
Town centre ‘personality’ types - Where does Southport fit? 

 

Community focused entrepreneurs 
This type of town centre tends to have a clear focus on the needs of (sometimes ethnically diverse) local 

communities with modest expendable income levels that may be at or below the national average. These town 

centres often include a high level of independent (and sometimes ethnic) retailers providing a mix of products and 

services in conjunction with charity shops and discount stores.  

The strengths of this type of town centre may include:  

• a high sense of community spirit  

• good levels of community engagement in local events  

• good partnership working  

• a diverse retail offer for different budgets  

• overall, a high street that caters well for the budgets and tastes of local residents  

On the other hand, weaknesses may include:  

• a low spend per visitor ratio  

• higher proportion of charity and betting shops  

• vacant retail units that may linger for months before an occupant is found  

• adverse crime and safety perceptions  

• generally subdued business confidence  

International examples that would fit this category well include specific districts – often with a high density of 

immigrant population – in Paris, Brussels, Rome, Madrid and Berlin. In the UK, examples would include Brick Lane, 

Brixton and Deptford in London or Coleford in Gloucestershire. 

Sustainable destinations 
This type of town or city centre may be linked to a university with an established or growing international 

reputation. They will tend to attract visitors from all parts of the UK as well as overseas tourists. Independent 

retailers (sometimes iconic family businesses that have operated in the same area for several generations) often play 

an important role in these town and city centres, sometimes in a win-win relationship with global anchor retail 

brands. In many cases, these town and city centres will be growing increasingly mindful of strategic sustainability 

issues (e.g. waste recycling, noise and air pollution reduction, social capital, etc.) and somewhere on the path 

towards attracting more responsible culture-focused tourism.  

Some of the strengths of sustainable destination town and city centres may include:  

• high volumes of visitors  

• efficient and convenient public transport links  

• above-average levels of business confidence amongst high street operators  

• a thriving evening and/or night time economy  

• diverse and well attended events  

• considerable experience in adopting a private-public partnership approach to strategic issues affecting the 

town centre  

• good leisure offer  

• a more diverse retail offer that caters for a wider range of budgets  

• attractive markets  

On the other hand, their limitations may include:  

• a lower spend per visitor ratio  

• a higher proportion of charity shops in the area  

• possibly more vacant retail units  

• higher levels of reported crime, though generally not serious  



International examples that would fit this category well include town and city centres in Florence and Venice (Italy), 

Lille (France), Santiago de Compostela (Spain), Prague (Czech Republic) and Krakow (Poland). In the UK, York, 

Cheltenham, Oxford and Hay-on-Wye, among others, would fit this category too 

Specialists 
This type of town centre tends to be known for its high degree of retail sophistication, often with an above average 

number of specialist independent retailers (e.g. delis, continental-style cafes, wine shops, fashion). They also tend to 

have aboveaverage geographical catchment areas. Often they would not see themselves as global or major national 

tourism destinations, which may be due to competition from major cities, or limited geographical catchment areas 

(see definition of this term in Annex C, D, E, F (toolkit) document), though they will tend to have a strong local 

character of their own.  

Their strengths will typically include:  

• high levels of business confidence  

• good levels of local community spirit  

• a modest but adequate evening/night time economy in some cases  

• interesting events geared mainly to local and regional tastes  

• a good mix of markets  

• good levels of high street visitor offer and attractiveness  

• good levels of partnership working to address local issues though not always aware of best practice overseas  

• good leisure offer  

• a diverse retail offer though slightly skewed towards people with higher spending power  

On the other hand, some of the weaknesses of specialist town centres may include:  

• some vacant retail units  

• moderate levels of reported crime  

• growing issues with car parking  

International examples that would fit this category well include town centres and high streets in Huelva (Spain), Graz 

(Austria) and Perugia (Italy). In the UK, some (though not all) market towns, such as Northallerton (North Yorkshire) 

will fit this category. Norwich (Norfolk), Skipton (Yorkshire), Cirencester (Gloucestershire) and Padstow (Cornwall) 

would also fit this category well. 

Global Celebrities 
This type of town and city centre tends to include mainly globally known players with a higher level of equity 

emphasis on economic performance with big retail brands as their main pull factor to attract overseas and/or 

national visitors.  

Some of the strengths of these towns and centres may include:  

• large yearly volumes of visitors • a buoyant level of business confidence  

• favourable crime and safety perceptions amongst key stakeholders  

• high levels of retail sales  

On the other hand, some of their limitations may include:  

• a rather standardised (globalised) retail offer with local produce, local arts and crafts hardly available  

• weak or relatively non-existent community spirit  

• a visitor offer that targets specific (and more lucrative) segments of the market with low or non-existent 

levels of offer for people with more modest levels of expendable income  

International examples that would fit this category well include city centres and major High Streets in Dubai, Hong 

Kong, Manhattan and Frankfurt. In the UK, Oxford Street and Bond Street in London, Princess Street in Edinburgh, or 

Liverpool’s city centre would fit this category well. 

 

 



 

 

 

Town centre performance thinking to date has been 

skewed towards the daytime economy, with little if 

any attention paid to the evening and night-time 

economies23. In a world where many businesses - 

and increasingly public services too – operate on a 

24-hr basis, this appears to be a gross oversight and 

a clear gap in our understanding of the way town 

centres function today.  We suggest a holistic 

approach to the integration and management of the 

daytime, evening and night time economies. These 

three segments of the 24-hr economy should be 

seen as part of one menu that town centres offer in 

an economy increasingly driven by customer 

experience and perceptions. 

 

“If you asked people twenty years ago 

why they came into the city, they would 

have said it was to shop. But if you ask 

them today, they would say it was 

because they wanted to go into town. “ 

Jan Ghell 

 

 

The number of vacant retail units continues to grow and 

currently stands at one in seven. Meanwhile, data from 

KPMG and the British Retail Consortium shows that 

consumer spending on the internet continues to increase 

and shopping malls have seen an increase in visitors of over 

30%17 in spite of the economic downturn. 

 

To achieve success, key town centre decision 

makers - who should include the business 

community as well as local residents - need first 

to establish a vision for the future of their town 

centre that is anchored in the ‘personality’ or 

unique characteristics of their town, sometimes 

referred to as the ‘DNA’ of the place. 

 


