailers in its role as a regional centre, but needs to also 
address the retail needs of its demographic. Venuescore identifies scope to provide additional low-value retail 
to redress the balance of higher-end retailers present and respond to the local catchment. Response: focus 
retail offer and establish a sense of place which will support the retail function. Improve the quality of the retail 
environment through public realm and creating spaces within the centre which encourage dwell time and 
retail/service/leisure spend. Implementing the Vision for Movement and will improve quality of place will help 
maintain and grow the retail offer and the retail ranking of the city centre against competitors.  

Retail hierarchy 

6.48 The Bullring altered the retail hierarchy and has established a new retail circuit and focus of prime pitch. 
Response: recognise the revised retail circuit and deliver the Vision for Movement and associated improvements 
to the public realm to consolidate this. 

Quality of environment 

6.49 Whilst parts of the city centre perform well, the quality of environment in others has declined significantly or is 
simply outdated. Providing a high quality of environment and sense of place should be a priority, comparable 
to the quality of retail offer in establishing a successful destination where people want to spend time. 
Response: the strategy contained within the Vision for Movement will work to create a connected city core. 
Public spaces should be provided to influence dwell time and increase opportunities to spend time within the 
city centre. City Park at Eastside will go some way to address the provision of green space within the city centre, 
but the core retail area could also be improved consideration to funding this provision is required. Public realm 



 




