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EXECUTIVE SUMMARY 

Kenilworth is a small and historic market town located in the centre of Warwickshire. 

Over the past 6 years the town has experienced a large series of business initiatives including 

a £20 million redevelopment and refurbishment investment of Talisman Square, the main 

retail area of the town (Warwickshire Investment Partnership, 2010). In addition, major 

retailers such as Waitrose, Wilkinson and WHSmith have located themselves in the town. As 

a result, Kenilworth Town Centre Partnership has requested the completion of this project 

with the aim of understanding the effect that regeneration has had in Kenilworth and its 

consequence on the level of economic resilience of the town for the period 2006-2011. 

Furthermore, the aim of this project is also to provide recommendations for the future 

direction of the town on the basis of these findings.   

This project has followed a government framework in order to determine the health of 

the town in terms of its vitality and viability i.e. how busy the town is and how easy it is to 

attract investments to the area  (Office of the Deputy Prime Minister, 2005) (Ravencroft, 

2000). On the one hand, this framework is based on a quantitative analysis investigating 

changes in business performance through indicators such as footfall figures, house prices, 

accessibility to the town, crime levels, void properties and business rates. On the other hand, 

this framework has also highlighted the need to assess customers’ and residents’ views and 

perceptions through regular surveys.  Consequently, this project has provided a quantitative 

and a qualitative analysis in order to examine the influences of regeneration in Kenilworth. 

These analyses have been presented through the assessment of historical data of the key 

performance indicators previously mentioned and through a survey investigating independent 

businesses’ perceptions on their experiences.  In turn, findings were interpreted to understand 

the level of economic resilience in Kenilworth; that is, its ability to withstand and respond to 

adverse shocks such as spending cuts or an economic downturn (Experian, 2010).   

The combination of quantitative and qualitative analyses and results has provided some 

evidence to suggest that regeneration has helped Kenilworth become more economically 

resilient.  The analysis of historical data proved that footfall figures have been increasing 

consistently, with a total increase of 44% between 2006 and 2011. In addition, house prices 

have also remained higher compared to England’s average house prices; thus, reinforcing the 

idea that Kenilworth is an affluent and attractive town to live in.  Furthermore, the number of 

visitors to Kenilworth Castle has increased by 20,000 between 2006 and 2011; dwell time in 
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car parking suggested an increase from 1.5 to 3.5 hours between 2008 and 2011 indicating 

that visitors and residents are spending more time in Kenilworth. In addition, business rates 

and vacant properties have remained constant whilst crime statistics appear to be low and 

have been decreasing over time.  

Furthermore, the results of the survey performed on 17 independent shops in town 

complemented the quantitative analysis providing a mixed response on their retail experience. 

Those that experienced an increase in profits mainly belonged to clothes shops, coffee shops 

and beauty salons. Interestingly, 56% of respondents reported an increase in investments in 

their shops in the last few years in order to attract more customers. Those who invested in 

their business argued that for that reason the economic downturn in 2008 did not affect their 

businesses as much as expected. Moreover, their perceptions of Kenilworth highlighted the 

fact that the town was a nice and safe place to do business in. In addition, only shops that 

were located in Talisman Square, upper Warwick Road and Abbey End did not wish to 

relocate whilst shops in areas like the High Street and lower Warwick Road did wish to do so. 

This finding suggested that the benefits of regeneration in terms of increases in footfall 

figures were not homogeneous across the town and that also a better mix of medium size and 

independent shops was desired.  

As a result, this project has recommended four main areas of consideration for the future 

direction of the town. First of all, it is important to establish the appropriate mix of 

independent and medium size chain shops whilst giving careful consideration to the amount 

of chain stores in the town in order to avoid transforming Kenilworth into another clone 

town. In particular, gaps in the market for clothes shops and possibly electronics should be 

considered. Furthermore, the analysis of quantitative and qualitative results on footfall figures 

suggested that the benefits of increases in pedestrian flow have been uneven across the town. 

Areas besides Talisman Square, upper Warwick Road and Abbey End are not benefiting as 

much from the increase on the number of people walking in town. Therefore, integrating the 

town centre using appropriate signalling of different areas beyond those experiencing major 

increases in footfall figures should be considered. For example, by making lower Warwick 

Road more shopper friendly. Another aspect to consider is establishing a clear strategy on the 

branding and marketing of the town. In other words, deciding on the core competencies that 

Kenilworth has to offer to consumers, investors and residents. Finally, promoting the links 

between Kenilworth Castle and the town is essential to encourage visitors to go to town 

through the provision of good transport links and good signalling in order to benefit trade in 
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the town. For instance, ensuring that there is a map of the centre of the town at Kenilworth 

Castle can help remind visitors of other places to go after their visit to the castle.  

Overall, this project has provided a detailed quantitative and qualitative analysis on the 

performance indicators of Kenilworth. The finding of these analyses have provided some 

evidence to suggest that regeneration has had a positive effect on the level of economic 

resilience of Kenilworth since 2006.  
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1 INTRODUCTION 

1.1 BACKGROUND INFORMATION 

Kenilworth is a small and historic market town located in the centre of Warwickshire with a 

population of approximately 24,000 (Office for National Statistics, 2009). The town is widely 

known for the large range of tourist attractions including Kenilworth Castle and the Abbey 

Fields. 

 Over the last 20 years, Kenilworth has experienced several challenges to attract people into 

the town.  One of the key issues facing small market towns has been the strong competition from 

out-of-town retailers and larger towns in the area that are able to offer a greater range of shops 

and services (Thomas & Bromley, 2003). This would include strong competition from 

neighbouring towns such as Coventry, Leamington Spa and Solihull. Furthermore, the recent 

economic recession in 2008 has presented a new challenge to cope with decreasing consumer 

spending throughout the UK. To make matters worse, the average pedestrian flow per week in 

the period 1999-2008 declined by 38% (Strategic Perspectives LLP, 2009).  

Nevertheless, in this adverse economic environment, Kenilworth was able to maintain 

increasing house prices which indicated the prosperous and affluent characteristics of the town. 

During the last few years, a series of business initiatives have been developed in Kenilworth 

including a £20 million re-development and refurbishment of Talisman Square, the main retail 

area of the town. In turn, according to research carried out by Kenilworth Town Centre 

Partnership and the Warwickshire Investment Partnership it has been estimated that for the 

period 2007-2010 there has been an increase of 23% in footfall in Kenilworth (Warwickshire 

Investment Partnership, 2010). This figure could indicate the effect that regeneration has had in 

Kenilworth by creating successful investment opportunities and by leading to a more attractive 

environment for businesses. 

As a result, it has become essential for the Kenilworth Town Centre Partnership (TCP) to 

gain an in-depth understanding of the key drivers behind changes in the development of 

Kenilworth within the past few years for the period 2006-2011. These changes would include the 

launch of a Waitrose supermarket in town, a potential change to a coffee culture and a rapid 

increase in the attractiveness of Kenilworth for business purposes. Therefore, quantitative and 

qualitative analysis would enable the examination of the influences of regeneration through the 

assessment of patterns in historical data and the analysis of businesses’ perceptions on the 
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attractiveness of Kenilworth. As a result, it will also provide a better understanding of 

Kenilworth’s ability to respond to external shocks in the town.  

1.2 AIMS AND OBJECTIVES  

The aim of this project is twofold. On the one hand, this study examines the effect that 

regeneration has had in Kenilworth in recent years since 2006 in order to gain a better 

understanding of the business landscape and its effect on economic resilience. On the other hand, 

this project also aims to generate recommendations on where the future opportunities of 

Kenilworth lie such that sustainable growth in the town can be achieved.  

Consequently, in order to satisfy the aims of this project, several objectives will be pursued. 

First of all, one of the main areas of interests of the TCP is the provision of a thorough 

quantitative analysis to measure and understand the changes in business performance 

experienced in Kenilworth since 2006. Quantitative analysis will be provided based on historical 

data including the analysis of changes in footfall figures, house prices, vacancy rates, population 

statistics, car parking figures, etc. Therefore, the results of the changes in these figures will be 

interpreted to help explain changes in the performance of the town and the effect of regeneration 

for the period 2006-2011. 

Furthermore, in an attempt to provide a more rounded picture of the effect of recent 

developments in Kenilworth, it is appropriate to complement the quantitative analysis with a 

series of interviews/questionnaires to independent shops in order to gather important information 

that might be otherwise overlooked by simply looking at historical data. This analysis would 

enable the TCP to understand and examine the perceptions of independent retailers in 

Kenilworth, highlight trends and collect feedback that might be significant to consider for the 

future direction of the town.  

In addition, since regeneration also involves chain retailers, one of the considerations of this 

project will be to assess the effect that the launch of a Waitrose supermarket has had in 

Kenilworth since its establishment in 2008. Some research on market towns carried out by the 

University of Southampton for example have collected evidence that suggest that supermarkets 

built on town centres generate spill over effects on business trade for independent shops (Hall, 

2010). Therefore, this project will consider the performance of this major supermarket and the 

effect it has had in the town by interviewing the manager of Waitrose in Kenilworth.  
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Finally, this report will discuss the quantitative, qualitative and theoretical and academic 

research in order to propose a vision for the future development and resilience of Kenilworth.  

1.3 THE SCOPE OF THE PROJECT 

This report will only concentrate on quantitative analysis based on available data from 

government departments, council information, tourists’ attractions and further figures from the 

public domain. In terms of the qualitative analysis it will be based on interviews/questionnaires 

conducted to independent shops. Therefore, it is important to note the limitations of the 

qualitative analysis as it will only focus on a small section of the retailers in Kenilworth and will 

only provide indicative results on the general perceptions of independent businesses.  Note that 

the scope of the project does not include major retailers in town that have been established in 

Kenilworth in recent years such as WHSmith, Robert Dyas, Wilkinson, amongst others. Even 

though they also contribute to regeneration there has been a low response rate from major 

retailers on the completion of the survey. Nevertheless, one important interview has been 

conducted with the manager of Waitrose which would in turn enable obtain some indicative 

findings on the business experience of a major retailer in the town.  

1.4 DELIVERABLES 

Kenilworth Town Centre Partnership will receive a copy of this dissertation and a final 

presentation with the key findings of this report.  

1.5 REPORT STRUCTURE  

This report is divided into six main sections. A complete literature review can be found in 

section 2 with a range of topics on the fields of urban studies, economic regeneration and survey 

design. Section 3 specifies the methodology carried out though the study. This section is divided 

into the quantitative and qualitative analysis which establishes the steps taken to examine diverse 

data on performance indicators of a town. The results and analysis of the quantitative and 

qualitative methodology are contained in section 4. In addition, recommendations on the future 

direction of Kenilworth are provided in Section 5 whilst section 6 discusses the strengths and 

weaknesses of the project. Finally, the overall conclusion of this project is contained in section 7.  

. 
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2  LITERATURE REVIEW 

The aim of this section is to present the main theories and research performed on small 

market towns, increasing competition with out-of-town retailers and government initiatives to 

revitalise towns. Furthermore, this section will focus on the links between regeneration and the 

effect on economic resilience in small towns in order to gain a better understanding of the health 

of the town through the concepts of vitality and viability. Finally, given the fact that a 

questionnaire has been carried out to assess the opinions on independent businesses in 

Kenilworth, the literature review on questionnaire design and interview techniques will be 

examined such that an appropriate methodology can be followed in the conduction of the survey 

whilst assessing its validity and limitations.  

2.1 SMALL MARKET TOWNS AND REDEVELOPMENT 

The first part of the literature review will be focused on the key concepts of vitality and 

viability used to define the quality of town centres in the UK. In addition, the changes in the 

retail sector developments for town centres over the last four decades will be discussed. Finally, 

government initiatives to regenerate towns will be examined as well as its impact on the current 

town centres landscape.  

2.1.1 VITALITY AND VIABILITY 

The concepts of vitality and viability of a town are widely used to assess and determine the 

quality and the health of a market town (Ravencroft, 2000). These concepts have been 

extensively used in the literature of urban studies in order to quantify the performance of regions 

in terms of their business performance. According to Jacobs (1961), the term vitality reflects the 

level of activity of the town at different points in times and locations. In turn, viability refers to 

how easy it is for the town to attract investment into the area. Ravencroft (2000), therefore 

suggests that these two terms are heavily related as the level of vitality i.e. how busy a town is, 

determines the attractiveness of future investment i.e. its viability.  Similarly, new investments 

improve the attractiveness of the town leading to more visitors coming to the area.  

Furthermore, it is important to highlight the relevance of these concepts in terms of 

government objectives. In fact, one of the key government objectives for town centres is: 

“.. to promote their vitality and viability by planning for the growth and 
development of existing centres; and promoting and enhancing existing 
centres, by focusing in such centres and encouraging a wide range of 
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services in a good environment accessible to all” (Office of the Deputy 
Prime Minister, 2005, p.5) 

Furthermore, secondary government objectives include the improvement of customer 

choice, supporting efficient, competitive and innovative sectors whilst improving productivity as 

well as the improvement of accessibility by means of transport to existing and new developments 

(Office of the Deputy Prime Minister, 2005). 

As a result, in order to quantify the vitality and viability of a town, different government 

indicators have been established in order to assess the health of a town. These include, analysing 

key indicators such as pedestrian flows, vacancy rates, accessibility to the town, crime, diversity 

of the main town centre uses, house prices, commercial yields on non-domestic property (Office 

of the Deputy Prime Minister, 2005). 

Therefore, in order to assess the vitality and the viability of a town centre it is important to 

follow a range of diverse indicators to measure these two concepts. As suggested by the 

Department of Environment in their Revised Planning Policy Guidance document (1996) as well 

as in an updated version by the Office of the Deputy Prime Minister in 2005, it is possible to 

classify the key indicators of vitality and viability of a town centre. Table 1 provides a brief 

summary of these indicators and their value in the measurement of these concepts. 

Table 1: Measuring Vitality and Viability: Health Checks 

MEASURING VITALITY AND VIABILITY: HEALTH CHECKS 

 Diversity of main town centre uses (by number, type and amount of floor space)  

 Amount of retail, leisure and office floor space in edge-of-centre and out-of-centre locations 

 The potential capacity for growth or change of centres in the networks 

 Retailer representation and intentions to change representation 

 Shopping rents 

 Proportion of vacant street level property 

 Commercial yields on non domestic property  

 Pedestrian Flows i.e. footfall.  Measured by the number and movement of people on the streets, in 
different parts of the centre at different times of the day and evening 

 Accessibility. Ease and convenience of access by a choice of means of travel 

 Customer and resident’s views and behaviours. Measured through regular surveys to assess the 
effectiveness of the town centre 

 Perception of safety and occurrence of crime 

 State of the town centre environmental quality 

Source: Adapted from Office of the Deputy Prime Minister (2005, pp.28-29) 
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2.1.2 THREE WAVES OF RETAIL DECENTRALISATION  

Over the last 40 years there has been a significant change in the retail industry and town 

centres in the United Kingdom. In fact, according to (Fernie, 1997, p.383), there has been a 

“retail revolution”. Since the 1970s the retail sector in the UK has experienced three waves of 

decentralisation from market towns following changes in consumer behaviour and technological 

advances such as the increasing use of cars and internet shopping (Schiller, 1994). The first wave 

of decentralisation took place in the late 1960s/early 1970s as food and related convenience 

retailing such as supermarkets and superstores were built outside city centres (Adams et al., 

2002). The argument was that food shopping got in the way of durable shopping (Schiller, 1994). 

The second wave of decentralisation corresponded to DIY and bulky goods as they required 

large sized stores that were not available in towns (Schiller, 1994). Finally, the third wave of 

decentralisation started in the 1980s and involved out-of-town regional shopping centres or 

comparison shopping (Adams et al., 2002). The process of retail relocation from traditional 

shopping areas in city centres towards out-of-town retail developments accelerated in this period 

(Warnaby et al., 1998).  

As a result, the effect of decentralisation lead to a decline in retail sales in town centres as 

consumers were able to chose from a larger variety of goods and services in out-of-centre 

facilities. Nevertheless, the impact on each particular town depended on the health of the town 

and their ability to cope with the increasing competition from out-of-town retailers (Schiller, 

1994).  

2.1.3 OUT-OF-TOWN SHOPPING AND CLONE TOWNS 

In order to understand the evolution in the retail landscape of market towns over the last 40 

years, it is necessary to observe the major factors influencing consumer behaviour changes and 

businesses performance. According to (Fernie, 1997), the factors influencing retail change are 

mainly consumer-driven. For example, in light of greater mobilisation through greater car 

ownership, further competition and more affluent consumers, retailers needed to adapt to new 

customer needs.  Changes in consumer trends have been significant in the last few decades. 

These changes include the increase in car ownership as consumers are more flexible to travel 

longer distances to out-of-centre facilities (Thomas & Bromley, 2002); (Allport, 2005); (Schiller, 

1994). In addition, the increase in longer working hours by retailers and the concept of the “one-

stop shop” have greatly influenced consumer behaviour and therefore the impact on market 

towns (Allport, 2005, p.2).  
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As a result, it can be argued that these three waves of decentralisation led to increasing 

competitive pressure for market towns. Nevertheless, Thomas & Bromley (2002), argue that 

there is limited evidence on the impact of out-of-town retailing and the expansion of the internet 

on market towns and their future prospects; in particular, in the context of significant 

reinvestment in town centres.  

Nevertheless, one of the main concerns of town centre redevelopment in the UK has been 

the “loss of individuality” of towns as major retailers accommodate smaller branches of their 

shops including chains such as Marks & Spencer (Schiller, 1994, p.46).  In fact, this loss of 

individuality has been one of the main criticisms of redevelopment. As a result, the UK 

government has been investigating new ways of dealing with this problem. For example, a 

government-backed review conducted by retail consultant, Mary Portas, is due in autumn 2011 

with the aim of dealing with the problem of clone towns and empty shops in the UK (BBC, 

2011) . Thus, the findings of this review will provide further evidence and guidance on how to 

deal with empty shops and clone towns.  

2.1.4 THE IMPACT OF SUPERMARKETS IN TOWN CENTRES 

The impact of the establishment of supermarkets in a market town or in the edge of town is 

an important issue to consider. Over the last decade smaller branches of supermarkets have been 

built either in the centre of the town or in the edge of town. The impact and the perceptions of 

these developments on businesses and consumers of a town have been varied. According to 

Professor Wringley of the University of Southampton, the debate on the impact of supermarkets 

in these areas is “highly polarised”; many believe that the spill over effects are beneficial for 

trade in the town whereas others believe that supermarkets can destroy town centres (Hall, 

2010).  

A major study carried out by Wringley et al. (2010) collected data from over 8,000 

consumers and 1,000 traders, between 2007 and 2009, on the impact of large food stores on 

market towns before and after their establishment in the town. This study found out that the new 

supermarkets helped maintain and improve the vitality and viability of the town by increasing 

footfall figures in town and creating an “urban buzz” (Wringley et al., 2010, p.2). Furthermore, 

car usage appeared to have significantly decreased whilst walking by local residents increased on 

their food shopping trips. In contrast to popular belief, traders either took a positive or neutral 

view on the impact of the opening of the supermarket on their businesses. In addition, two-thirds 

of consumers argued that the new supermarkets were beneficial to themselves, local residents 
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and the town centre as opposed to 8% of the consumers interviewed who had a negative view 

(Wringley et al., 2010).  

Another study carried out by the town centre of Great Malvern in the UK between 1999 and 

2002 assessed the effect of a Waitrose supermarket in this town. The finding of the study 

suggests that the opening of the supermarket is perceived as positive by consumers and retailers 

since it has attracted a larger footfall into town. In addition, this study found no significant 

changes in the number of vacant shops since the opening of the supermarket. However, a 

significant increase in the service sector of 17.5% within three years was experienced in the 

town; this includes increases in the number of banking, hairdressing, estate agents and travel 

agents activities. Furthermore, the convenience sector appears to have consolidated as it 

experienced no changes in this period (Civic Trust Regeneration Unit, 2003).  

As a result, Wringley et al. (2010) argue that although public opinion can be divided as to 

whether large food stores are beneficial in a market town, their research suggests that the 

establishment of a supermarket in a town centre or in the edge of town has a positive impact on 

the business landscape of the area.  

2.1.5 THE ROLE OF TOWN CENTRE MANAGEMENT SCHEMES 

In order to sustain and enhance the vitality and viability of a town, the active presence of the 

Town Centre management is essential (Adams et al., 2002). According to Warnaby et al. (1998), 

the development of town centre management schemes (TCM) was the response of central 

government to deal with the impact on the vitality and viability of town centres followed by 

retail decentralisation. Thus, governments have attempted to address the negative impact that 

new forms of retailing have had on small market towns by encouraging new developments and 

stimulating the renewal of town centres (Thomas & Bromley, 2002). 

Warnaby et al. (1998), summarised the role of TCM according to diverse views in the 

literature. Spriddell (1980), highlights their role in the quality improvement of retail in town 

centres; Baldock (1989) stresses the development, management and promotion of the town 

centre in a competitive environment and Wells (1991), focuses on the TCM’s interactions with 

diverse stakeholders and conflicting interests. Therefore, these views emphasise the numerous 

areas of responsibilities encompassed by TCM.  

The Association of Town Centre Management (ATCM, 2011), estimates that there are 

approximately 600 towns and cities in the UK that have implemented management initiatives. 

These initiatives share the “increasing effectiveness in promoting the vitality and viability of a 
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centre and maintaining its key role as the heart of its community”.  As a result, Thomas & 

Bromley (2002) argue that government initiatives to cope with the effect of retail 

decentralisation demonstrate the commitment to maintain smaller centres as the focus of 

community life for small towns. Furthermore, there is a general consensus indicating the 

significant improvements by TCM on the quality and competitiveness of small market towns 

(Jones et al., 2003). 

2.2 ECONOMIC RESILIENCE 

This section of the literature review will examine the term of economic resilience in order to 

gain a better understanding of its meaning and relevance in the description of the performance of 

a town. 

2.2.1 DEFINITIONS AND EVOLUTION OF THE TERM 

Economic resilience can be defined as “the ability of a region to anticipate, prepare for, 

respond to and recover from disturbance” (Foster, 2006, p.4). Furthermore, how sensitive a town 

is to a shock i.e. the degree of resilience to that shock, should also be considered when defining 

economic resilience (Simmie & Martin, 2009).  

 Another aspect to consider is the diversity of economic activities performed in a specific 

town. Some researchers argue that those regions that are more diversified in their economy are 

more likely to resist shocks or cope with them better (Simmie & Martin, 2009). Therefore, it is 

crucial to understand the economic capabilities and strengths of a town in order to predict its 

reaction to adverse external shocks such as an economic recession. For example, a town only 

specialising in tourism as their main source of income can be seriously affected by an economic 

recession in which individuals have less disposable income to spend on leisure. In contrast, if 

that town has more diversified capabilities such as the provision of a highly skilled work force or 

the provision of agricultural products, then the town might be able to resist and cope better with 

a more difficult market environment.  

The development of the concept of economic resilience has been heavily discussed in the 

literature of various disciplines, from economics to geography to ecology and psychology. The 

term resilience has therefore been adjusted to a particular interpretation according to which 

discipline is being investigated. Pendall et al. (2009) argue that resilience is used as a metaphor 

to comprehend social and physical events. Some disciplines in fact provide a framework for the 

analysis of the components of a system where economic resilience can be understood.  
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In order to restrict the multiple definitions of this concept, this analysis will be based on 

economic resilience related to regional resilience of an area, such a small market town, or a 

larger region within a country.  Several possible definitions and themes around this concept will 

be discussed.  

As noted by Simmie and Martin (2009, p.2), the word resilience comes from the Latin root, 

resiliere, which refers to “the ability of a system to recover from and position elastically 

following a disturbance or disruption of some kind”. In turn, its interpretation with respect to an 

economic region can be understood as the “ability of a local socio-economic system to recover 

from a shock of disruption”. Hill et al. (2008), refers to the ability to recover successfully from a 

shock that has either thrown that economy off the path of growth or that has the potential to do 

so. More specifically, according to Briguglio et al. (2006, p.6), economic resilience refers to the 

“ability to recover or adjust to the negative impacts of external economic shocks”.  

However, other areas of consideration when referring to resilience can include the degree of 

resistance of a region to a shock and the nature of the shock (Simmie & Martin, 2009). For 

example, Hill et al. (2008, p.5) argue that a region may experience three possible responses to a 

shock. If the region is able to return or exceed the previous economic growth path, then the 

region can be defined as an economically resilient region. If the region has not deviated from its 

growth path following the shock, then it can be referred to as shock-resistant. Finally, a region 

can be called non-resilient if the economy has deviated from its growth path following the shock. 

Some of these responses to economic shocks can be graphically observed in Figure 1. Based on 

Hill et al. (2008) definitions, figures (a) and (d) portray the successful response to a shock either 

by returning to the previous growth path or exceeding its performance, respectively. In contrast, 

figures (c) and (b) depict the characteristics of a non-resilient economy in which a shock makes 

the regional economy deviate from their original path without being able to return to the original 

level. In part (b), the economy continues with a stable growth rate at a lower level due to the 

effect of the shock, whereas in part (c) the economy growths at an inferior rate than originally 

expected.  
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Figure 1: Responses of a regional economy to a major shock. Source: Simmie & Martin (2009, p.3)  

 

2.2.2 FACTORS INFLUENCING ECONOMIC RESILIENCE 

Resilience can also be understood as a process comprised by longer-term, region-wide and 

short term processes and their interactions (Simmie and Martin, 2009).  

According to Swanstrom (2008), economic resilience can be understood as a process that 

occurs in the private, public and civic (i.e. non-profit) sectors. The private sector focuses on the 

resilience of individuals; the civic sector focuses on the resilience of communities and the public 

sector on the resilience of the society.  On the one hand, the private sector allows motivating 

decision making with respect to changes in technology and consumer preferences whilst the civic 

sector refers to civic networks and the consensus of different stakeholders to provide innovative 

solutions. On the other hand, the public sector provides the framework for the private and civic 

sectors to focus on their roles and adapt to challenges. Swanstrom (2008) argues that each sector 

has a role in the adjustment to shocks and that economic resilience will be negatively affected if 

these sectors get involved in the functions of another sector.  

2.2.3 EXPERIAN RESEARCH 

According to the global information services company Experian (2010, p.3), economic 

resilience refers to “the ability of an area to withstand and respond to shocks in the external 



12 
 

environment”. This information is particularly important to understand the behaviour of local 

areas following economic shocks such as public sector cuts.  

Experian (2010) conducted one of the main studies on economic resilience of different 

regions in England and Wales in 2009. The aim of this research was to provide an understanding 

of the ability of a local area to respond to a shock using indicators that not only included 

economic growth and business strength but also the people, the community and the place 

(Experian, 2009). Therefore, this research led to the construction of a national index to rank 

regions across the UK on the basis of their business performance as well as the characteristics of 

their residents and their place. This research has been particularly important to establish a 

different type of methodology in order to assess how different areas in the UK respond or are 

likely to respond to an economic shock. In addition, it illustrates how using diverse indicators 

can provide a better understanding of the characteristics of a local area. 

Table 2 summarises the main indicators investigated by the Experian research in 2009 in 

terms of business, community, people and place parameters. In turn, based on the responses and 

data collected according to each of these sections an overall ranking has been estimated. 

Table 2: Experian methodology to assess economic resilience 

EXPERIAN METHODOLOGY: ASSESSING ECONOMIC RESILIENCE 

BUSINESS 

Investigates how strong a local business base is 
 Vulnerable sectors 
 Resilient sectors 
 Business start-up 
 Insolvency rate 
 Self employed 

COMMUNITY 

Investigates the characteristics of a community.  
 % vulnerable to declines in disposable income 
 % vulnerable to long-term unemployment 
 Claimant count 
 Social cohesion 

PEOPLE 

Investigates the characteristics of the working age population and their skills 
 Working age population 
 Professionals 
 Low-skilled workers 
 Earnings 

PLACE 

Assesses the quality of the place including the assessment of: 
 Crime rates 
 House prices 
 Green space 

Source: Adapted from (BBC, 2010a) 

Experian (2009) ranked local authorities based on these parameters and determined the most 

and least resilient areas in the England. These rankings were performed at a regional and local 
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authority district level, comprising 12 and 324 areas respectively. Table 3, provides a summary 

ranking of the main findings on economic resilience at a regional level. Furthermore, given that 

this study aims at understanding economic resilience for Kenilworth, the region of the West 

Midlands has been examined in more detail.  

Table 3: Experian Rankings on Economic Resilience 

REGIONAL RANKINGS BY BBC 

REGION 

RESILIENCE IN THE WEST MIDLANDS 

TOP TEN BOTTOM TEN 

1. South 32. Stratford-on-Avon 243. Walsall 

2. London 56. Warwick 246. Hartlepool 

3. West 82. Lichfield 258. Ashfield 

4. South East 88. 
County of 
Herefordshire 

281. Barrow-in-Furness 

5. East 89. Wychavon 292. Redcar and Cleveland 

6. South West 109. Bromsgrove 293. Kingston upon Hull 

7. Yorkshire 112. Malvern Hills 304. Sandwell 

8. East Midlands 113. Solihull 315. Stroke-on-Trent 

9. West Midlands 150. Shropshire 321. Mansfield 

10. East Yorkshire & Lancashire 160. Rugby 322. Middlesbrough 

11. North West     

12. North East & Cumbria     

 Source: (Experian, 2010, pp.8,9) 

As it can be observed from Table 3, the most resilient regions are located in the south of 

England, with the least resilient regions located in the North and in the Midlands. However, it is 

important to note that there is a large level of disparity in terms of economic resilience within 

each region, especially for the region of the West Midlands.   

Stratford-on-Avon and Warwick (District, including Kenilworth) performed relatively well, 

not only within the regional level of the West Midlands but also in the overall national ranking. 

In particular, within the West Midlands, Stratford-on-Avon, Herefordshire County and Warwick 

have the highest levels of business resilience. Furthermore, Warwick and Lichfield have the 

highest levels of people resilience in the region. In particular, Warwick presented the largest and 

best qualified workforce in the region, with the lowest proportion of employees on elementary 

roles (Experian, 2010).  
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These results are important to be considered when assessing the impact on economic 

resilience of an area; especially, taking into consideration characteristics of the community, the 

people and the place i.e. more than just business related parameters.  

2.3 SURVEY METHODOLOGY 

This section of the literature review discusses the survey methodology that is necessary to 

follow in order to construct a survey. Main considerations will be focused on the aim of carrying 

out a survey, key considerations before and after a questionnaire is constructed and finally, ways 

to evaluate results.  

2.3.1 CONSTRUCTING A SURVEY 

A survey can be defined as a way of collecting information in order to describe, compare, or 

explain behaviour, attitude and knowledge (Fink, 1995). It is important to highlight that a 

questionnaire must not only collect the necessary data required for the objectives of the survey 

but must also collect the data in the most accurate way (Brace, 2004). As a result, Brace (2004) 

states that the aim of a questionnaire is to obtain a standardised interview across all respondents 

i.e. that they are asked questions in exactly the same way.  

According to Fink (1995) a sample is representative if important features of the population 

are evenly distributed within the sample. In addition, some level of bias within a sample is likely 

to exist. As a result, in order to deal with it as best as possible it is essential to have specific and 

clear survey objectives, a defined eligibility criteria, justification of the sample size and a 

sufficient response rate.  

Another aspect to consider in the design of a survey is the method used to collect data 

through either interview schedules of mail questionnaires. On the one hand, an interview 

provides greater flexibility in gathering of information. For example, an interviewer can ensure 

that the respondent has understood the question correctly; it can motivate the respondent to keep 

him/her interested and responsive until the end of the interview; it can clarify answers on the 

spot etc.  (Brace, 2004) (Oppenheim, 1966). However, the key issues with an interview situation 

are the fact that the interviewer might influence responses by expressing opinions through the 

tone of their voice or the way a question is read. In addition, the interviewer might also be 

influenced by different respondents e.g. on whether the interview is carried out with more or less 

care depending on the respondent. Further problems with interviews also include the fact that 

they are costly and might take a long time to be conducted (Oppenheim, 1966) . 
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On the other hand, mail questionnaires are cheaper and do not required skilled interviewers. 

In addition, mail questionnaires can be performed on a much larger sample (Oppenheim, 1966).  

However, not having an interviewer means that the questionnaire has to be much simpler than 

the one for an interview as no additional explanations can be asked or clarified (Oppenheim, 

1966).   

2.3.2 QUESTIONNAIRE DESIGN 

Figure 2 summarises the steps required to construct a questionnaire according to Peterson 

(2000).  

 

Figure 2: Questionnaire design. Source: Peterson, (2000, p.14) 
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According to Figure 2, the first task of the questionnaire design should be to review and 

understand need for the questionnaire. In such way it will be possible for the researcher to find 

the most appropriate way to answer the specific question or specific objective of the survey 

(Brace, 2004).   

Secondly, the next step of the questionnaire design will be the design of the research 

questions. One of the crucial aspects of questionnaire design is that questions should be as 

specific as possible (Peterson, 2000). Otherwise, questions can fail to produce accurate 

responses, either because they are too vague, obscure in their meaning or misunderstood due to 

technical or unfamiliar words (Belson, 1981). Peterson (2000) argues that each potential question 

should be considered with respect to three main issues i.e. as to how the answers will be 

analysed, the anticipated information that will be provided and how the resulting information 

will be used.  

In the evaluation of potential research questions it is essential that participants are able to 

understand the questions, that they are able to answer them and that they will answer them 

(Peterson, 2000). There are two perspectives that discuss how questions design should be 

approached; either in terms of absolute or relative understanding (Schwarz, 1999).  The first 

notion refers to participants understanding the literal meaning of the questions whereas the 

second perspective refers to participants having a more pragmatic understanding. In addition, it 

is important to understand whether participants have enough knowledge about the types of 

questions that they are being asked (Peterson, 2000). Finally, another issue to consider is whether 

participants will answer the questions. On occasions some questions might be too sensitive for 

the participant and they might decide not to answer it. Furthermore, if questions require too 

much effort to be answered participants may decide not to provide a response (Peterson, 2000). 

The types of questions that can be asked in a questionnaire will depend on the objectives of 

the survey (Peterson, 2000). The most popular types of questions are open and closed-end 

questions. Open-end questions refer to questions in which the participant is expected to answer 

in their own words as opposed to being given a range of possible answers to choose from. The 

main reasons to use open-end questions include avoiding influencing the participants, obtaining 

information on certain types of variables and monitoring trends over time such that answers can 

be compared over time. In addition, they can be used when the researcher does not know the 

answer/range of answers that the participant might provide and when the open-end question is 

used as a follow-up question (Peterson, 2000). In contrast, closed-end questions are characterised 

by responses which are prespecified by a researcher (Peterson, 2000). For example, this would 
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include dichotomous questions such as whether the participant is either male or female, a “yes” 

or “no” answer; closed-end questions do not require much effort to be answered and can still 

provide meaningful responses. According to Brace (2004) a questionnaire measuring behaviour 

should be mainly focused on closed questions. In turn, open-end questions are more likely to be 

used when attitudes are explored. However, in order to ensure that the participant is involved 

throughout the questionnaire, both types of questions should be included (Brace, 2004). 

In terms of the structure and evaluation of a questionnaire careful attention should be given 

to the order in which questions are asked. Although there is no clear definition on what a good 

questionnaire structure is, there are three key guidelines that can be followed in order to improve 

the quality of a questionnaire. These include, structuring a questionnaire in a way that is easy to 

manage as it will decrease the probability of making mistakes. In addition, the structure of the 

questionnaire is very important to ensure that it is easy to transfer the collected data to another 

form of organisational programme to analyse the results.  Finally, a questionnaire should avoid 

ordering questions in a way in which they can bias the answers of the respondent (Peterson, 

2000). 

These considerations will be important for the construction and design of a survey; in 

particular, to understand its strengths and weaknesses.   
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3 METHODOLOGY  

The methodology for the analysis of the changes in regeneration and economic resilience in 

Kenilworth between 2006 and 2011 will be explained in two main parts. First of all, following 

previous research on the estimations of the vitality and viability of market towns, key parameters 

will be used to estimate the health of the town. This will involve using performance indicators 

such as changes in footfall figures, house prices, business rates and crime statistics. 

In addition, the methodology of this report will also incorporate a qualitative analysis to 

gather information on the views of independent businesses in Kenilworth on the effect that 

redevelopment has had on their business. The aim of the second part of the methodology is to 

complement the quantitative analysis and incorporate further feedback and trends that might 

have been overlooked by assessing only historical figures.  

3.1 QUANTITATIVE ANALYSIS 

Following the methodology used in current research by the Office of the Deputy Prime 

Minister (2005) to assess the vitality and viability of towns, it is possible to examine the health 

and quality of the town of Kenilworth for the period 2006-2010. As mentioned by URBED 

(1994), there are a few key parameters of particular importance to determine the viability and 

vitality of a town. These include pedestrian flows and property yields as primary indicators. In 

addition, secondary indicators incorporate the assessment of vacancy rates, parking figures, 

visitor figures from tourist attractions and crime statistics. Note that further analysis of the 

vitality and viability of the town will be explored in the second part of this section using a survey 

targeted at independent shops to complement the results of these figures.  

3.1.1 DATA COLLECTION 

Data has been collected from several sources including a range of government departments 

such as the Office for National Statistics, Warwick District Council and Pedestrian Market 

Research Services (PMRS). Table 4 below shows a summary list of parameters that will be 

analysed and their corresponding sources to ensure the validity of the data.  
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Table 4: Data collection sources and details 

PARAMETERS SOURCE DETAILS 

Footfall  Pedestrian Market Research Survey  Provided for Kenilworth  

House Prices 
Communities and Local Government 
Department 

Provided at a Local Authority level 

Business Rates Warwick District Council Provided for Kenilworth  

Castle Visitors Kenilworth Castle Kenilworth Castle’ Statistics 

Demography Office for National Statistics 
Provided at a Ward Level – combination 
Abbey, Park Hill and St. John’s Wards 

Crime  Warwickshire County Council 
Total number of crimes recorded. Includes 
incidents and crime offences. 

Car Parking Kenilworth Town Centre Partnership Kenilworth car parking statistics 

Employment Office for National Statistics Provided at a Local Authority Level 

Businesses’ feedback 
Interviews to owners/managers of 
independent shops  

See Section 3.2 and 4.2 

It is important to highlight that the division of the town of Kenilworth in three wards 

possess further complexity in the analysis of data. Map 1 shows ward boundaries in blue and the 

urban area boundary of Kenilworth in red. Note that Kenilworth corresponds to wards of Park 

Hill, St John’s and Abbey Ward. Therefore, in some occasions it has been necessary to collect 

data on these three wards to provide the overall figures for Kenilworth. However, for some 

statistics it has not been possible to obtain data at a ward level and therefore results had to be 

investigated at a Local Authority level. As shown in Map 2, Kenilworth corresponds to the Local 

Authority of Warwick1.   

 

 

  

                                                 

1 Note that Map 1 and Map 2 have been directly provided by the Office for National Statistics Population Estimate 
Unit 

Map 2: Kenilworth at Local Authority Level.Map 1: Kenilworth at Ward Level 
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3.1.2 KEY PARAMETERS TO MEASURE VITALITY AND VIABILITY 

The assessment of performance indicators in Kenilworth will be based on the indicators 

suggested by the Office of the Deputy Prime Minister (2005) as previously discussed in the 

literature review chapter.   

3.1.2.1 House Prices 

Changes in house prices provide a further measure to understand the characteristics of the 

town of Kenilworth. House prices can be used as an indicator to understand the level of wealth 

of the town and also used to infer expectations from the population of the area. In other words, 

higher levels of house prices in a town compared with the national average can indicate higher 

living standards, a sense of community towards the town in order to maintain its value and the 

quality of the area. In addition, they can reflect the interest of people to locate in Kenilworth. 

3.1.2.2 Footfall figures 

Understanding the performance of footfall figures is essential to assess the vitality and 

viability of a town centre. The volume of people on the street at different points during the day 

indicate the number of people available to go into shops, restaurants and other businesses in 

town (Office of the Deputy Prime Minister, 2005). 

Footfall figures have been collected for the period 2006-2007 to 2010-2011 based on the 

data provided by the Pedestrian Market Research Services (PMRS) report for this period. The 

figures collected by PMRS estimate pedestrians passing through 21 different times and locations 

in Kenilworth as shown in Appendix I, Map 3 (PMRS, 2011a). 

Furthermore, footfall figures provide estimates of the total number of pedestrians passing in 

each location in town between 10.00am – 5.00pm on Friday and Saturday and for the entire 

week (Monday to Saturday). Samples for Friday and Saturday are grossed up by a factor of 1.5 

in order to account for the fact that on each of these days pedestrian flow was counted for a total 

of 24 minutes out of 6 possible hours. In turn, figures for the whole week are estimated as the 

figures for Friday and Saturday grossed up by a factor of 2.353 to account for the days of 

Monday – Thursday that were not previously considered. Furthermore, it is important to note 

that pedestrian flow is counted as the number of pedestrians passing through each location in 

both directions, except for children under the age of eight, vagrants, post-persons, traffic 

wardens, police officers and delivery staff (PMRS, 2011b)  

It is important to mention the limitations of this data. Note that footfall figures are only 

calculated for the main centre of Kenilworth including Warwick Road and Talisman Square as 
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shown in Appendix I, Map 3. As a result, the analysis of these figures will only be restricted to 

the main retail area of the town centre.  

3.1.2.3 Car Parking 

The analysis of car parking figures will enable part of the examination of the accessibility to 

the town which in turn will provide further evidence on the vitality and viability of Kenilworth.  

This information collected for car parking figures is based on a range of measurements and 

indicators of car parking performance. For example, the data obtained provides information on 

the 15 minutes free car parking in town, the average dwell time per car, ticket sales for 4 hours or 

less, to mention a few. Therefore, the analysis of the trends in the period 2006-2011 can also 

help validate overall trends with potential increases in footfall figures throughout Kenilworth. 

Furthermore, accessibility to a town can also be measured in terms of public transport. For 

the case of Kenilworth, views on the availability and access to the town through this route will 

be examined in the analysis of the qualitative methodology through a questionnaire conducted to 

businesses in town as explained in section 3.2.  

3.1.2.4 Kenilworth Castle visitors statistics  

Collecting and analysing information on the number of people visiting the castle can be 

indicative of the vitality of the town. Ultimately, Kenilworth Castle is one of the key attractions 

drawing visitors to the town. Therefore, investigating the trends in visitors’ numbers can also 

shed light in the number of people walking in the centre of Kenilworth.  It is important to 

mention that although there is no data available measuring to what extent visitors to the castle 

also visit the town centre, it can be reasonable to assume that some of the visitors of the castle 

will also visit the town. As a result, the greater the number of people visiting the castle, the 

greater the probability that more people will in turn visit the town.  

3.1.2.5 Business Rates and Void Properties 

Business rates can be indicative of the viability of the town that draws further investment 

into the area as they represent the costs of non-domestic premises whose aim is to make profit.  

Void properties in turn, refer to vacant premises for business purposes. The greater the 

number of vacant properties the less attractive the business environment is. More shops in town 

represent more business and signal the vitality of the town as business is profitable.  
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3.1.2.6 Population demographics 

The examination of the demographics of the population is also another important aspect to 

consider. Potentially, a change in the structure of the population, with a strong change in the 

composition of males/females and of age groups could help explain changes in consumer 

behaviour. For example, if there are larger groups of young people in the town then it is likely to 

expect more demand for certain types of leisure facilities and shops that accommodate the needs 

of this sector such as pubs and clubs.  

For these reasons, the population structure of Kenilworth will be examined by gender and by 

age band in order to establish the current state of the population and whether there has been a 

change in the composition of the population since 2006 that can help explain changes in the 

performance of the town. 

3.1.2.7 Employment Statistics 

The characteristics of the working population of an area are essential to understand its level 

of economic resilience. As previously mentioned, Experian (2010) ranked local authorities 

according to their level of economic resilience. In particular, this research found that Warwick 

local authority was one of the most resilient areas due to its highly qualified workforce and the 

very low proportion of employees working on elementary roles.   

Consequently, employment and unemployment statistics will be examined in comparison to 

regional and national levels in order to compare the relative performance of Kenilworth.  

3.1.2.8 Crime 

As noted in the Planning Policy Statement 6 (Office of the Deputy Prime Minister, 2005), 

the perceptions of safety and the occurrence of crime also form part of a key parameter to 

measure the vitality and viability of a town such that the health of a town can be assessed. 

3.2 QUALITATIVE ANALYSIS 

This section investigates businesses’ perceptions on the effect of regeneration in Kenilworth 

though the conduction of interviews to the owners or managers of independent shops in town 

during the months of June and July, 2011. Given that this project’s aim is to understand the 

effect of regeneration on Kenilworth and its implications on economic resilience, the population 

target for these questionnaire/interviews has been independent shops. The aim of this 

methodology is to complement the quantitative analysis provided in the previous section of the 

methodology such that further feedback can be obtained from independent shops in Kenilworth. 
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Furthermore, as already discussed in the literature review section, government guidance on how 

to assess the vitality and viability of a town encourages the completion of surveys to understand 

the views of residents and consumers. In this particular instance, understanding the views of 

independent businesses will be very helpful and beneficial for the assessment of the level of 

economic resilience of Kenilworth, especially in light of the economic crisis in 2008 and the 

establishment of Waitrose supermarket in the town centre.  

In addition, an interview with the manager of Waitrose supermarket will also be conducted 

in order to gain further information on the experiences of this major retailer operating in the 

town. In fact, the establishment of Waitrose has been perceived by many as a key factor in the 

redevelopment of Kenilworth, significantly influencing the increase in pedestrian flow in town. 

Therefore, an interview with a representative of Waitrose can provide an insight into the 

perceptions of a larger retailer in Kenilworth.  

3.2.1 QUESTIONNAIRE DESIGN 

The aim of the questionnaire design is to establish the clear steps that need to be followed in 

the planning of the questionnaire such that the results can be easily interpreted. As previously 

mentioned in the literature review, this process will require establishing the type of survey to be 

carried out, setting the goals of the questionnaire, determining the sample selection to be 

analysed, the design of the questions and analysis of results.   

3.2.1.1 Goals of the questionnaire 

The aim of conducting this questionnaire is twofold. First of all, the aim of this 

questionnaire is to understand the changes in business performance experienced by business in 

Kenilworth in the past 6 years and understand the impact that regeneration in the town has had 

on their business performance. Secondly, the aim of this questionnaire is to obtain feedback from 

independent businesses on the future direction of Kenilworth.  

Therefore, questions in this survey will investigate changes in consumer behaviour, the 

effect of the current economic environment on business performance, businesses’ perceptions on 

the effect that regeneration has had in Kenilworth and their recommendations on further 

developments that they would like to see in the town. Consequently, the results of the survey will 

provide further evidence for the assessment of the vitality and viability. 

3.2.1.2 Survey Methodology 

For the purpose of this project, an interview survey approach will be used in order to engage 

as much as possible with the respondents. Given that the aim of this survey to obtaining feedback 
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on their business performance and their recommendations for the future, an interview method 

with open-ended question might provide a more useful approach to deal with on-the-spot 

questions and answers such that more detailed data can be collected.   

3.2.1.3 Sample selection 

In order to conduct the interviews with independent businesses in town, a letter of invitation 

by the Manager of Kenilworth TCP was sent on 9th June, 2010 to over 200 businesses in town. 

Please see Appendix II, section 10.1, to see the letter of invitation to take part in the survey.  

This survey has been targeted at independent shops in Kenilworth in order to gather 

feedback from the business sector in the town. Ultimately, the aim of regeneration is to further 

develop the facilities of the town in order to improve the quality of life of residents, provide 

more diversity and attract new businesses to obtain further investment opportunities and 

encourage sustainable growth. Through the assessment of the performance of the current 

businesses in Kenilworth it will be possible to examine another parameter that helps determine 

the vitality and viability of the town. 

3.2.1.4 Questionnaire 

The questions of the survey can be found in Appendix II, section 10.2. The aim of this 

survey was to keep it short and simple in order not to discourage the interviewee and to get 

truthful responses. The questionnaire started with a short introduction in order to specify to the 

interviewee what the aim of the survey was.  

The questionnaire contains 12 questions. Each question has been carefully designed to 

gather relevant information in order to meet the goals of the survey.  

The first two questions provide information regarding the nature of the business being 

interviewed. This information will be useful to know in order to compare the main characteristics 

of the businesses being interviewed and potentially spot whether there was any bias present from 

the sample size selection. In addition, understanding the nature of the business interviewed is 

important to assess whether a large range of industries is being considered. In other words, if 

most businesses correspond to an industry, say hairdressers, then the robustness of the results 

would be limited.  

The third question is aimed at collecting information to validate changes in footfall figures 

from the quantitative section and to gather information on any changes in their business 

experience and factors that might have influenced it i.e. rent prices, costs of employees, transport 

links. In turn, question 4 expands on question 3 and aims to understand the key drivers within 
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Kenilworth that have led to changes in their business performance. Note that this is an open-

ended question in order not to influence the interviewees’ answer.  

Questions 6 and 7 investigate the consequences of the adverse economic climate on 

businesses’ performance. In particular, question 7 examines whether the introduction of a 

Waitrose supermarket in town and the expansion of a coffee-shop culture and national retailers 

in town have affect their business performance in any way. In addition, question 8 further 

explores the future worries of these businesses. The aim of these questions is to understand the 

effect that regeneration has had on their businesses in the context of a difficult economic 

environment. 

Finally, the last two question look into the changes that businesses would like to see in the 

future in Kenilworth and into the reasons why Kenilworth provides good location for their 

business. The answers to these questions will be useful to carry on building on the strengths of 

the town and to consider other areas that could be pursued by the town in order to improve its 

prominence.  

3.2.1.5 Questionnaire with the manager of Waitrose 

The interview with the manager of Waitrose will be based on the previous questionnaire 

design. Furthermore, it will include two more questions to assess the relationships established 

between Waitrose and independent shops and the likely impact of the proposed establishment of 

another Waitrose branch in Leamington Spa.  Please see Appendix II, section 10.3, for further 

details.  

 

 

 

 

  



26 
 

4 ANALYSIS AND RESULTS 

4.1 QUANTITATIVE ANALYSIS 

The results and analysis of the key performance indicators will be discussed one by one in 

order to examine the effect of regeneration on economic resilience in Kenilworth. 

4.1.1 HOUSE PRICES 

House prices are examined at a Local Authority Level due to limitations with data 

availability. In order to assess the changes in house prices, the Local Authority of Warwick is 

analysed relative to the average English house prices, in particular for the period 2006-2010.  

 

Graph 1: House Price Comparison. Source: Communities and Local Government (2010) 

As it can be observed from Graph 1 house prices in Warwick have been greater than the 

English average since at least 1996, including the period 2006 to 2010. In addition, between 

2008 and 2009, Graph 1 suggests that house prices for Warwick were converging to England’s 

average. However, house prices for Warwick appear to be diverging again to a higher relative 

level since 2009. This period coincides with the economic recession and turmoil in the house 

market sector suggesting a greater negative change in Warwick compared to England and a 

greater positive impact in house price changes in the post-recession period. 

Since 2008, house prices in Warwick have been more severely affected than house prices in 

England. In fact, in 2009, after the recession kicked in 2008, the decline in house prices in 

Warwick was approximately 5% larger that the decline in England. A possible explanation for 

this is that in a recession people are more concerned about their future prospects i.e. job security 
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and disposable income. As a result, they are less likely to spend more money in luxurious goods. 

In the case of Kenilworth, one could argue that the town is similar to a luxurious good since it is 

a very prosperous town. Therefore, in an economic downturn people might be less likely to 

spend extra money in a nicer house in a better town. Consequently, this lack of demand would 

bring the prices down reflecting the decline in house prices for the period of 2008-2009.  

Alternatively, it could also be that there was a lot of uncertainty in the market for this period and 

that results were biased due to some people being forced to sell their property as they could not 

wait for the market to recover; thus being obliged to accept a lower offer and generating the 

declining trend in house prices depicted in Graph 1.  

On the other hand, when market confidence recovered, demand and supply can be argued to 

have returned to equilibrium. As a result, house prices sharply increased back to their previous 

level. It is difficult to argue whether the increase in house prices was a consequence of further 

redevelopments in the town that improved its quality leading to an increase in demand. 

Nevertheless, following the recession it appears to be clear that house prices have returned back 

to their original level.  

4.1.2 FOOTFALL FIGURES 

Map 3 in Appendix I shows the areas in Kenilworth for which footfall figures are available. 

As it can be observed from Map 3, the main areas correspond to different points across Warwick 

Road, The Square, Talisman Square and Station Road.  

 

Graph 2: Average Pedestrian Flow 2006-2011. Source: PMRS  (2007) (2008) (2009) (2010) (2011b) 
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As it can be observed form Graph 2, overall footfall figures have been increasing 

consistently for the period 2007-2010.  In fact, there has been a total increase of 44% for this 

period. However, it is important to consider the fact that for the period 1999-2008 there was a 

significant fall in footfall figures of 38% (Strategic Perspectives LLP, 2009). Consequently, it is 

clear that Kenilworth has been significantly improving its vitality in terms of pedestrian flow in 

the past 6 years, overcoming the previous decline between 1999 and 2008. This continuous 

increasing trend could possibly be a response to regeneration in town.  

In addition, in order to gain a better understanding of the changes in pedestrian flow in 

Kenilworth, figures have been analysed according to different areas within the town using Map 

4. For the purpose of the analysis of footfall figures, six different areas within the town will be 

investigated. These are the Abbey End, The Square, Station Road, Talisman Square and upper 

and lower Warwick Road. Note that upper Warwick Road includes pedestrian sites between 7 

and 20 Warwick Road; in turn, lower Warwick Road includes pedestrian sites from 46 Warwick 

Road onwards.  

 
Map 4: Kenilworth’ town centre – street detail. Source: Updated from (Huh, 2009, p.98) 

Graph 3 shows the average pedestrian flow by area. Furthermore, average pedestrian flows 

have been included in this graph in order to compare the performance of the different sites in 

which footfall figures are counted. As it can be observed, The Square, Talisman Square and 

upper Warwick Road have experienced an average pedestrian flow greater than the total average 

for Kenilworth. In addition, footfall performance has increased consistently year on year for the 

Square and for upper Warwick Road. In turn, Talisman Square seems to have achieved an 

average performance until 2010 but a significant increase above this average since 2010, 

compared with the rest of Kenilworth. In contrast, Abbey End, Station Road and lower Warwick 

Road have performed lower than average. However, Abbey End has continuously increased their 
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average pedestrian flow by more than double between 2007 and 2011. As for lower Warwick 

Road, footfall figures in 2010 were 11% lower than in 2007; however, since 2010 increases in 

footfall figures for this area appear to be increasing more significantly, surpassing the previous 

level in 2007. In turn for Station Road, although footfall figures were 52% greater in 2011 than 

in 2007, these figures were still 20% lower in 2011 with respect to 2009.  

With respect to figures for 2011, footfall figures increased throughout Kenilworth, with 

Talisman Square experiencing the largest increase. This overall trend shows a very positive 

picture on the vitality of the town suggesting that even lower Warwick Road and Station Road 

are starting to benefit more from footfall increases.  

 
Graph 3: Pedestrian Flow by Area. Source: PMRS  (2007) (2008) (2009) (2010) (2011b)   

Consequently, the analysis of pedestrian flow figures in Kenilworth provides evidence of 
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flow.  
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Station Road in incoming years.  In turn, it is possible that the impact of Waitrose on footfall has 
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4.1.3 ACCESSIBILITY TO KENILWORTH 

As previously mentioned another factor to consider in the assessment of the vitality and 

viability of a town is the accessibility. In the case of Kenilworth, this parameter will be examined 

on the basis of car parking figures provided by Kenilworth Town Centre Partnership. Car 

parking figures will be analysed in particular given that travel to the town centre by car appears 

to be the most popular form of transport. According to Strategic Perspectives LLP (2009), 62% 

of people travel to Kenilworth by car, whilst 24% walk and 13% travel by bus. 

Graph 4 depicts the average dwell time per car, 15 minute free only tickets, tickets including 

the free 15 minutes and ticket sales for 4 hours or less. As it can be observed for the period 2008-

2011, the average dwell time per car has increased significantly from 1.5 in 2008 to 3.5 hours in 

2011. These figures indicate that people that come to Kenilworth by car spend a substantial 

amount of time in town. Consequently, it could be argued that the increase in car parking dwell 

times might have had an increase in pedestrian flow in the town. Again, the increase in dwell 

time could possibly suggest a positive effect of regeneration in Kenilworth as people are 

spending more time in town, leading to a larger pedestrian flow and more demand for services in 

Kenilworth.  

 
Graph 4: Car parking statistics.  
Source: Kenilworth Town Centre Partnership, personal communication, 15th July, 2011  
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visiting this tourist attraction can shed light into the number of tourists that visit the centre of 

Kenilworth after visiting the castle. Although there is no definite evidence that can quantify the 

number of visitors to the castle that subsequently visit the town, it is possible to expect that the 

larger the number of visitors, the greater the probability of increasing pedestrian flow in 

Kenilworth as some people will be expected to explore the centre of the town. As such, the 

benefits of the castle can contribute to the vitality of Kenilworth.  

Graph 5 shows the number of visitors to Kenilworth Castle for the period 2006-2011. As it 

can be observed from this graph, there is an overall upward trend in the number of people going 

to visit the castle. It is important to highlight the fact that in recent years a large amount of 

investments have been allocated to redeveloping the castle. Therefore, this can explain the large 

increase of visitors of around 40% between 2009 and 2010.  

 
Graph 5: Number of visitors to Kenilworth Castle.  
Source: Kenilworth Town Centre Partnership, personal communication,18th August, 2011  
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Table 5: Business Rates and Void Properties 

 2006 2007 2008 2009 2010 2011 

Number of Void 
Properties 

58 46 38 50 37 56 

Average Business 
Rates 

£17,065 £16,056 £14,230 £17,593 £18,096 £18,302 

Source: Kenilworth Town Centre Partnership, personal communication, 9th August, 2011  

As it can be observed from Table 5, average business rates oscillate between £16,000 and 

£18,000 except for the big dip in 2008. This significant fall coincides with the closure of 

Woolworths shop. As business rates are associated with the value at which the property can be 

rented, it can be expected that the higher the business rates, the higher the number of void 

properties. However, in 2006 average business rates were £17,065 and void properties accounted 

for 58 premises; in contrast, in 2010, business rates were £1031 higher but void properties were 

lower, with 21 properties less being vacant. This change could be explained by the fact that 

business in Kenilworth has increased, with a greater pedestrian flow level and the recovery of 

house prices in the area. Thus, making the town a profitable place for business in which average 

business rates have been influenced by a greater demand to open shops. However, it could also 

be significantly influenced by the amount of charities in the town that are exempted from 

business rates. Thus, reducing void properties figures but not influencing the average business 

rate.  

For these reasons it is crucial to further investigate the retail mix of Kenilworth. These 

figures could be indicating that there are more vacant shops for those premises that previously 

allocated independent shops which could not cope with the increases in business rates, for 

example. In addition, given that void properties refer to all business property in Kenilworth 

irrespective of location or floor, it would be beneficial to understand where these vacant 

properties are located. This could provide further insights into the underlying causes of the 

relatively high increase in void properties in 2011.  

4.1.6 DEMOGRAPHICS 

Analysing the changes in the demography of the population of Kenilworth can provide 

another indicator to establish potential changes in consumer behaviour, and therefore the effect 

of regeneration on economic resilience.  
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Graph 6 shows the changes in the composition of the population by gender since 20062. As 

it can be observed, the population is roughly divided by 50% of women and 50% of men. 

Furthermore, the growth of the population has been very slow suggesting that there is not a 

significant increase in the number of people living in Kenilworth that could have led to a change 

or a further increase in the demands for goods and services.  

 In addition, Graph 7 allows the asssessment of the composition of the popualtion 

according to different age categories. Note that this graph shows figures at a Local Authority 

level. As it can be observed from Graph 3, the changes through time since 2006 in regards to 

different age groups has remained fairly constant. It is important to highlight the predominance 

                                                 

2 Note that this information has been requested directly from the ONS Population Estimate Unit at a ward level. 
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of the age groups of 50 to 64 and of 65 ad over. These two groups together account for a larger 

proportion of the population compared to the 25 to 49 age group. In fact when considering the 

population of over 16 years old for 2009, 9,835 people belong to the age band 16-49 and 10,023 

to the age bank 50 or over i.e. 41% and 42%, respectively.   

These figures highlight the notion of the characteristics of a rather ageing population in 

Kenilworth. Furthermore, Graph 8 reinforces this idea by illustrating age groups by gender in 

terms of a population pyramid. Again, it is clear that the population of Kenilworth is 

predominantely  older, with very low levels of children (0-15) and young people (16-24). In fact, 

the older generation (65 and over) is slightly greater than the number of children living in 

Kenilworth.  

 
 Graph 8: Population Pyramid. Source: Office for National Statistics  (2006) (2007) (2008) (2009) 

4.1.7 EMPLOYMENT STATISTICS 

Employment statistics can be very helpful to understand the composition of the working 

population of a town and it can also help understand the level of economic resilience.  

Table 6 summarises the labour supply statistics for the Local Authority of Warwick. As it 

can be seen from Table 6, the number of people in employment is the same as the average in 

Great Britain and 2.8% higher than in the West Midlands. Furthermore, the level of 

unemployment in Warwick is considerably lower than the UK average; 5.4% compared to 7.7%, 

respectively.  
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Table 6: Labour Force characteristics  

EMPLOYMENT AND UNEMPLOYMENT – JANUARY 2010 TO DECEMBER 2010 

All people 
Warwick 
(number) 

Warwick 
(%) 

West Midlands 
(%) 

Great 
Britain 

Economically active 73,400 74 74.2 76.2 

In employment 69,900 70.3 67.5 70.3 

Employees 62,600 63.6 58.9 60.8 

Self employed 6,900 6.7 8.1 9.1 

Unemployed 4,000 5.4 8.8 7.7 

Source: Office for National Statistics (2010) 

Although these figures are indicative of the characteristics of the labour supply in 

Kenilworth, it has not been possible to obtain a detailed level of employment characteristics for 

the town.  

Nevertheless, it is important to describe other aspects of the characteristics of the labour 

supply in Kenilworth. Given the location of the town, access to other towns such as Coventry, 

Leamington Spa and Solihull, is relatively easy. Therefore, it can be argued that given the 

diversity of sources of employment for those who live in Kenilworth, the town is more resilient 

compared to others when there is a slowdown in the country’s economy. If most people work 

outside the town, and it is assumed that people work in different industries, then when one part 

of the economy is negatively affected, it does not mean that a significant part of the labour force 

of Kenilworth is affected too. Therefore, it can be argued that the town is still a nice place to live 

in and no single considerable change in the labour market can affect the whole community. 

Furthermore, the fact that there are no big employers in Kenilworth can help explain the fact that 

the town is more resilient to adverse economic situations given the fact that employment is 

dispersed across different towns and industries.  In fact, previous research by Experian (BBC, 

2010b) suggested that the local authority of Warwick is characterised by a workforce with 

skilled jobs and a small proportion of jobs that are vulnerable.  

Consequently, the parameter of employment can be a very influential aspect of the overall 

performance of the economy in Kenilworth and an important determinant of the level of 

resilience of the town following a shock such as a recession or a spending cut. However, due to 

data limitations is has proved difficult to quantify the diverse sources of employment in the 

town.  
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4.1.8 CRIME 

Figures provided by Warwickshire County Council show the total number of recorded crime 

and anti-social behaviour for the period 2007-2011 for Kenilworth.  

As it can be observed from Graph 9, the trends for both crime and anti-social behaviour have 

been declining since 2007. For the period 2007-2011 crime and antisocial behaviour have fallen 

by 20% and 30%, respectively.  

Furthermore, it is important to consider that total recorded crime consists of a series of 

offences including domestic burglary, violent crime and vehicle crime to mention a few. Graph 

10 shows crime statistics according to type of offence. Burglaries appear to remain fairly 

constant over time, with approximately 50 cases per year. In turn, violent crime, vehicle crime 

and criminal damage have all declined over time, with other offences increasing instead.  

The influence of crime in a community is crucial to determine the vitality and viability of a 

town. Intuitively, safer communities will attract more investment and lead to a better standard of 

living for their residents.  

In addition, according to independent shops interviewed later on in the qualitative analysis 

of this project, their perceptions suggest that the low crime rates in the town make Kenilworth a 

good place for business i.e. that Kenilworth is perceived as a safe town. Therefore, the 

combination of these comments by independent shops together with the decrease in crime levels 

could be an indicator contributing to the vitality and viability of the town in terms of crime.  

Graph 9: Crime and Anti-Social Behaviour statistics. 
Source: (Warwickshire Police, 2011)             

Graph 10: Crime by type of Offence.                           
Source: (Warwickshire Police, 2011)             
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4.2 QUALITATIVE ANALYSIS 

This section will investigate the overall results obtained from the survey conducted with 

independent businesses in Kenilworth and the results obtained from the survey conducted to the 

manager of Waitrose. The first sets of interviews will provide feedback on the issues currently 

affecting independent retailers in town and their perceptions on the effect that regeneration has 

had in Kenilworth. On the other hand, the second interview will complement the perceptions on 

the effect of regeneration from the point of view of one of the main retailers in town.  

4.2.1 SAMPLE SIZE CHARACTERISTICS 

The sample size of this survey is approximately calculated to be of about 5%. The key issue 

with this low response rate is not only the small sample size and therefore how representative it 

is from the whole population but most importantly the possibility of bias. In other words, as 

stated by Oppenheim (1966) non response is not a random process, and therefore there might be 

a source of bias from those independent shops that agreed to take part on the survey. 

Map 5 depicts the locations of the businesses that have been interviewed. This is important 

to analyse the responses to the survey. For example, depending on the location, it will be 

possible to validate some results with changes in 

footfall figures on Warwick Road as shown in 

Section 4.1.2. Please see a full list of all the 

business that completed the survey in Appendix II, 

section 10.4.  

One of the main advantages of the sample 

selection is the range of businesses that responded 

the survey. The sample includes coffee shops, 

furniture shops, sweet shops, a travel agent and a 

butcher shop. Consequently, it reduces the bias of 

responses had the surveys been conducted on only a few industries.  Therefore, the responses 

obtained from the survey will contain feedback from a broad range of industries operating in 

Kenilworth at present.  

Map 5: Location of businesses interviewed
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4.2.2 SURVEY RESULTS 

4.2.2.1 Effect of developments on business performance 

The parameters investigated in order to assess the effect of developments in Kenilworth on 

the business performance of independent shops was based on changes in overall business 

performance, changes in footfall figures, rent prices and the amount of staff employed.  

The results show that 20% of the respondents did not experience a change in overall 

business performance in the period between 2006 and 2011. However, of those that did, half of 

the respondents reported an increase in trade and the other half a decline. It can be argued that 

the effect of those who experienced an increase in their overall performance was due to the 

industry they traded in; in particular, the types of business with better overall trade were those 

selling clothes, coffee shops and beauty salons.  

4.2.2.2 Effect of the current economic climate 

Results on the overall performance of the businesses interviewed are mixed as 

approximately 50% of the businesses interviewed reported an increase in customer demand and 

profits whilst 50% reported a decline. In some cases profits stayed the same as (some) personnel 

were laid off; thus, suggesting that profit margins might have declined.  Therefore, it is difficult 

to find a particular trend in the overall effect of the economic climate. Nevertheless, 

interestingly, 56% of the respondents reported an increase in their investments in their business 

in order to attract more customers. For that reason, several businesses interviewed argued that 

the impact of the recession in 2008 did not affect their businesses as much. In addition, it is 

important to highlight the fact that over 50% of the respondents argue that specialism is what 

draws customers to their shops. As a result, investing in their businesses is essential to keep their 

customers satisfied.  

4.2.2.3 Relocation 

All of the businesses interviewed whose location was based in upper Warwick Road, The 

Abbey End and Talisman Square said that they did not wish to relocate. This supports the idea 

that pedestrian flow in the centre of town is increasing, showing further business opportunities 

for independent shops.  

In contrast, those who replied that they wanted to relocate where based either in the High 

Street or at the end of Warwick Road. Again, suggesting that these areas are not benefiting as 

much as the centre of the town from the increase in footfall figures.  
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4.2.2.4 Future Suggestions   

There were diverse recommendations on the future developments that Kenilworth should 

pursue.  Table 7 summarises the main recommendations indicated from the independent 

businesses surveyed. 

Table 7: Recommendations for the future direction of the town  

ASPECT RECOMMENDATIONS 

RETAIL MIX 

 

 Improve the mix of independent shops and high street shops e.g. lack of 
clothes shops such as M&S 

 Reduce the amount of charity shops in the centre of town 

HOMOGENEOUS 

DEVELOPMENT 
 Encourage people to shop across the town, not just Warwick Road and 

Talisman Square 

TRANSPORT 

 

 Building a train station 

 Improve car parking facilities 

 Improve transport links from the castle to the centre of the town 

APPEARANCE OF 

THE TOWN 

 Finish the development of Talisman Square and modernise Warwick Road 

 Improve the signing of stores to maintain the historical look of the town 

SERVICES   Ensure that postal services are efficient 

 

4.2.2.5 What makes Kenilworth good for business 

The responses for what makes Kenilworth good for businesses mostly referred to the 

niceness of the town, how affluent and prosperous the town is and the low levels of crime. Some 

of the comments by the people interviewed included the fact that “people in Kenilworth are 

recession proof” and the fact that “the old town is smashing”. In addition, further comments 

included the easy location of Kenilworth as it is easily accessible from different areas i.e. 

reasonable links into and out of Coventry, M1, M69, M40 through the A46 etc. Furthermore, one 

business also mentioned the main centre of the town of Kenilworth is flat; thus, allowing older 

people to walk more easily across the main centre.   

4.2.3 INTERVIEW WITH THE MANAGER OF WAITROSE 

In order to collect further information on the changes experienced in Kenilworth, an 

interview with the manager of Waitrose has been conducted to obtain feedback on the 

experiences of a major retailer operating in the town. In addition, the establishment of Waitrose 

supermarket has been perceived by many as a key factor in the redevelopment of Kenilworth, 

significantly influencing the increase in pedestrian flow in town. Table 8 summarises the main 

comments of the interview.  
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Table 8: Summary results from the interview with the manager of Waitrose 

ASPECTS COMMENTS 

BUSINESS 

PERFORMANCE 

Significant trade in basket year-on-year  

Some reinvestment 

Profits and revenue have both been ahead of the forecasted trend 

No significant increase in rent prices 

LOCATION AND 

TRANSPORT 

No wish to relocate 

Waitrose’ free parking for 2 hours is possibly related to the increase in customer 
numbers 

STAFF 
Employed 40 more staff since opening.  

Between 60% to 70% of staff are from Kenilworth 

WORST THREATS FOR 

THEIR BUSINESS 

Decline in the economy 

Another supermarket opening in town such as a Marks and Spencer or 
Morrisons supermarkets 

RELATIONS WITH 

INDEPENDENT SHOPS 

Many independent shops have engaged with Waitrose, approximately 80% of 
those that were likely to be affected by Waitrose.  

If Waitrose did not stock certain goods – refer customers to these shops.  

Produced a leaflet for the town and advertised independent shops 

Overall positive experience 

ANOTHER BRANCH IN 

LEAMINGTON SPA 

Will probably have a decline of customers in Kenilworth 

The two shops together will counter balance that effect for Waitrose 

RECOMMENDATIONS 

Development of a Railway Station 

Better links between the castle and the town 

Better signing off the A46 

Finish the second half of Talisman Square 

WHAT MAKES 

KENILWORTH 

ATTRACTIVE FOR 

BUSINESS 

Growing town 

Good travel links 

Huge proportion of ABCs  

  

An additional insight that resulted from the interview was the recommendation of 

Kenilworth deciding how to brand the town. According to the manager of Waitrose, Kenilworth 

should decide on their strong selling points based on whether the town is a tourist town or a 

small market town.  

4.2.4 ANALYSIS OF RESULTS 

4.2.4.1 Changes in overall business performance 

It can be argued that there has been an increase in the coffee culture of the town. In the past 

few years, the increase has been rapid, from only one main player, the Rocking Horse, to Costa 
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Coffee, Ardens, The Almanack, Escape Coffee and More, etc. Thus, although some of the 

businesses surveyed argue that coffee shops were simply sharing the number of customers 

consuming coffee in town it can be argued that in fact there has been an actual change in coffee 

consumption in Kenilworth. Otherwise, it would simply not be profitable to have so many coffee 

shops in town. This notion can be supported by the positive changes in overall footfall figures 

and by the increase in time spent in Kenilworth given the rise in car parking dwell times from 1.5 

to 3.5 hours between 2008-09 and 2010-2011. This change would imply that more people are 

spending more time in Kenilworth, and coffee shops might be gaining customers on that basis. 

Another area to consider is the shortage of clothes shops in town. From the businesses 

interviewed, two included clothes shops – one targeted high end male clothing, the other targeted 

female clothing. Both reported increases in their overall trade and in fact argued that one the 

main advantages of having their business in Kenilworth was the lack of competition.   

Furthermore, some respondents expressed the need for a better mix in the retail landscape of 

Kenilworth and even suggested that a Marks and Spencer store could benefit the retail 

environment. Nevertheless, it is important to argue the fact that even a Marks and Spencer store 

in Kenilworth might only offer a small or medium size shop; thus only offering a small variety of 

goods to choose from. As a result, when people want to go shopping they might still prefer going 

to bigger stores so that they can select from a larger range of goods and services. Therefore, 

careful consideration should be given to the retail mix and types of stores that should come to 

Kenilworth. 

4.2.4.2 Charity shops 

The survey indicated that several businesses perceived that Kenilworth had too many charity 

shops. On the other hand, Kenilworth might have a niche business in this respect, because given 

the affluence of the town, charities in Kenilworth are able to obtain better quality goods 

compared to other charities located in less affluent areas. Mixed views on the number of charity 

shops in town can also be a result of the inadequate mixture of shops in Kenilworth. In other 

words, respondents argue that there is a poor retail mix in the town and that they would like to 

see more clothes shops for example. Therefore, when more charities open in the centre of the 

town, the negative views of businesses might be reinforced as the gap in the market for other 

shops, such as clothes shops, is not realised.   

4.2.4.3 Uneven benefits of redevelopment 

The analysis of the survey suggest that the level of development through the town does not 

appear to be homogeneous throughout Warwick Road, and especially in the High Street as it is 
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detached from the main centre. The level of dissatisfaction of a certain amount of businesses is 

evident as they do not appear to benefit fully from the developments in town and the upward 

trend in footfall figures. Similarly, shops at the lower end of Warwick Road also argue that they 

cannot see the benefits of the increase in pedestrian flow.  

4.2.4.4 Kenilworth’s brand 

An insight that resulted from the qualitative results of the surveys was the consideration to 

redefine the unique selling points of Kenilworth. In other words, consider in detail what the 

source of attraction of the town is in order to establish a marketing strategy. The advantages of 

establishing a clear marketing strategy based on the core competencies of the town could 

potentially help complement the recent developments in Kenilworth such that a consistent 

message is sent not only to future customers but also to future businesses and residents in town. 

In addition, a marketing strategy could help build on a sense of unity and belonging to the town 

providing a unique community feeling to Kenilworth. 

  



43 
 

5 RECOMMENDATIONS 

The findings for the period 2006-2011 on the performance indicators of Kenilworth have 

provided a better understanding of the impact of regeneration in the town. In turn, four different 

areas of consideration are recommended in order to shed light on where the future direction of 

Kenilworth may lie. This includes working on the branding and marketing of the town and 

finding the appropriate mix of medium size and independent shops. In addition, it includes 

integrating the whole town to benefit from the effect of redevelopment and continue working on 

the links between Kenilworth Castle and the town centre to make the most of the numbers of 

visitors going to the castle.   

5.1 ESTABLISHING THE APPROPRIATE RETAIL MIX IN TOWN 

An important aspect to consider for the future direction of Kenilworth is establishing the 

appropriate retail mix for a small town with a balanced number of independent and chain shops. 

As previously mentioned, some concerns of regeneration lie on creating clone towns. Therefore, 

careful consideration should be placed on the amount of chain stores that would be appropriate 

for Kenilworth.  

Establishing the appropriate retail mix of shops in towns was a recurrent recommendation 

suggested by businesses surveyed for this project. In particular, several businesses highlighted 

the continuous increase in the number of charity shops in the town, arguing that too many 

charities were located on Warwick Road. In addition, interviews suggested that the presence of 

clothes shops and electronics seem to be lacking in the town. These comments are indicative of 

the need to understand the retail mix in Kenilworth in order to agree on a strategy that can 

determine the right mixture of medium size chains and independent shops. This strategy should 

consider improving the quality of life of residents according to the demographics of the town 

whilst providing incentives for large and small retailers to invest in Kenilworth.   

Furthermore, there is an interesting paradox in the examination of the retail mix in 

Kenilworth. On the one hand, the affluence of Kenilworth indicates the prominence of high end 

shops. However, the town also provides good quality charity shops offering second hand goods. 

Therefore, this divergence in the type of customers could indicate two categories of shoppers 

with different characteristics that might benefit Kenilworth’s economic resilience. Again, this 

differentiation in the types of customers shopping in the town reinforces the idea that the 
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appropriate mixture of medium size chains and independent shops should be considered in future 

regeneration plans. 

5.2 INTEGRATE THE TOWN: SPREAD THE BENEFITS OF PEDESTRIAN FLOW 

The uneven benefits of the increases in pedestrian flow across Kenilworth have been one of 

the key findings from the results of the survey and the results of changes in footfall figures. More 

precisely, it has been possible to observe that some areas within the town, in particular Talisman 

Square, the Abbey End and upper Warwick Road have experienced the largest increases in 

footfall figures. In contrast, businesses outside these main areas have not experienced the same 

benefit. Therefore, this difference would indicate the need for considerations on the changes in 

development facilities and signalling to help integrate the town centre. In addition, the High 

Street, which is detached from the town centre, should also be considered in the regeneration and 

promotion of the town; possibly providing better signalling to indicate the way from one side of 

the town to the other. For example, it could be easier for tourists to explore the town if better 

signalling is provided. Furthermore, with respect to lower Warwick Road future developments 

should consider ways of making this area more shopper friendly; at the moment sidewalks are 

very narrow and the range of shops limited making it difficult to encourage customers to go in 

this direction.  

5.3 BRANDING AND MARKETING 

Schiller (1994) argues that the share of total spending on retail in town centres will carry on 

declining. As a consequence, Schiller (1994) suggests that this decline will lead to a redefinition 

of the role of some town centres. In fact, this is one of the primary actions to help establish a 

strategy for the development of the town.  

The interviews carried out with businesses in town highlighted the need to promote the town 

as a tourist or as a market town destination. Clearly understanding what the town of Kenilworth 

can offer businesses and consumers is essential to improve the marketing and promotion of the 

town. Although there is no obvious strategy to follow, some considerations might include 

focusing on Kenilworth’s tourist attractions and on the range of goods and services provided by 

independent shops in town. The mixture of these two characteristics could provide an unique 

selling proposition to attract more people into the town by offering a range of independent 

restaurants in the area, coffee shops and high-end charity shops, amongst others. 
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5.4 PROMOTE THE LINKS BETWEEN KENILWORTH’S CASTLE AND THE TOWN CENTRE 

The quantitative analysis of this study has shown that the number of visitors to Kenilworth 

Castle has increased by approximately 20,000 visitors between 2006 and 2010.  Therefore, the 

gains to the town centre from the increase in the number of people coming to visit the castle can 

be very significant. Therefore, the continuous work to encourage visitors to go to town through 

the provision of transport facilities and good signalling is essential to benefit trade in town from 

this touristic attraction. This could include ensuring that there is a map of the main centre at 

Kenilworth Castle, such that it reminds tourists of the town centre as a place to go after their 

visit.   
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6 DISCUSSION 

This section aims to discuss the strengths and weaknesses of this project. Although a 

detailed methodology was followed for the analysis of quantitative and qualitative data, it is 

important to highlight some considerations and limitations of the analysis.   

6.1 QUANTITATIVE ANALYSIS 

The main strength of this section is that it provided statistics on diverse indicators examining 

the vitality and viability of the town for the period 2006-2011; thus, contributing to an overall 

understanding of the performance and characteristics of Kenilworth. In turn, these indicators 

followed a government framework that could be used and interpreted to assess the implications 

for the level of economic resilience in Kenilworth.   

Nevertheless, the shortcomings of this section consisted mainly on lack of available data. In 

particular, in some occasions, statistics were only available at a local authority level rather than 

at ward level. As a result, these statistics included the performance of a larger area, not just the 

town of Kenilworth. Consequently, the interpretation of the results of statistics at a local 

authority level should be treated with care. 

6.2 QUALITATIVE ANALYSIS 

Understanding the perceptions of residents in Kenilworth also provides a significant 

parameter to assess the vitality and viability of a town centre according to government guidance. 

Therefore, performing face to face interviews with the managers and/or owner of independent 

shops in Kenilworth provided an indicative representation of the views of this sector of the town. 

One of the main advantages of the survey was that respondents varied greatly in industry type; 

thus providing a representative view of the population of independent shops and reducing 

potential sources of bias on  businesses’ trade experience in Kenilworth.  

However, a significant drawback of the qualitative analysis is the very small sample size. 

Although there is no accurate figure establishing the number of independent shops in 

Kenilworth, only 17 shops took part. This response rate is likely to be very low considering that 

the invitation to take part in the survey was sent to approximately 200 businesses. Furthermore, it 

could be the case that the sample is biased as those that agreed to take part in the survey might 

have had motives to do so.   
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Another important issue to highlight is the fact that only one major retailer in town has been 

interviewed i.e. Waitrose supermarket. As a result, although major retailers also form a 

substantial part on the regeneration of the town, the full analysis of their performance has not 

been discussed in this project. This is because the response rate has been very low and therefore 

there has not been an opportunity to discuss with larger retailers their business experience in 

Kenilworth.  Therefore, the finding of the results of the surveys should be treated as indicative of 

businesses’ performance in Kenilworth.  

6.3 ECONOMIC RESILIENCE  

One of the crucial considerations of this project has been the assessment of the effect of 

regeneration on economic resilience. As a result, in order to provide an understanding of how 

resilient Kenilworth is the concepts of vitality and viability have been discussed using a 

government framework provided by the Office of the Deputy Prime Minister (2005).   

The strength of the analysis on economic resilience is that it has helped to provide evidence 

on the factors indicating that Kenilworth is a resilient area. These included, the continuous 

increases in footfall figures since 2006, surpassing a footfall decline between 1999 and 2006; 

house prices being relatively higher to those in England which indicate the level of affluence of 

the town as an indicator of the attractiveness of Kenilworth; the diversity of the work force, with 

residents working in different cities apart from Kenilworth and therefore making it less likely for 

the area to be severely affected to an external shock such as a recession or a spending cut. In 

addition, the increase in the total number of visitors to Kenilworth Castle as well as the 

accessibility and location of the town appears to indicate the increasing attraction of people to 

the area. 

As a result, the trends described by these parameters appear to be a good indicator of 

economic resilience in Kenilworth. Nevertheless, it would be important to examine the effect of 

regeneration on economic resilience in the long-run in order to confirm whether these trends in 

economic performance continue to develop in a positive manner. 
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7 CONCLUSION 

7.1 OVERALL CONCLUSION OF THE PROJECT 

This project has investigated the effect of regeneration and the implications for economic 

resilience in Kenilworth through the examination of historical data and feedback from 

independent shops in the town. In order to conduct this research, an extensive literature review 

on the topics of market towns, economic resilience and survey design was investigated to 

provide a framework for analysis. In turn, the project was divided into a quantitative and 

qualitative examination of trends on diverse business characteristics and changes undergone in 

the town for the period of 2006-2011.  

 The quantitative analysis of this project followed a government framework based on the 

assessment the vitality and viability of the town i.e. an assessment on how busy the town was 

and the attractiveness of the town for future investment (Ravencroft, 2000). In turn, this 

assessment was based on the examination of a series of indicators including mainly house prices 

and pedestrian flow. In addition, secondary indicators included the examination of the 

demographics of the town, employment characteristics, business rates and void properties, 

accessibility to Kenilworth, number of visitors to Kenilworth Castle and crime statistics. These 

parameters allowed a comparison through time on the performance of Kenilworth in which it 

was possible to observe a continuous increase in footfall figures in town since 2006; continuous 

increase in house prices, which fell in 2008 but recovered to the previous level after the 

recession; a highly skilled workforce, low crime rates; no major changes in business rates and 

vacant properties and increasing number of visitors to Kenilworth Castle.   

The qualitative analysis of this project was based on a small survey conducted to 17 

independent shops. This analysis attempted to complement the quantitative section by 

incorporating businesses’ feedback on their trade experience following regeneration. Their 

feedback provided a mixed response on the effect that regeneration has had on their businesses. 

Interestingly, though, 56% of respondents invested in their businesses despite the economic 

crisis of 2008. Thus, suggesting that independent shops are likely to build on their specialism and 

services to attract customers into their shops.  

All in all, this project has provided further proof on the economic resilience of Kenilworth 

through the assessment of diverse indicators. Previously, private research by Experian (2010) has 

suggested that Warwick District possessed the 2nd most resilient area in the West Midlands and 

56th across England given its high level of qualified people, with the lowest proportion of 
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employees on elementary roles. In addition, following the recession in 2008, a decline in the 

economy of Kenilworth would have been likely.  However, it can be argued that regeneration 

brought further developments into the town, such as the development of Talisman Square, and 

large investors such as Waitrose, Robert Dyas and Wilkinsons. In turn, pedestrian flow has 

increased by 44% between 2006 and 2011. In addition, house prices continue to be higher than 

the English average, again confirming the prosperity of the town despite a sharp decline in 2008 

which appeared to show house prices converging to England’s average.  Consequently, these 

trends would suggest that regeneration in Kenilworth has in fact had a positive effect on 

economic resilience in the town.   

Finally, some recommendations for the future direction of the town should be considered. 

Given that the continuous increase in footfall figures is not homogeneous across the town, it 

would be important to integrate less busy areas within Kenilworth such as the High Street and 

the lower end of Warwick Road by making them more shopper friendly. This could be 

encouraged by better signalling of the town and by encouraging investments in less developed 

areas. In addition ensuring that Kenilworth does not become a clone town is a crucial aspect for 

consideration. Although investment from major players in the retail sector can be beneficial for 

regeneration, it is important to consider what the appropriate mixture of medium size and 

independent shops should be. A good retail mix would ensure maintaining the uniqueness of the 

historical town whilst also improving the quality of life of residents and consumers.  This leads 

to the next recommendation of focusing on the branding and marketing of the town by agreeing 

on the core competencies that Kenilworth can offer to future customers and investors. Lastly, the 

continuous promotion of good links between the Castle and the town centre can provide a 

substantial source for further trade for businesses in the town centre, especially given that the 

number of visitors to the Castle has increased by approximately 20,000 between 2006 and 2011. 

7.2 FURTHER RESEARCH 

Further research on the retail mix of Kenilworth could provide a greater understanding of 

the full composition of the business landscape in the town. Given that one of the key 

recommendations from this project is to establish the appropriate mixture of independent and 

medium size chain shops in Kenilworth, gaining a better understanding of the retail composition 

can provide the foundations for a new strategy to attract specific types of businesses to the area; 

especially to fill the gap in the market for certain goods and services that are not being offered in 

Kenilworth at the moment.  
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9 APPENDIX I 

Pedestrian Market Research Services Map for footfall figures in Kenilworth 
  

Map 3: Pedestrian flow figures from 21 locations 

Source: Pedestrian Market Research Services (2011a)
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10 APPENDIX II 

10.1 INVITATION TO TAKE PART IN SURVEY 

 

 

 Development Services 
 Kenilworth Town Centre Manager 
  
  Warwick District Council, Riverside  House 

 
 
 

Milverton Hill, Royal Leamington Spa, CV32 5RU 
 

direct line: 01926 456012 
mobile: 07767 411844 

email: david.butler@warwickdc.gov.uk 
web: www.warwickdc.gov.uk 

 
 
 

   
 09th June, 2011 
 

Dear Sir/Madam, 
 
The Kenilworth Town Centre Partnership has recently commissioned a study to be 
undertaken by Warwick Business School.  This will look at the effect of regeneration in 
Kenilworth, and how we can maintain the momentum gained by the significant 
investment in the town from the property developments of the last 6 years  
 
As part of this we would like to conduct a short survey with businesses in Kenilworth, 
face to face where possible, and would like you to take part.  If you are interested 
please let me know either by email (david.butler@warwickdc.gov.uk) or by phone 
(07767 411844) and I will arrange for someone to come and see you at a convenient 
time.  In order to take part I will need response by the 24th June. 
 
It would be really beneficial to have some honest feedback to compliment the 
statistical analysis in the report, and you time and help in this is appreciated. 
 
Yours sincerely, 
 
 
 
 
David Butler 
Kenilworth Town Centre Manager 
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10.2 QUESTIONNAIRE 

Business Name: ___________________ 

Name of Interviewee and Role: _____________________________ 

1. What is your customer market 
 Tourist  Families 
 Students  Young Professionals 
 Retired people  Other 

2. What draws people into your shop 

 Convenient destination 

 Loyalty 

 Specialism 

 Other 

3. Over the past 6 years. …   
a. Have you notice a change in footfall figures? If yes, have they decrease or 

increased? 
b. Has your business experienced a change in your business performance over the 

last 6 years? If yes, has it been positive or negative? 
c. Do you consider that the transport links to Kenilworth have had an impact on 

your business performance?  
d. Have you experienced a considerable increase in rent prices? 
e. Have you change the amount of personnel employed in your business? If yes, has 

it increased or decreased? 

4. What changes in the business developments have you seen in the last 6  years in 
Kenilworth  

5. How helpful have these changes been for your business? 

6. What do you consider the main drivers of recent developments to be? 
 Tourist attractions 

 Waitrose 

 Coffee-culture 

 External economic factors 

 Other  

7. What has been the effect of the current economic climate on the performance of your 
business in terms of…  

 Customer demand: _____________ 

 Investment opportunities in the business: _____________ 

 Profits: _____________ 

 Working conditions (e.g. salaries and perks for employees): ___________ 

 Other: __________________________ 
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8. Have the recent developments in Kenilworth such as the introduction of a Waitrose 
supermarket, increase in coffee-shops and new retailers in town affected your business 
performance? If yes, how? 

 Improved  

 Worsen  

9. What do you see as the single worst threat for your business in the next few years 

 People spending less due to loss of purchasing power 

 Footfall figures decreasing 

 Higher costs for the business e.g. rent, wages 

 Stock in the shelves 

 Other 

10. Would you wish to relocate your business to another area?  

 Yes 

 No 

If yes, where? 

 Talisman Square 

 Warwick Road 

 Other: ________ 

11. What other developments would you like to see in Kenilworth in the next couple of 
years? 

12. What makes Kenilworth attractive for businesses? 

 

10.3 QUESTIONNAIRE EXTENSION – INTERVIEW WITH THE MANAGER OF WAITROSE 

Two further questions have been included in the interview with the manager of Waitrose.  

13. What is the relationship between Waitrose and independent shops in Kenilworth?  

14. What would be the effect on Kenilworth of opening another branch in Leamington 
Spa?  
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10.4 LIST OF INDEPENDENT SHOPS THAT TOOK PART IN THE SURVEY 

A total number of 17 independent shops took part in the survey. Note that although the 

invitation to take part in the survey was sent to over 200 businesses, just about 10% only actually 

completed the survey. As a result, the results of this survey can only be used as guidance on the 

feedback from businesses’ responses as  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

LIST OF BUSINESSES INTERVIEWED IN THE MONTHS OF JUNE AND JULY 

Elf Stationary Stationary services  

Kings Table Charity Shop 

House of Beauty Beauty salon  

Beck’s Butchers Local butchers 

The Old Bakery Pub and accommodation services 

Town and Country Furniture Furniture Store 

Mercia Carpets Carpets 

The Picture Shop Framing services 

Smith Solicitors Legal Advisory Services  

Escape Coffee and More Coffee shop 

Shermin Finance Financial services 

The Kebab House Fast-food restaurant 

J.A. Moore Gentlemen clothes 

Ruffles Ladies fashion 

The Kenilworth Sweet Shop Sweets shop 

Carrick Travel Travel agency 

Mortgage Masters Mortgages services 


