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1 Wellington District Centre Analysis 

 

The catchment area 

1.1 The catchment area for the Wellington District Centre DC was determined using postcode 

data from the shopper survey respondents.  Respondents living in the nine wards of Apley 

Castle, Shawbirch, Dothill, Park, Haygate, Ercall, College, Leegomery and Arleston made 

up 63% of the survey sample for Wellington DC.  These nine wards, combined, have a 

population of around 33,0000 people residents, and together represent the core catchment 

area for the DC, see(Figure 1-1). 

Figure 1-1 Wellington District Centre catchment area 

 

1.2 Compared with other district centres, the catchment area for Wellington encapsulates a 

relatively low proportion of the survey sample (63%).  This is because the Wellington pulls 

in significant numbers of people from across the Borough, as is shown in Figure 1-2.  
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Figure 1-2  Location of residence for all respondents in Wellington DC shopper survey 
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2 Socio-economic profile of Wellington DC 
catchment area 

 

High population density and ageing population 

2.1 The relative population density of the Wellington DC catchment area is high, over three 

times the Borough average.  Park ward has the highest population density in the catchment 

area and the third highest in Telford and Wrekin, with 44.4 people per hectare, compared 

to the Borough average of only 5.5 people per hectare. 

2.2 The age structure of Wellington catchment area largely reflects the wider sub-regional 

demography. The proportion of residents of working age population is slightly lower than 

average, but there are more people in the 65+ age group (14.5%) than across Telford and 

Wrekin as a whole (12.4%).  The under 16 age group constitutes 22% of the catchment 

population, in keeping with other DCs. 

Average levels of deprivation  

2.3 The average Indices of Multiple Deprivation (IMD) score for the Wellington catchment area 

is 20.3, in-line with the Borough average of 21.8.  However, Figure 2-1 shows pockets of 

deprivation in Wellington, notably in parts of the College ward and small areas of the 

Hadley and Leegomery wards, both of which have IMD scores of 44. 

Figure 2-1 Indices of Deprivation Score for Wellington catchment area (2004) 
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Wellington has the highest proportion of graduates among DCs 

2.4 The proportion of working age residents without any formal qualifications in the Wellington 

catchment area is 30.8%, slightly below the Borough average (32.7%).  Wellington 

catchment area has a relatively high proportion of people educated to degree level or 

higher – 15.3% compared to 14.2% across Telford and Wrekin.  Graduates are most likely to 

live in the Apley Castle, Ercall, Shawbirch and College wards. However, within Wellington 

catchment, there are areas of lower than average educational attainment; for example, in 

the Arlseton ward 40.3% of the population have no qualifications.   

Economic activity and employment rates are low and below average levels of 
unemployment 

2.5 The economic activity and employment rates for the Wellington catchment area (68.7% and 

62.0% respectively) broadly match the average for the Borough and exceed the levels for 

the West Midlands as whole. In keeping with this, the unemployment rate for Wellington is 

low (3%), as is the Job Seekers Allowance claimant rate (1.3%).  Over 31% of people aged 

16-74 are economically inactive, of which 40.3% are retired. 

Substantial diversity in gross weekly pay; low Income Support claimant rate 

2.6 Gross weekly pay for full and part time employees in the Wellington catchment area is 

£338, compared to a Borough average of £340.  However, there is a wide range of gross pay 

levels within the catchment area, ranging from £259 in Ercall to £407 in Dothill and Park.  

When considering only full time employees, gross weekly earning levels are considerably 

higher at £422 (the Borough average is £394). 

2.7 The proportion of people claiming Income Support (9.8%) is well below the Borough average 

(11.0%).  

Accessibility problems in areas of catchment periphery  

2.8 One quarter of households in the Wellington catchment area do not have a car, slightly 

above the Telford and Wrekin average, perhaps a reflection on the slightly older 

population. Associated with lack of transport facilities is poor access to housing and 

services. Figure 2-2 shows a wide range of deprivation in terms of access to housing and 

key services, ranging from a score of 1.8 in the Park ward to 27.2 across a large area of the 

Hadley and Leegomery ward. 
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Figure 2-2 Indices of Deprivation (2004) Housing and Services score 

 

Good levels of health – lowest Incapacity Benefit and Disability Allowance 
claimant rates in Shawbirch 

2.9 Levels of good health in the Wellington catchment area are relatively high, reflected by 

the fact that only 3.8% of the working age population claim Incapacity Benefits (compared 

to 4.3% across the Borough and 4.7% claim Disability Allowance (compared to the Borough 

average of 5.2%).  Notably, Shawbirch ward has the lowest claimant rates in the entire sub-

region. 
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3 Shopper survey in Wellington DC 

 

Shopper profile 

3.1 The 45-64 age group constitute the largest proportion of the sample (41.8%). Those aged 

over 65 only account for 14.1% of the sample, relatively low compared to other DCs. 

Notably, almost six out ten respondents (58%) were female.   

3.2 Among the survey sample, the largest employment status groups were those in employment 

(53%), retired (21%) and students / people in training (16%), see Figure 3-1.  Only 2% of the 

respondents were unemployed.   

Figure 3-1 Employment status of respondents in Wellington DC 
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Usage 

3.3 The shopper survey suggests that the Wellington DC is most used for top-up food shopping 

(32.0%), followed by specialist shopping (11.7%).  The proportion of respondents visiting 

Wellington DC for main food shopping (8.7%), banking/financial services (10.7%) and eating 

out (7.8%) were all notably higher than in other DC surveys.  Going for a walk and eating 

out were the most popular secondary reasons for visiting Wellington DC. 

3.4 Respondents were more likely to spend a longer period of time in Wellington DC compared 

to other DCs in Telford.  Almost 60% of the sample intended to stay for one hour or more.  

Approximately 60% of respondents visit Wellington DC twice a week or more, and a further 

26.2% visit the DC once a week. 
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3.5 It is clear from Figure 3-3 that just over half the respondents travelled to Wellington DC by 

car.  The proportion of respondents using the bus (18%) is the highest out of all the DCs, 

and those who walked (25%) the lowest. 

Figure 3-2 Mode of transport used to respondents to reach Wellington DC 
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3.6 Over one third of respondents regularly visit Telford town centre, the most popular reasons 

being to visit specialist shops (62.9%) and for main and top-up food shopping (57.9% and 

50.3% respectively).   

3.7 Large numbers of shoppers (78%) at the Wellington DC regularly use other DCs.  Oakengates 

is the most popular other DC for Wellington’s shoppers, being visited regularly by 12.6% of 

respondents.   

Spend 

3.8 Just over half of respondents (54%) had spent, or planned to spend, under £20 at 

Wellington DC. A further 27.2% of respondents spend between £20-£49. The mean 

expenditure of visitors was £23.47.  Only 5.3% visit Wellington DC without spending 

anything, a relatively low proportion compared to other DCs. 

3.9 Of the mean £23 spend, specialist shopping accounted for highest amount £8.53 (36% of the 

total), as is shown in Table 3-1. The lowest spend level was on clothing and footwear 

£2.50, although this is over twice the average across all DCs. 
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Table 3-1 Mean expenditure of shoppers in Wellington DC 
Spend type Mean spend 

Weekly shopping – groceries etc  £2.74 

Top-up shopping £6.98 

Eating out / drinking £2.72 

Clothing / footwear £2.50 

Specialist shops £8.53 

3.10 Figure 3-3 below confirms the tendency of shoppers in Wellington DC to spend the most on 

top-up shopping, followed by eating out, drinking and specialist items. 

Figure 3-3 Respondent spend, by category 
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Night usage 

3.11 Sixteen per cent of respondents use Wellington DC at night, primarily for eating out, 

drinking and or buying takeaways.  The main reason for 84% of respondents not using the 

Centre at night is the lack of anything of interest (73.4%).  A further 12.7% do not use 

Wellington DC at night because they fear street robbery.   

3.12 The majority of respondents (87.8%) feel safe in the DC at night.  Only four out of the 33 

respondents who used Wellington DC at night felt unsafe, attributing this to a wide variety 

of factors including fear of physical and verbal abuse and robbery. 

Satisfaction ratings 

3.13 Wellington is the only DC to score an above average rating (3 or more) in all 13 satisfaction 

categories, Figure 3-4.  Respondents rated accessibility and choice and quality of food 

shops particularly highly, with 58.7% and 53.4% of respondents respectively rating them as 
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‘good’ or ‘very good’.  Areas for improvement included public toilets, seating areas, litter 

bins, and the choice and quality of non-food shops. 

Figure 3-4 Mean rating of Wellington DC by shopper survey respondents 
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Suggestions for the future 

3.14 Figure 3-5, overleaf, show the most cited suggestions to improve Wellington District Centre 

in the future.  Almost one quarter of respondents would like to see more clothes shops in 

Wellington DC, respondents also suggested an increase in food and sports shops, places to 

eat and free car parking.  Almost 40% of respondents couldn’t think of any factors which 

would improve Wellington DC in the future.  The ‘other’ category includes all ideas which 

were raised by 2% or less of the sample.   
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Figure 3-5 Additional shops and services that respondents would like to see in the future 
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4 Retail space 

 

4.1 Wellington is the largest District Centre and comprises approximately 400,000 sq ft of 

commercial space, of which 215,000 sq ft is retail accommodation.  Figure 4-1 shows the  

breakdown of commercial property space in Wellington and highlights that approximately 

half of the floorspace is devoted to retail use, with leisure uses (cafes, pubs, restaurants, 

etc.) comprising around 13% of space and office also accounting for around 13% of space.   

4.2 Almost 80% of the commercial property units were judged to be of adequate condition, 

with a further 12% rated as being ‘good’ or ‘very good’.  Only 8% of the units were judged 

less than adequate.   

Figure 4-1 Commercial space usage in Wellington 
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Local Property Market 

4.3 Wellington DC’s property offer bisects the railway line. Core retail space is located south of 

the railway line and includes the market hall accommodating approximately 120 stalls, 

while office space is concentrated to the north of the railway line.  There are a number of 

“multiple” retailers in Wellington and an increasing number of discount retailers within the 

core centre.  The centre also provides leisure uses, including a swimming pool and 

community hall.  Residential development is underway in the centre, with a scheme to the 

west of the Market currently under construction, providing over 200 units.  Core data on 

the local property market is set out below in Table 4-1. 
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Table 4-1 – Wellington DC property market data 
Wellington Property Market Key issues 

Retail rents £25 ZA 

Retail use – supply and 
demand 

Comparison retail comprises 125,000 sq ft of space with 
convenience units amounting to 90,000 sq ft.  There are a number 
of vacant units in the centre (amounting to 30,000 sq ft) and take-
up is relatively slow.  Charity shops comprise approximately 9,000 
sq ft.  The Market has a 7% vacancy rate 

Office rents £9 psf 

Office use – supply and 
demand  

There is strong demand for modern office space with car parking, 
but poor demand for converted offices on upper floors of retail 
units, particularly since car parking charges have been introduced 

Leisure rents  

Leisure use – supply and 
demand  

The leisure market is currently expanding with development 
proposals including a nightclub and banqueting hall – both are on 
the edge of the core centre.  Existing leisure outlets include 17 
cafes / take-away units, 11 pubs and 3 restaurants 

Residential values  Terraced houses (2 bed) - £110,000 
Semi-detached houses (2 bed) - £125,000 
Detached houses (4 bed) - £175,000 

Retailer Surveys  

4.4 Retailers said Wellington’s long-standing position as a retail centre faced strong 

competition from nearby retail parks and Telford Town Centre. It was further noted that 

the quality of the leisure offer needed to be improved and expanded upon.   Wellington’s 

retailers recognised Oakengates as a competing leisure destination, in keeping with the 

shopper survey data, which suggested that Oakengates was the other centre most used by 

Wellinton’s shoppers.  Whilst the Market remained an attraction, the introduction of car 

parking charges and the routing of all buses via Telford Town Centre before arriving at 

Wellington, was having a negative effect on the quality and commercial success of the 

Market.   

4.5 The development of Telford Town Centre was considered to have had a negative impact on 

Wellington DC, particularly in the retail and leisure sectors. This decline suffered by 

Wellington DC is partly the result of more mobile shoppers willing travel further afield. It 

was acknowledged that, in part, the decline experienced by Wellington would have 

occurred irrespective of the development Telford Town Centre. However, it was suggested 

that as Telford Town Centre “ups its game” the knock on impact for Wellington will in 

future be lower retail activity.   

4.6 Wellington’s office space offer was thought to appeal to a different market than Telford 

Town Centre.  While the market for office space would be affected by developments in 

Telford, the impact was not thought to be as severe as on the retail and leisure sectors.     

4.7 Other problems highlighted during discussions with retailers included: 

 Retailers are not adapting to new trends  
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 Early closing of centre units created a ‘ghost town’ atmosphere  

 Anti-social behaviour in the DC in the evenings, including an increase in petty 

crime  

 Timetabling and routing of buses was alleged to be unsuitable for both shoppers 

and employees in the centre. 
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5 Projections 

 

5.1 To establish retail turnover and the amount of floorspace dedicated to retail and other 

uses through to 2011, our approach follows the generic methodology set out in Annex A. 

5.2 The initial step was to calculate the current ‘retained’ retail spend within the DC.  This 

involved estimating the total spending power of the catchment area’s population, and the 

level of retail spend from catchment area residents made in Wellington DC itself.  This 

spend level has been sub-divided between Convenience, Comparison and Leisure activities, 

as is shown in Table 5-1.  

Table 5-1 – Annual spending by Wellington population (2003) 
 Total estimated annual turnover 

Total composite spend £128.02m 

of which   

Retail spend £90.50m 

Leisure spend £37.51m 

 

5.3 Of the total estimated spend made by the Wellington population, around 60% is estimated 

to be retained within Wellington.  Of this 60%, retention is the highest for Comparison 

goods accounting for 47% total retention and with convenience spending amounting to 36% 

of retained spend as is shown in Table 5-2.  Leisure spend contributes the lowest level of 

retained spend (17% retained spend, compared with 28% total spend), reinforcing the 

suggestions of poor leisure offer Wellington currently provides.  The total turnover for 

Wellington comprises expenditure made by Wellington residents, residents of the other 

District Centres as well as people from outside these areas visiting Wellington.   

Table 5-2 – Total Wellington turnover 
 Total estimated turnover Proportion of total turnover 

Total turnover £78.39m 100% 

Comparison goods £36.77m 47% 

Convenience goods £28.49m 36% 

Leisure spend £13.12m 17% 

Trend analysis – demographics / floorspace  

5.4 In order to understand the likely performance of the Centre in the period to 2011, 

consideration has been given to critical trends over the last 10 years – which will continue 

to influence the nature of the Wellington population base, disposable income levels, the 

composition of households, etc.  These are set out in the Table 5-3 below. 
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Table 5-3 - Population and income data – trends 1991-2001 
Population 1991 2001 Change % Change 

Total 17,827 23,212 5,385 30% 

Split for Age     

under 16 3,560 4,822 1,262 35% 

16-29 3,552 3,790 238 7% 

30-64 7,908 11,139 3,231 41% 

65+ 2,813 3,461 648 23% 

Split by economically active 
Split by 

economically 
active 

   

Total active 8,736 10,214 1,478 17% 

Full-time 5,674 6,776 1,102 19% 

Part-time 1,495 1,867 372 25% 

Split by housing tenure Split by housing 
tenure 

   

Total households 7,161 9,684 2,523 35% 

Total owner-occupier 4,685 7,041 2,356 50% 

Total private sector rental 422 472 50 12% 

Total public sector rental 2,055 1,870 -185 -9% 

Income 2002 2003 Change % Change 

Total gross weekly pay 341 282 -59 -17% 

 

5.5 AS the Table shows there are some important trends demonstrated by this table which will 

influence the future performance of the Centre.  For example, population figures overall 

have risen by 30% increasing the catchment population by over 5,000 people by 2001.  

There have also been increases to all the working age groups, with the 30 – 64 age group 

having the greatest increase (by over 40%).   

5.6 There has also been significant moves within the housing stock.  The total number of 

households have increased by a third with the total number of owner occupiers increasing 

by 50% to over 7,000.  There has been an increase in the private sector rented sector, with 

public sector rental figures reducing slightly by 9%.   

5.7 Projecting these trends through until 2011 produces the results set out in the Table 5-4 

below.  The impacts which the above projections will have on the Centre can be primarily 

categorised through the increased disposable income levels resulting from the change in 

privately rented and owner occupied stock.  Estimates have been made of the increase in 

retail expenditure likely to flow from these increased number of households and these have 

been utilized to increase the overall expenditure levels anticipated within Wellington 

District Centre over the next five years. 
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Table 5-4 - Population projections 2001-2011 
Population 2001 2011 Change % Change 

Total 23,212 30,224 7,012 30% 

Split for age     

under 16 4,822 6,531 1,709 35% 

16-29 3,790 4,044 254 7% 

30-64 11,139 15,690 4,551 41% 

65+ 3,461 4,258 797 23% 

Split by economically active     

Total active 10,214 11,942 1,728 17% 

Full-time 6,776 8,092 1,316 19% 

Part-time 1,867 2,332 465 25% 

Split by housing tenure     

Total households 9,684 13,096 3,412 35% 

Total owner-occupied 7,041 10,582 3,541 50% 

Total private sector rental 472 528 56 12% 

Total public sector rental 1,870 1,702 -168 -9% 

Income 2002 2003 Change % Change 

Total gross weekly pay 341 282 -59 -17% 

Increase in retail expenditure for households    

Owner - occupied £7,417  £26.26m 

Market rent £12,379  £0.69m 

Total increased expenditure   £26.95m 

5.8 The calculations to apply retention levels of spend within the district and to take account 

of any incoming expenditure from the residents outside the district have been re-run to 

take account of the above increases.  However, it should be noted that our assessment for 

the “medium” projection assumes a number of initiatives will be implemented to ensure 

the benefits of the increased expenditure occurring in Wellington is not transferred directly 

to the re-developed Telford Town Centre.  These initiatives include:- 

 Releasing land / encouraging / aiding residential development in the centre – 

this could occur on upper floors of retail space or on existing car park sites 

 Encouraging / converting vacant units into good quality office space, ideally with 

dedicated car parking space provided 

 Improving the public realm and shop fronts 

 Introducing tourist uses within the centre – this could include measures to 

increase awareness of the tourist attractions in the wider area, sign-posting of 

historic sites / buildings and commissioning public art 

 Introducing specialist retail into the Market.  



  

 17 

5.9 This has resulted in a revised level of total turnover for Wellington as set out in the Table 

5-5 below – the figure as before being sub-divided between convenience, comparison and 

leisure expenditure.  The conversion factor for this expenditure into floorspace has also 

been re-run and the revised floor space calculations for the centre provided to reflect the 

medium position at 2011.   

Table 5-5 – Medium projections to 2001 
Wellington District Centre 
MEDIUM PROJECTIONS 

2011 

%’age Spend 
between Sectors 

Total Estimated 
Turnover 

Total 
Floorspace 
Estimates 

(sq ft) 

Total Wellington Turnover  £89.85m 300,000 

Comparison Goods 47% £42.01m 150,000 

Convenience Goods 36% £32.05m 100,000 

Leisure Spend 18% £15.78m 50,000 

Low Projections 

5.10 In order to assess the potential for low projections within the Centre, the above 

performance characteristics have been re-assessed but we have assumed that the 

initiatives outlined above do not occur, thus causing any benefits to transfer to Telford 

Town Centre with Wellington centre continuing its decline.  There may be the prospect of 

some residential development occurring on the periphery of the core centre, but in the 

main, the number of vacant units would increase.   

5.11 These projections have been re-cast and result in the following turnover and floorspace 

levels for the centre in this scenario as at 2011, as shown in Table 5-6. 

Table 5-6 – Low projections 
Wellington District Centre 
LOW PROJECTIONS 2011 

%’age Spend 
between Sectors 

Total Estimated 
Turnover 

Total 
Floorspace 
Estimates 

(sq ft) 

Total Wellington Turnover  £56.02m 195,000 

Comparison Goods 44% £24.92m 86,000 

Convenience Goods 33% £18.71m 59,000 

Leisure Spend 22% £12.37m 50,000 

High Projections 

5.12 As mentioned, Wellington’s current role is threatened by the proposed development at 

Telford Town Centre, with the introduction of car parking charges adding to this 

predicament.  As suggested in the “medium” scenario, Wellington does have the potential 

to mitigate a negative impact if it can re-position itself by implementing the initiatives 

outlined earlier.  To allow this high scenario to occur, the initiatives need to be of a 

greater quantum and mass to create a centre which is less focussed on the retail element 

and instead provides an environment for more residents and office based businesses, who 
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can take advantage of good quality food and drink outlets and tourism / cultural 

attractions.  To enable the latter to be sustainable, initial significant investment in tourism 

would be required, possibly culminating in the provision of an information / exhibition 

centre. 

5.13 The resulting figures with regard to estimated turnover and required floor space within the 

centre are set out in the Table 5-7 below. 

Table 5-7 – High projections 
Wellington District Centre 
HIGH PROJECTIONS 2011 

%’age Spend 
between Sectors 

Total Estimated 
Turnover 

Total 
Floorspace 
Estimates 

(sq ft) 

Total Wellington Turnover  £92.16m 322,000 

Comparison Goods 46% £42.17m 150,000 

Convenience Goods 35% £32.07m 100,000  

Leisure Spend 19% £17.92m 72,000 

5.14 It can be seen that these have a significant impact upon the requirements for the centre, 

primarily for leisure space.  Clearly, the projections have only been forecast up to 2011, 

but it is likely that these trends could continue particularly if the tourist strand can be 

successfully capitalised upon. 

Prognosis for Wellington DC 

 Wellington is suffering a decline through poor quality / dated retail and leisure 
offers and the proximity to retail parks – this decline is likely to continue 
regardless of any development proposals at Telford Town Centre 

 Nevertheless, the impact of Telford Town Centre will have a major bearing 
on Wellington – actions must be implemented to ensure the detrimental 
effects can be mitigated for Wellington to re-position itself 

 Car parking charges are adding to the overall decline of the Centre 

 Existing attractions have the potential to re-focus Wellington for residential, 
office and tourist 

 


