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1.0 Preface 
A detailed assessment of the current ‘overall health’ of Kilrush Town Centre in 

County Clare has been promoted by the Heritage Council working in 

partnership with Kilrush Town Council. A Steering Group was established to 

guide the overall project (see Appendix B for list of Steering Group Members). 

The assessment or health check was undertaken using the criteria and 

recommended methodology set out in Annex 2 of the DoEHLG (now 

DoECLG) Retail Planning Guidelines (2005)1. This methodology was also 

supplemented by the recommendations of the ‘Town Centre Retailing and 

Methodologies’ paper published by the Scottish Government in December 

2007, which is a recognised example of international best practice2.  

 

The Town Centre Health Check (hereafter referred to in the report as TCHC) 

provides a robust dataset, which establishes a useful ‘baseline’ for  

comparison with future Town Centre Health Check assessments of Kilrush 

and surrounding towns – competing towns or otherwise. The 2011 Kilrush 

TCHC is envisaged to be the first step in an on-going strategic management 

programme of health checks for the historic town centre over the next three to 

five years. This data will: 

• Provide an evidence base for use in other studies and strategies 

carried out in the Kilrush Town centre and in the wider west Clare area.  

 

• Support the future preparation of the town development plan, 

particularly helping to inform economic development, tourism and retail 

policies contained within the plan.  

 

• Provide a best practice baseline for assessing the impacts of proposed 

retail development on the historic town centre. 

 

                                                
1  
http://www.environ.ie/en/Publications/DevelopmentandHousing/Planning/FileDownLoad,1613,
en.pdf 
2 http://www.scotland.gov.uk/Publications/2007/12/24105030/0 
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2.0 Executive Summary 
Town centre health checks (TCHC) are the process by which information is 

collected on a systematic basis for a range of indicators. According to the 

Retail Planning Guidelines (2005) the concept of vitality and viability is central 

to maintaining and enhancing town centres. Vitality is defined as the ‘measure 

of how active and buoyant a centre is, whilst viability refers to the commercial 

well-being of a town’ (p9). It will depend on many factors, including the range 

and quality of activities in a centre, its mix of uses.  

 

Overall, the results of the 2011 Kilrush TCHC show a town centre under 

pressure due to the impact of the prevailing economic climate on the retailing 

sector nationally. The centre continues to provide a good range of comparison 

and convenience retailing. There is a dominance of independent retailers over 

multiple retailers (Irish and UK).  The land use survey undertaken as part of 

the health check shows a wide range of land uses in addition to retail, 

including civic and professional services and medical services, which reflect 

Kilrush’s role as a principle commercial and administrative centre in west 

Clare. The designated Architectural Conservation Area (ACA) and attractive 

built environment and overall unique form and fabric of the town centre create 

a pleasing public realm for residents, shoppers and visitors. 
 

 

 

 

 

 

 

 

 

 

 

  

Map 1 – Distribution of Retail Units in Kilrush Town Centre 
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2.1 Vacancy Rate 

The land use survey also revealed that there was a total of 35 units currently 

vacant - in percentage terms this gives a vacancy rate of 20.7% within the 

town centre study area. On a street by street basis, Moore St. has the highest 

proportion of vacant properties with 37.1% of total vacancies. This is followed 

by both Frances St. and Henry St. which have similar levels of vacancies with 

17.1% and 20% of total vacancies, respectively. The remainder of the 

vacancies are located in the retail units in the Place De Plouzane car park and 

on Vandeleur St with 11.4% of total vacancies each and there is a single 

vacant unit located on the market square. 

2.2 Footfall Survey 

The footfall survey was carried out on two separate weekends one month 

apart 24th- 26th February 2011 and the 24th - 26th March 2011.  The results 

showed the highest level of footfall occurring on Henry St and Frances St with 

Burton St recording the lowest levels. However, when the movement by street 

side was examined it was found that the north side of Frances St and the 

north side of Burton St hosted a much larger proportion of pedestrians than 

the opposite side of these streets respectively. This may be partly explained 

due to the aspect of the street and also in the case of Burton St, the north side 

of the street may be used more frequently by people accessing the place de 

Plouzane car park behind Henry street. The average movements over the 

course of the day also showed a considerable decline from mid-day through 

afternoon and into the evening.  

 

A total of 60 shoppers were surveyed at five different locations within the town 

centre study area over three days on the 14th, 15th and 16th of March 2011. 

The survey examined the actions, needs and opinions of shoppers in Kilrush 

Town Centre. The survey showed a prevalence of convenience shopping over 

other types with 40% of people stating the main reason was shopping for food 

and 26% stating it was shopping for other goods, including comparison goods.  

 

The importance of Super-Valu as the key anchor tenant in the town centre 

was also a surprising and notable finding.  
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The responses to questions on journey length, frequency and mode of travel 

created a picture of the average shopper as a local person who visits the town 

daily and on foot, suggesting the retail catchment is smaller than first 

anticipated. 

2.3 Retailer Survey 

A survey of Kilrush retailers was carried out with the aim of gaining an 

understanding of the current business environment within the study area/town 

centre and to asses which factors the retailers believe will affect the future 

health and development of businesses in Kilrush. Over 60 business owners 

within the study area were surveyed between the 11-14th of April 2011. While 

just over 11% of respondents reported that their turnover was unchanged or 

had improved in the past three years (2008-2011), 85% said they had 

experienced a fall in turnover in the past three years. Related to this, the 

retailers reported a fall in the numbers of staff employed by an average of 

15%. However, when asked about the outlook for the next three years, over 

20% said they were expecting an improvement. When this is combined with 

the respondents who thought there wouldn’t be any change in turnover, 

almost half of those surveyed believed the downturn in business had stopped.    

  

2.4 Rental Survey 

Acquiring reliable data on the rental values being achieved in Kilrush Town 

Centre have proved to be the most problematic aspect of the health check 

project. The lack of up-to-date information from estate agents combined with 

the low levels of turnover in rental properties and the domination of owner 

occupied retail units resulted in insufficient data to accurately calculate a 

reliable average rental level for the town centre either in terms of average 

weekly rent in general or rental price per sq/m. The lack of this information 

makes it more difficult to assess the change in demand for floor space or 

change in confidence in the commercial property market in Kilrush. 
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3.0 Background to Town Centre Health Checks 
 

Town centre health checks (TCHC) are the process by which information is 

collected on a systematic basis for a range of indicators. According to the 

Retail Planning Guidelines (2005) the concept of vitality and viability is central 

to maintaining and enhancing town centres3. Vitality can be best described as 

measure of how lively or busy a town centre is while viability is a measure of a 

town’s capacity to attract ongoing investment, for maintenance, improvement 

and adaption to changing needs. It will depend on many factors, including the 

range and quality of activities in a centre, its mix of uses. 

 

The Retail Guidelines (2005) recognise that while no single indicator on its 

own can measure the performance of a town centre, the use of a systematic 

assessment of a range of indicators can collectively provide an overview of 

the health of a town centre. This assessment allows the various strengths and 

weaknesses of town centres to be identified and analysed systematically 

allowing planning authorities and other interested agencies and bodies to be 

able to ascertain how well centres are performing over a specific time period. 

The Retail Planning Guidelines sets out the key indicators which include; 

 

1. Diversity of use; 
2. Retailer representation and intentions to change representations; 
3. Shopping rents; 
4.  Proportion of vacant street level property; 

5.  Pedestrian flows; 
6.  Environmental quality; 

7.  Views of shoppers. 

 

The first five indicators [in bold] have particular importance for smaller 

areas/town centres. 

                                                
3 
http://www.environ.ie/en/Publications/DevelopmentandHousing/Planning/FileDownLoad,1613,
en.pdf 
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4.0 Kilrush Town Centre Study Area and Background 

4.1 Study Area 

The study area encompasses the primary retail area of the town centre of 

Kilrush. The boundary of the study area was decided through agreement by 

representatives of the Tidy Towns, Chamber of Commerce, Kilrush Town 

Council, Heritage Council and Clare County Council. The agreed study area 

extends from Frances Street in the south to St. Joseph’s Terrace in the north. 

In the west, the study area extends from the Merchants Quay at the bottom of 

Frances Street to Tesco on the Ennis Road in the north east. The study 

boundary is illustrated in red on Map 1 below. 

 

 

4.2 Study background 

As noted above, this town centre health check has been jointly commissioned 

by both the Heritage Council and Kilrush Town Council. The aim of the project 

is to create a reliable baseline of information for Kilrush Town Centre to inform 

future projects carried out in the town centre.  

Map1 
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The health check will also to act as a benchmark against which any future 

research can be compared, allowing data comparison over a specific time 

period. The project has adopted a collaborative approach, involving both the 

Kilrush Tidy Towns Committee and the Kilrush Chamber of Commerce. 
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5.0  Survey Methodology 

 
In order to assess the key indicators of the health of Kilrush Town Centre two 

different types of surveys were undertaken and analysed. The first involved 

the observation and recording of land-uses and levels of footfall within the 

study area and the second involved an in-depth examination of the 

behaviours and experiences of the people who use the town centre such as  

shoppers, retailers and pedestrians. 

 

5.1 Shoppers’ Survey 

The sample size for the Shoppers’ survey was calculated by taking into 

account a range of factors. According to the 2006 Census for the Kilrush 

Urban ED, the total population of Kilrush is 2657 persons. As the aim of the 

survey was to examine the views and behaviour of shoppers it was decided to 

only focus on persons aged 16 and over. This left a remaining population of 

2167 persons. In order for the results of the shopper survey to give reliable 

results about the habits and actions of shoppers in Kilrush, a sizable 

proportion of the population must be surveyed. In contrast to the desire to 

survey as many people as possible, constraints of time and resources must 

also be taken into account.  

 

Balancing these two aspects, a total sample of 70 shoppers or 2.7% of the 

total population was deemed to be the suitable sample size. This total sample 

was then sub-divided in representative sub-categories of the total population 

according to age cohort. This was to ensure that the views of each age group 

were accurately represented in the survey.  The division of the sample by age 

cohort is set out in Table 1 overleaf. Please note that the number sampled in 

each age cohort is in percentage terms equal to the age profile for the 

population of the town.   
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Table 1  Sample sizes and age cohorts.   

 

5.2 Survey and Questionnaire Design 

The primary aim of the shoppers’ survey was to examine the views and traits 

of shoppers in Kilrush town centre with regard to a range of issues. Details of 

questions asked in the survey can be found in Section 8, page 23  The 

primary areas that were examined included the origin and destination of 

shoppers’ visits and their main mode of travel. Along with this, people were 

asked what are the main shops they intended to visit during this shopping trip 

and what other shops were going to be visited. The survey also examined 

both opinions on the choice of shops and services and the quality of the 

overall environment in the town. Kilrush’s level of competition was also 

examined by assessing the frequency of visits to other shopping locations in 

both the local area and further afield along with asking how often respondents 

shop online. 

 

The format and content of the survey was approved by Kilrush Town Council 

and the Heritage Council prior to conducting the survey. The survey used a 

mixture of open-ended and closed questions along with accessing the level of 

agreement of certain statements through the use of a Likert Scale. An 

opportunity was also extended to the Kilrush Chamber of Commerce for their 

formal input. However, the Chamber failed to respond.  

 

The locations chosen for the surveys were selected based upon the results of 

the footfall survey – i.e. the areas with the highest levels of the pedestrian 

traffic, which were the north side of Frances St. both sides of Henry St and the 

north side of Burton St.   

Age Cohort 
No. to be 
Surveyed % of Sample 

Total 
population 

% of Overall 
population 

16-24 years 15 22% 469 22% 

25-44 years 16 23% 492 23% 
45-59 years 18 26% 573 26% 

60&over 21 29% 628 29% 
Total 70 100% 2162 100% 
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5.3 Land Use Survey 

The land use survey was carried out between the 9th and the 14th of February 

2011. The survey recorded the current ground floor land use of each property 

within the study area. The survey was carried out using the Goad 

Classification of Land Use, which gives a very detailed breakdown of land-

uses under seven possible categories which are: Comparison (Non-Food), 

Convenience (Food), Retail Service, Leisure Service, Financial & Business 

Services, Health and Medical Services, and Public Service.  

5.4 Footfall Count  

The footfall survey was carried out over two separate weekends in February 

and March 2011. The first survey was carried out on the 24th and the 26th of 

February 2011 and the second was carried out a month later on the 24th,25th 

and 26th of March 2011. The first footfall survey was scheduled to be carried 

out also on Friday 25th February. However, the Friday count had to be 

cancelled because it coincided with polling day for the 2011 General Election. 

As a result, the Steering Group decided to postpone this survey day in case 

the survey would be ‘skewed’ by people voting. A second footfall count was 

carried out to compensate for election-day. Both footfall counts were carried 

out with the help of volunteers from Kilrush Tidy Towns. Six count points were 

chosen in Kilrush Town Centre at which footfall was recorded. The points 

chosen were located at Henry St, Frances St and Burton St and recorded 

movement in both directions. Through the land-use survey these streets were 

previously identified as both the major generators and destinations of footfall 

traffic as these streets contain the majority of commercial activity within the 

agreed study area. 

 

5.5 Retailer Survey 

In relation to the retailer survey, every operator of a ground floor commercial 

unit within the study area was invited to participate in the survey. This 

removed the need for an overall sampling framework. Due to the time 

restrictions on the survey, the retailer was consulted twice on different days in 

order to maximise response. No more than two visits could be made. 
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6.0 Results of Land Use Survey and Vacancy Rate 

6.1 Land Use Survey 

 
 
Table 6.1 Results of Land Use Survey 
Retail Breakdown No. of Units 
Total Comparison 46 
Total Convenience 18 
Total Retail Service 21 
Total Leisure Service 21 
Total Financial& Business services 15 
Total Health& medical services 9 
Total Public service 4 
Overall total 134 

 
 
Comparison: Comparison goods are non perishable goods for retail sale 

which are often stocked in a wide range of sizes, styles, colours and qualities, 

including furniture, carpets, televisions etc. The Goad classification broke 

down overall comparison goods into 36 primary activities ranging from 

Antiques shops to Opticians. In total there are 46 units involved in comparison 

retailing.  The shop most frequently encountered in this category is Ladies 

Wear & Accessories, making up 8 of the shop units. The next highest is both 

menswear and footwear which had 4 shop units each. The remainder is made 

up of a variety of other shops selling a wide range of comparison goods. 

  

Convenience: Convenience goods are goods which are frequently purchased 

by consumers who are usually not willing to shop around examples of these 

goods include sweets, cigarettes, prescription drugs, magazines, and most 

grocery products. The Goad Classification broke down overall convenience 

goods into 11 primary activities ranging from Bakers and Confectioners to 

Tobacconist, Newsagent and confectionary. There were a total of 18 no. 

convenience units in recorded in the survey, the most common being 

Butchers and Convenience stores which accounted for six units and five units, 

respectively. As in the case of comparison goods the remaining units are 

made up of other convenience activities.  
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Retail Service:  Retail services are units which are providing specialised 

tasks including Dry Cleaner & Laundrette and Hairdressers and Barbers. 

There were a total of 19 units supplying retailing services with the most 

common being Hairdressers and Barbers. 

 

 Leisure Service: The leisure services are made up a range of businesses 

supplying entertainment including pubs, fast food takeaways, sports and 

leisure facilities. There were 21 units recorded with the most common being 

bars, wine bars and public house with 8. The next most common is both cafes 

and takeaways with 4 and 5 respectively.   
 

Remainder: The remainder of the units recorded in the land-use survey are 

made up from the categories of Financial and Business services, Health and 

Medical services and Public services.  Financial and Business services 

account for a total of 16 units.  Financial services and legal services were 

most common in this category, accounting for 4 and 5 units respectively. The 

health and medical services category, of which they were 8 units, were made 

up of doctors, dentists and veterinary surgeries. The final category public 

services accounted for 4 units and are primarily made up of civic offices.  

6.2 Vacancy Survey  

The survey of the vacant properties in the study area of Kilrush was carried 

out on the 14th February 2011. The survey was carried in conjunction with a 

larger overall land-use survey of the ground floor units in Kilrush. This was 

also accompanied by a photographic survey of vacant properties.   
 

For the purposes of calculating the vacancy rate, a vacant property was 

defined as any ground floor retail unit which is available and suitable for use 

but is unoccupied, i.e. he survey does not include any retail units which are 

currently under construction or any units which are derelict.  

 

Survey Results: The survey found there were a total of 169 retail units both 

occupied and unoccupied, in the Kilrush and 35 of these units are currently 

vacant and 134 are occupied.  
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This gives a vacancy rate of 20.7% (21%) within the study area. On a street 

by street basis, Moore St. has the most vacant units with 13 units vacant or 

37.1% of total vacancies. Both Frances St. and Henry St. has similar numbers 

of vacancies with Frances St. having 6 units vacant and Henry St. having 7 

units vacant, or 17.1% and 20% of total vacancies respectively. The 

remainder of the vacancies are located in the retail units in the car park, 4 

vacant units or 11.4% of total vacancies. There are an identical number of 

vacancies located on Vandeleur St. and there is a single vacant unit facing 

the Market Square. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Map 2 
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7.0 Results of Footfall Survey 

7.1 Footfall Survey 

As noted above, the footfall survey was carried out on two separate weekends 

in February and March 2011. The first survey was carried out between the 

24th- 26th of February with the second carried out a month later from the 24th - 

26th of March. The count on February 25th was cancelled as this was polling 

day in the general election and it was felt that the count may be skewed by 

people coming into town to vote and would therefore give a false reading. 

However the carrying out of the second footfall count compensates for the 

missing day. Both footfall counts were carried out with the help of volunteers. 

Six count points were chosen in the town centre at which the level of footfall 

was recorded. The count points chosen were located at Henry St, Frances St 

and Burton St and recorded the level and direction of movement to and from 

the square (see Map 4 below). These streets were chosen as they are they 

were identified as both the major generators and destinations of footfall traffic 

within the study area. 

 
The six inspection 
points are 
illustrated in Map 
4 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 

Map 4 
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7.2 Overall Trends for the Two Study Periods 

Aggregating the footfall figures for the two study periods allows very distinct 

trends to emerge. The streets which recorded the highest levels of footfall 

were both Frances St. and Henry St.  During the study periods a total of 963 

persons passed count points on these streets.  Burton St. recorded a much 

lower level of pedestrian traffic with the lowest numbers overall being 

recorded moving past the count points on this street. Overall the most 

frequent movements are movements onto Frances St from the Market Square 

and from Henry St. onto the Market square with the opposite direction being 

the next most popular.  

 

When the daily footfall movements are examined by street it becomes obvious 

that for the first three study days the amount and direction of footfall is mostly 

uniform. Frances St and Henry St had the highest levels of footfall with Burton 

St showing the lowest amount. On a day by day basis Henry St had the 

highest levels of movement on the 22nd and the 24th February, while on 

Saturday the 26th February 2011 the largest movement was recorded on 

Frances St.  

 

The highest footfall of any day all was Friday 25th March 2011, which was the 

day of the Kilrush Horse Fair. Overall, the total footfall movement increased 

by an average of 306% compared to previous count days. Every street 

experienced a significant increase in pedestrian movement with the most 

marked increase experienced on Bruton St. This street had previously 

recorded, at most, between 39-85 pedestrians each way per study day and 

this increased to 165-179 per direction. Map 5 gives a breakdown of the 

amount of footfall by street on this survey date. 
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7.3 Movement by Street Side  

Map 6 below shows the total number moving by street side for all days except 

the fair day. This is a graduated symbol map, meaning the larger the dot the 

more people moving on that street. When the movements of pedestrians by 

street side are examined we discover interesting results. As would be 

expected following the results of the overall footfall counts, Henry St was the 

busiest street overall recording the most movement. When the pattern of 

movement by street side is examined an interesting division can be seen. On 

all days of study Henry St showed the most balance by street side with only 

slightly more people recorded on the east side of the street (Jim’s Barbers) 

than on the west side (Crottys).  

 
 

Map5 
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However, in the case of Burton St. and Frances St., the division of footfall 

between street sides is more distinct. In the case of Frances St. almost three 

times more people were recorded moving on the north side of the street (AIB) 

than on the south side (Post office). Similarly in the case of Burton St., a lager 

disparity between the volumes by street side can be seen. The north side of 

the street (car park side) hosts a considerably larger proportion of the total 

footfall (over eight times more).  

 

 However, the footfall movements recorded on day 2 of the second survey 

(25th March 2011 Fair Day) gives a slightly different picture. The increase in 

overall volume resulted in a more balanced movement pattern as can be seen 

in Map 7 below.  

 
 
 
 
 
 
 
 
 
 
 

 
 
 

 

Map 6 

Map 7 
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In the case of Buton St., the disparity was still evident however it had reduced 

from eight to three times as many on the northwest side as the southeast. In 

the case of Frances St there is a much more balanced footfall recorded with 

only thirty persons in the difference over the whole day, which is very similar 

to the movement recorded on Henry St 

7.4 Overall Total Footfall Movement by Time  

If we examine the aggregated data for the total movement of the individuals 

divided by time period a very interesting pattern emerges (Figure 1). It should 

be noted that the Fair Day figures have been removed in order that the results 

are not skewed. Over all time periods, Henry St is the busiest street followed 

by Henry St. and then Burton St. Overall the 13:15-13:30 Survey time is most 

popular followed by 15:15-15:30 and then 17:15-17:30. This time linked 

variance can be seen in the total footfall of Henry St. in the 01:15-01:30 

studies the total number is close to 300 with in the 17:15-17:30 this fall to just 

over 150 persons. If we examine the average movement the picture remains 

the same however the disparity between the movements in Frances St/ Henry 

St. and the movements in Burton St become less pronounced later in the day 

due to falling levels of movement on Frances St and Henry St.   
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8.0 Results of Shoppers’ Survey 

8.1 Shoppers’ Survey 

As noted above, a total of 70 surveys were carried out in five separate 

locations over three days on the 14th, 15th and 16th of March 2011. The 

survey aimed to examine the actions, opinions and suggestions of shoppers 

in Kilrush Town Centre study area (to be known hereafter as KTC).   

Questions included in the surveys are detailed in Section 8.3 

 

8.2 Respondent Selection 

The total population of persons over aged 16 years is 2162 persons and 

therefore conducting 60 surveys equates to 2.7% of total persons over 16 

years in Kilrush. The sample was also sub-divided into representative sub-

categories according to age, in order to increase reliability.  The surveys were 

carried out in Kilrush Town Centre at five different locations.  
 

 
 

Map 8 
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8.3 Questions and Responses  

Question: What is the main purpose of your Journey? 

Of the 70 respondents who were asked just over 40% stated the main reason 

was shopping for food and 26% stated it was shopping for other goods. Only 

9% of the respondent’s said the purpose of the journey was for either 

personal business such as banking or for leisure such as eating or socialising. 

This shows a domination of convenience shopping as the primary draw into 

the town.  

 

Question: Do you intend to or have you already visited either/both of the two 

supermarkets on the Ennis road namely Aldi and Tesco?  

The result indicated almost a 50/50 split; of the 59 who answered the question 

29 people said they had or will visit these shops while 30 people said they 

wouldn’t be. A follow up question was then asked to those who indicted they 

had/would be visiting asking ‘What modes of transport will you/did you use to 

get between the town centre and the Ennis road shops? Of the 29 people who 

said they would be visiting either Tesco or Aldi, 41% said they would drive 

while 34% said they would be walking while and 24% said they would get 

there by other non pedestrian means including Taxi, as a passenger in 

another car etc.  

 

Question: How frequently do you visit Kilrush for any purpose? 

Over 45% of the respondents said that they visited Kilrush everyday and 

almost 70% of all respondents stated they visit Kilrush weekly. When asked 

‘How often the visit to Kilrush was for the primary purpose of shopping?’ 37% 

said daily and over 62% of all respondents visiting the town for the purpose of 

shopping once a week or more. When the respondents were asked ‘What 

mode of transport they used to get to Kilrush?’ the most common mode of 

transport was walking with over half of all respondents indicating they walked. 

The next most popular was by car and this accounted for almost 34% of all 

respondents mode of travel to KTC. The remainder of the respondents got to 

KTC through taxi’s and coaches. The respondents who indicated that they 

drove to KTC were asked ‘Where did you park you car?’   
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On-street parking was the most popular option used by almost half of all those 

respondents who drove. The next most popular locations for parking were at 

the Church and the car park behind Henry St. The car park at Aldi was also a 

popular option and was used by almost 14% of respondents. When the 

respondents were asked ‘Was this a convenient location to park?’, the results 

were overwhelmingly positive with over 80% of all respondent indicating they 

thought it was a convenient location to park. The remainder who stated their 

chosen location was not convenient gave as the primary reason the loss of 

access through Brew’s shop to the car park, resulting in a longer walk.  

  

Question: How long was your journey to the town centre today? 

When the journey time of respondents is examined a very clear pattern 

emerges. Over 90% of those surveyed travelled for less than 15 min to get to 

Kilrush Town Centre, with almost 50% of all respondents travelling for 5 

minutes or less. 8% of total respondents stated that they travelled between 

16-45 minutes to get to Kilrush. When the travel times are cross-tabulated 

with choice of transport a very clear picture emerges. Of the 28 respondents 

who said they travelled up to 5 minutes to the town centre, 22 of those walked 

with 5 people travelling by car and one cycling. The longer the travel time the 

greater increase in the use of motorised transport, at a travel time of 5-10 

minutes 8 respondents walked while 9 people used some form of motorised 

transport most commonly by car. When the travel time extends past 10 

minutes we can see the domination of car based travel over any other mode. 

This would indicate that the majority of people who stated they travelled 10 

minutes or less into town walked and therefore are residents of the town.     

 

Question: Rate the ease of travel by private car to the town centre? 

Over 1/3 of the respondents (35%) said that the it was quite easy to travel by 

car with no respondents selecting very easy. 33.9% of respondents chose the 

neither good nor poor option with the remainder selecting the don’t know 

option. No respondent expressed a negative opinion.   
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Question: Which shops do you intend to/ have you visited in Kilrush Town 

Centre today? 

The response to this indicated that SuperValu appeared as the most popular 

primary destination for shoppers surveyed. A total of 57 respondents indicated 

they intended to do some shopping in Kilrush and of those 32 or 56% stated 

that the Supervalu was their primary shopping destination. This would indicate 

the Supervalu is the key anchor tenant in Kilrush Town Centre. Of the other 

12 primary shopping locations which were mentioned by respondents no 

others were above 10%. The next most popular destinations included Ryan’s, 

Minnitors and a collection of clothes shops. 

 

 It should be noted that when the terms of reference for the TCHC was drawn 

up it was intended that a survey of shoppers in Tesco would be included in 

the report. It was deemed important to include Tesco because of its edge of 

town location and the need to assess how many shoppers were going to 

Tesco and not continuing on into the town centre. The survey was not carried 

because permission could not be attained to conduct surveys on Tesco 

property. The gap in research is recognised as a weakness of the report 

however it was unavoidable and while this void in the research limits what can 

be said about the impact of edge of town development on Kilrush town centre, 

the results of other research carried out are no less valid.       

 

 Question: Which other facilities/businesses have you or do you intend to visit 

today? 

 In response to this question health services namely Chemists proved most 

common with 27% of respondents saying they have or intended to visit one, 

followed by a bank and clothing shops with 15% of respondents for each. Also 

included in this was a range of comparison goods stores and also legal and 

financial and leisure services.   

 

8.3.1 Choice and range of shops 

Question: Please rate the range of shops for both food and clothes shopping? 

The respondents were asked to rate the range of shops for both food and 

clothes shopping.  
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The results which can be seen in the tables below and in the case of food 

shopping 20% of respondents said the choice was either very good or quite 

good with 10% of people saying the range was either quite or very poor. 

However almost 42% of respondents stated that it was neither good nor poor 

indicating that they found the range satisfactory. 

 

In the case of clothes shopping 26.7% of people stated that the range was 

either very or quite good and just 10% stated dissatisfaction with the choice 

available. Once again however a large proportion (over one third) said in their 

view the range was neither good nor poor. This large group of respondents 

selecting a median or a ‘don’t know’ response can be seen in the same 

questions relating to shopping for household items and other types of goods.  

 

The high proportion of people selecting this response limits the analysis of 

results which can be carried out on the answers to these questions.  However 

when the respondents were asked elsewhere to rate the overall attractiveness 

of Kilrush as a shopping and entertainment destination the results proved 

more conclusive (see page 30). 

 

8.3.2 Environmental Quality and Attractiveness 
Question: Rate the overall environmental quality of the town centre? 

When the respondents were asked to rate the overall environmental quality of 

the town centre a clear image emerged. 55% of all respondents said it was 

either quite or very good with just 8.4% of respondents saying it was either 

quite or very poor and the remainder choosing the median option or not giving 

a response. This gives a very clear image of an attractive town centre when it 

is considered that 60% of respondents rated pedestrian safety as either quite 

or very good. 

 

Question: Please rate the overall attractiveness of the town centre as a place 

to shop? 

 Almost 60% of people rated it as either very or quite attractive while just 

under 10% of people said it was either quite or very unattractive and the same 

not stating a preference.  
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In the case of the attractiveness of KTC for leisure and entertainment just 

under 22% of respondents said Kilrush was either very or quite attractive and 

25% of the population stating it was either quite or very unattractive. Almost 

30% of the respondents stated a neither a positive or negative attitude 

towards attractiveness of entertainment.   

 

Question: What, in your opinion, are the most and least attractive features of 

Kilrush Town Centre? 

Most attractive: In total seven different features were identified. The most 

popular - streetscape and general appearance of the built environment, 

accounted for almost 29% of response. This was followed closely by the 

people and the range of shops which accounted for 20% of responses. The 

marina, the town square and the availability of parking were also highlighted 

as amongst the most attractive features of Kilrush. 

 

Least attractive: Overall a total of 15 different aspects were mentioned when 

respondents were asked ‘What is the least attractive feature of Kilrush?’ 

however 10 of these were only mentioned once. Also almost 10% of 

respondents could not think of anything negative or unattractive about the 

town. 

 

Vacant buildings were the most common item mentioned as being 

unattractive with almost 30% of all respondents mentioning it. The second 

most common feature to be mentioned as the least attractive was the 

condition of the buildings and the roadway of Moore St. which appeared in 

14% of all responses, and the cost of car parking was mention 13% of the 

time. Other items which were mentioned were the lack of evening economy, 

mainly the lack of a choice of restaurants and entertainment other than pubs. 

Also mentioned were dirty buildings, speed of traffic in the town and the safety 

of pedestrian crossing points on Henry St.   
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8.3.3  Other shopping destinations 
Question: Which towns and cities both nearby and further a field do you visit 

for the primary purpose of shopping and also how often you visit theses 

locations? 

The respondent was offered a choice of seven alternative shopping locations, 

Kilkee, Ennistimon, Ennis, Kilrush, Limerick, Galway, Cork and Dublin. Most 

popular destinations to emerge from the shopper’s survey were Ennis and 

Limerick.   

 

Ennis: Of the 60 respondents who were asked how often they shopped in 

Ennis over 70% indicated they shop in Ennis. Interestingly almost 60% said 

they shopped there once a month or more and 25% shopped in Ennis once a 

week or more. 

 

Kilkee and Ennistimon: Just over 30% of respondents reported visiting these 

towns for shopping. In the case of Kilkee 16.7% of respondents said they 

shopped here less than once a month and in the case of Ennistimon 20% said 

their visits were less than once a month. Galway, Dublin and Cork proved 

even less popular in the case of Galway only 20% of respondents said they 

visited the city for shopping and of these 13.3% stated it was less than once a 

month. In the case of Dublin and Cork only 8.3% and 11.7% of respondents 

respectively said they visited these cities for shopping.   

 

8.3.4 Tourist questions 

The survey included three questions for tourists and examined the frequency 

of both shopping and non shopping related visits to Kilrush along with duration 

of stay. However as the number of tourists surveyed was very low, the results 

to these questions are neither generalisable nor reliable and therefore must 

be excluded. It is envisaged that a full Visitor Attitudes Survey (VAS) will be 

undertaken in Kilrush as a follow up to the Town Centre Health Check 2011, 

preferably with input from Failte Ireland.   
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8.3.5 Online shopping 
Question: Do you shop online? How regularly do you shop online? 

Only 25% of respondents said they did shop online. However of this 25% just 

under 17% said they shopped either once a month of less. The remainder 

reported shopping online between 2/3 time per month and 2/3 times per week; 

however this group only made up 8.3% of respondents.  
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9.0 Retailers Survey 
 
The survey of retailers in Kilrush was carried out in order to gain an 

understanding of the current business environment within the study area and 

to asses the range of factors which might affect the future development of 

businesses in Kilrush. The survey consisted of a range of open and close 

ended questions. The survey examined the changes in business over the past 

3 years and the outlook of the retailers about the prospects for business in the 

next 3 years. The Survey also examined the opinions of retailers about a 

range of topics relating to the business environment for Kilrush. A total of 53 

business responded to the survey giving a response rate of 67%.  

 

9.1 Questions and Responses 

Question: How the staffing levels had changed over the past three years of 

business? 

Of the 53 retailers in the town centre that were surveyed there was an 

average decrease in employment from 2008 to present of 15%.  However 30 

of the 53 businesses surveyed did not record any change in staffing levels. 

When these respondents are removed the actual decrease in staffing levels in 

the past 3 years was closer to 1/3. In addition to this it must also be 

mentioned while 30 of the 53 businesses surveyed did not record a reduction 

in staff levels most recorded a reduction in hours for staff, introduction of three 

day weeks or these businesses were always run by owners and therefore 

couldn’t reduce staff numbers. 

 

Question: How has the turnover of your business changed in the previous 3 

years? 

Only 11.5% indicated that their turnover since 2008 had either increased or 

didn’t change. In contrast to this almost 85% of retailers recorded a decrease 

in turnover. From the 85% who recorded a decrease, 25% said the decrease 

was slight while the majority (59.6%) said the decrease was significant (see 

Table 9.1 below).  
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Table 9.1  Change in Turnover 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Increased slightly 2 3.8 3.8 3.8 

Neither increased or 

decreased 

4 7.7 7.7 11.5 

Decreased slightly 13 25.0 25.0 36.5 

Decreased significantly 31 59.6 59.6 96.2 

Don’t Know 2 3.8 3.8 100.0 

Valid 

Total 52 100.0 100.0  

 

 
Question: How do you expect turnover to change in the coming three years? 

Understandably over 40% of all respondents indicated that they didn’t know 

how turnover would change in the next three years. However of those retailers 

who indicated an opinion, over 44% indicated that they thought there would 

either be a significant or slight increase in turnover with just 15.3%(11.3+3.8)  

indicating they thought there would be a further slight or significant decrease.  

 
Table 9.2  Future Turnover 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Increased slightly 12 23.1 23.1 23.1 

Neither increased or 

decreased 

11 21.2 21.2 44.2 

Decreased slightly 6 11.5 11.5 55.8 

Decreased significantly 2 3.8 3.8 59.6 

Don’t Know 21 40.4 40.4 100.0 

Valid 

Total 52 100.0 100.0  
 
 
Question: What are the key factors which caused a change in turnover? 

All respondents who indicated a change in turnover both positive and negative 

were asked what factor causes the change in business. The respondents 

were asked to focus on factors or changes specific to Kilrush. Of the 44 

respondents who stated their turnover in the past three years had decreased, 

35 indicated factors other than the general economy (GE) causing or adding 

to the downturn.  
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From this group of 35 respondents, 49% said the practice of charging for 

parking and the strict enforcement of the parking rules had been a 

precipitating factor in the fall in turnover. 37% of this group attributed the fall in 

turnover to the arrival of the two major supermarkets on the Ennis Rd namely 

Tesco and Aldi.  Other factors which were highlighted included the closure of 

businesses such as Brew’s and the impact of the appearance of vacant 

buildings both having negative impacts on the levels of footfall in the street 

and the related decrease in turnover.  The respondents who indicated that 

their level of turnover had increased in the past three years attributed the 

change to better customer service and trading off a strong reputation.    

  

Question: How have the running costs of your business changed in the past 

three years? 

This question was linked to responses to Change in turnover.  Respondents 

were asked how have the costs of running the business changed over the 

past three years.  The results are shown in Table 9.3.  Over 44% of total 

respondents said the business had become more expensive to run. When the 

retailers were asked why this change had come about the most common 

answer was that it takes a proportionally larger amount of revenue to cover 

fixed costs as turnover had decreased. The costs most commonly mentioned 

were rent, insurance and rates. Just 11.5% of respondents said that there 

business had become cheaper to run. The reasons for this were varied and 

included grater stock control and cheaper prices from wholesalers. A quarter 

of all respondents said that the cost of running their businesses have 

remained about the same and just under 20% of all respondents indicated 

they didn’t know how the cost of running a business had changed. 
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Table 9.3  How have the running costs of your business changed over the past 3 years 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

More expensive 23 44.2 44.2 44.2 

Less expensive 6 11.5 11.5 55.8 

About the same 13 25.0 25.0 80.8 

Don’t Know 10 19.2 19.2 100.0 

Valid 

Total 52 100.0 100.0  

 

Question: What are strengths of Kilrush town centre from the perspective of 

running a business?   

When asked, 43 respondents highlighted strengths of the town centre which 

help their business. 28% mentioned the range and choice of shops while 23% 

named the personality of the locals and the quality of personal service as the 

main strength of the town centre. 13% of respondents listed the attractions to 

Kilrush such as the tourist trade and the heritage town branding and events in 

the town such as the fairs, famers markets and other annual events such as 

the An Post Ras. The remaining strengths which were mentioned included a 

wide range of topics the most frequent was the free car parking in the Place 

de Plouzance car park. This was focused upon by all the businesses in the 

car park as vital for their survival.  

 

Question: What are weaknesses of Kilrush town centre from the perspective 

of running a business?   

The most common weakness mentioned was the cost of parking (Tables 9.4 

and 9.5) and the strict enforcement of parking regulations.  This was stated by 

18% of the retailers in the town. Both the loss of Brew’s shop and the loss of 

the walkway through Brew’s were named by 14% retailers. This was followed 

closely by the negative press reporting in local media which was named by 

13% of respondents. The next most frequent weakness mentioned was the 

lack of certain services and facilities in the town most commonly the lack of 

facilities for children and the lack of a hotel. The condition of Moore St and the 

associated impact on the approach from the Ferry on tourists and their 

decision to stop in Kilrush or not was also mentioned.    
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Table 9.4  Rate the car parking provision 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Very Good 7 13.5 13.5 13.5 

Good 24 46.2 46.2 59.6 

Adequate 12 23.1 23.1 82.7 

Poor 6 11.5 11.5 94.2 

Dont Know 3 5.8 5.8 100.0 

Valid 

Total 52 100.0 100.0  
      
      

 
 

Question: Rate the Car parking provision? 

 When the retailers were asked to rate the provision or amount of car parking 

space in the town centre almost 60% said the provision was either good or 

very good while over 80% said it was adequate or better. Just 11.5% said it 

was poor and no one said it was very poor. When respondents were asked to 

rate the cost of car parking some interesting results emerge. Over 40% of all 

retailers surveyed said the cost of the parking was either good or very good 

and over half said it was adequate or better. Just under one third of the 

respondents (32.7%) said the cost of parking was either poor or very poor.   

 
 

Table 9.5  Rate cost of car parking 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Very Good 3 5.8 5.8 5.8 

Good 18 34.6 34.6 40.4 

Adequate 6 11.5 11.5 51.9 

Poor 10 19.2 19.2 71.2 

Very Poor 7 13.5 13.5 84.6 

Dont Know 8 15.4 15.4 100.0 

Valid 

Total 52 100.0 100.0  
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Table 9.6  Rate the ease travel by private car 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Very Good 3 5.8 5.8 5.8 

Good 19 36.5 36.5 42.3 

Adequate 9 17.3 17.3 59.6 

Poor 6 11.5 11.5 71.2 

Don’t Know 15 28.8 28.8 100.0 

Valid 

Total 52 100.0 100.0  
 
 

Question: Rate the ease of travel by public transport? 

 The aim of asking about the ease of travel by private transport was to asses 

the quality of roads and signage into the town. Almost 60% of retailers 

surveyed said that the ease of travel was adequate or better with just 11.5% 

of respondents saying it was poor. However it should be noted that almost 

30% said they didn’t know or were unsure.  

 

 
Table 9.7  Range of shopping 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Very Good 1 1.9 1.9 1.9 

Good 24 46.2 46.2 48.1 

Adequate 12 23.1 23.1 71.2 

Poor 6 11.5 11.5 82.7 

Very Poor 1 1.9 1.9 84.6 

Dont Know 8 15.4 15.4 100.0 

Valid 

Total 52 100.0 100.0  
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Question:  Rate the range of shops in Kilrush? 

When the retailers were asked to rate the range of shops in Kilrush just over 

70% (71.2%) said that the range was adequate or better with almost half 

saying it was either good or very good. Just 13.4% of people said it was either 

poor or very poor. 

 
 

Table 9.10  Range of places for entertainment 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Good 8 15.4 15.4 15.4 

Adequate 8 15.4 15.4 30.8 

Poor 8 15.4 15.4 46.2 

Very Poor 9 17.3 17.3 63.5 

Dont Know 19 36.5 36.5 100.0 

Valid 

Total 52 100.0 100.0  
   
 
 
Question: Rate the range of Entertainment? 

The result of retailer’s opinions regarding the range of entertainment in Kilrush 

is interesting as it gives a very clear picture. Just 15.4% of retailers said the 

range of entertainment was good with just over 30% of people saying it was 

adequate or better. However almost one third of the respondents (32.7%) said 

that the range of entertainment was either poor or very poor. 36.5% of the 

respondents declined to give a response.  

 

Question: Level of Crime?  

The respondents were asked to rate the level of crime including anti social 

behaviour from very low to very high. Just 11.8% of respondents said the 

levels were either low or very low and fewer than 30% said the level of crime 

and antisocial behaviour was either adequate or lower. Over half of all 

retailers surveyed (53.9%) said that crime and anti- social behaviour was a 

problem and almost 20% said there was a very high level.  
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Table 9.12  Level of Crime 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Very Low 1 1.9 2.0 2.0 

Low 5 9.6 9.8 11.8 

Adequate 9 17.3 17.6 29.4 

High 18 34.6 35.3 64.7 

Very High 9 17.3 17.6 82.4 

Don’t Know 9 17.3 17.6 100.0 

Valid 

Total 51 98.1 100.0  
Missing System 1 1.9   
Total 52 100.0   

 
 
Question: Rate the Overall environmental quality of the town centre?  

The retailers were asked to rate the environmental quality of Kilrush town 

centre. It was explained to each respondent that environmental quality related 

to the built and natural environment in Kilrush town centre. The results of this 

were very positive with almost 70% of respondents saying it was adequate or 

better and almost half (48.1%) saying it was good.    

 

Table 9.13  Overall environmental quality of the town centre  

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Good 25 48.1 48.1 48.1 

Adequate 11 21.2 21.2 69.2 

Poor 7 13.5 13.5 82.7 

Very Poor 1 1.9 1.9 84.6 

Don’t Know 8 15.4 15.4 100.0 

Valid 

Total 52 100.0 100.0  
 
 
 
 
 
 
 
 
 
 



 37 

Table 9.14  Ease of access around the centre 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Very Good 3 5.8 5.8 5.8 

Good 20 38.5 38.5 44.2 

Adequate 13 25.0 25.0 69.2 

Poor 3 5.8 5.8 75.0 

Very Poor 1 1.9 1.9 76.9 

Don’t Know 12 23.1 23.1 100.0 

Valid 

Total 52 100.0 100.0  
 
 
Question: Ease of access around the centre? 

 The respondents were asked to rate the ease of access around the town 

centre as a pedestrian. This was looking in particular at the quality of the 

footpaths and pedestrian crossings. The results of this were largely positive 

with almost 45% of the respondents saying that the quality was either good or 

very good. Just 7.7% of respondents said that they though the access was 

either poor or very poor. Most of these related to the pedestrian crossing at 

the top of Henry St which was perceived to be a hazard due to its proximity to 

a round-about.      

 

Question: Other suggestions which could improve prospects for business in 

the Town centre? 

The respondents were asked for if they had any ideas which they thought 

would improve the prospects for business in Kilrush. Almost 100 different 

topics were mentioned by retailers. Changing the cost of parking and the 

introduction of a 1hour free car parking scheme was proposed by almost 35% 

of retailers as something which would improve or help their business. This 

was followed closely by the maintenance and management of vacant 

buildings in the town centre (33%). The tackling of anti social behaviour was 

mentioned by almost 20% of retailers and also the addition of signage in the 

town for shops in the car park retail units was frequently highlighted.  35% of 

the retailers surveyed stated the need to improve Moore St as the main route 

for traffic travelling to and from the Kilimer – Kilrush Ferry.   
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The retailers in the car park units highlighted a range of issues which were 

specific to them. The issue of advertising the businesses operating in the car 

park both at the square and also on Ennis rd was a frequent comment. The 

evening economy and the security of these businesses was also mentioned.  

There was a perceived fear of isolation and lack of security in the evening and 

night time when the car park is quiet. 

 

Retailers also regularly commented on the system for charging for parking. 

This was mainly based around the difficulty shoppers were having finding the 

meters to buy a ticket and the need to have exact change. The general 

recommendation was for more meters or more visible meters which accept 

coins other than just a €1 coin.  

 

A large proportion of the recommendations from the retailers were based 

around the need for some form of collective action from all retailers. The 

suggestions were wide ranging but can be categorised under two general 

categories which are more Events/attractions and Support & Advice. The first 

category ‘Events and Attractions’, shows a support by local businesses for 

more events run through out the year and also events to develop improve the 

night-time economy. 

 

The second category can be generalised as ‘Support and Advice Services’, 

predominantly made up of suggestions for the need to support local 

businesses. Suggestions included group action relating to group advertising 

and group initiatives to counter negative press about Kilrush in local media. 

There were also suggestions about the need to create group marketing or 

reward schemes accessible to shoppers in the town centre.             
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10.0 Drive Times to Surrounding Towns – Isochrones 
 

In Map 8 below, the travel time by car from Kilrush to surrounding settlements 

can be illustrated by the various isochrones. The isochrones and associated 

colour bands represent different travel time ranging from 10min to 45min.  
 

These time bands show the travel times to various settlements in Clare. The 

plan also shows the influence of the road network of Primary, Secondary and 

Tertiary roads within the west coast of County Clare. 

 

 
 
 

 

 

 

 

Map 8 
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Appendix 1 

 
List of members of the Steering Group for the Kilrush Town Centre Health Check 

 
Mr. John Corry- Kilrush Town Council 
Ms. Siobhan Garvey- Kilrush Town Council 
Ms. Alison Harvey- Heritage Council 
Mr. Desmond Jennings- Tidy Towns  
Ms. Congella McGuire- Clare County Council 
Ms. Mary McMahon- Kilrush Town Council 
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Appendix 2  
 
 

Goad Classification of land use as used in the land use survey 
 

COM 1 Antiques shops  RS 2 Dry Cleaner & Laundrette  
COM 2 Art & Art dealers  RS 3 Filling Stations & Garages  
COM 3 Booksellers  RS 4 Health & Beauty (e.g. beauticians, nail bars)  
COM 4 Carpets and Flooring  RS 5 Hairdressers/Barbers  
COM 5 Charity Shops  RS 7 Other Retail Outlets  
COM 6 Chemists & Drugstores  RS 8 Photo Processing  
COM 7 Children’s & Infants wear  RS 9 Photo Studio  
COM 8 Crafts, Gifts, China & Glass  RS 10 Post Offices  
COM 9 Cycles & Accessories  RS 11 Repair, Alterations & Restoration  
COM 10 Department and Variety Stores  RS 12 Travel Agents  
COM 11 DIY & Home Improvement  RS 13 Vehicle Rental  

COM 12 
Electrical & Other Durable Goods  

RS 14 
Vehicle Repair & Services  

COM 13 Florists    
COM 14 Footwear  OR 1 Shops  
COM 15 Furniture  LS 1 Bars, Wine Bars & Public House  
COM 16 Gardens & Equipment  LS 2 Bingo & Amusement  
COM 17 Greeting Cards  LS 3 Cafes  
COM 18 Hardware & Household Goods  LS 4 Casino & Betting Offices  
COM 19 Jewellery, Watches & Silver  LS 5 Cinemas, Theatres & Concert Halls  
COM 20 Mixed Clothing  LS 6 Clubs  
COM 21 Ladies Wear & Accessories  LS 7 Disco, Dance & Nightclub  
COM 22 Leather & Travel Goods  LS 8 Fast Food & Takeaways  
COM 23 Men's Wear & Accessories  LS 9 Hotels & Guest Houses  
COM 24 Music & Musical Instruments  LS 10 Restaurants  
COM 25 Stationers  LS 11 Sports & Leisure Facilities  
COM 26 Office Supplies    
COM 27 Other Comparison Goods  FBS 1 Building Society  
COM 28 Photographic  FBS 2 Building Supplies & Services  
COM 29 Second Hand Goods & Books  FBS 3 Business Goods & Services  

COM 30 
Sports, Camping & Leisure Goods  

FBS 4 
Employment & Careers  

COM 31 Telephones & Accessories  FBS 5 Financial Services  
COM 32 Textiles & Soft Furnishings  FBS 6 Legal Services  
COM 33 Toys, Games & Hobbies  FBS 7 Other Business Services  
COM 34 Vehicle & Motorcycle Sales  FBS 8 Printing & Copying  
COM 35 Vehicle Accessories  FBS 9 Property Services  
COM 36 Opticians  FBS 10 Retail Banks  
    
CNV 1 Bakers & Confectioners  HMS 1 Chiropodist  
CNV 2 Butchers  HMS 2 Dental Surgery  

CNV 3 
Convenience Store, Groceries & 
Frozen Food  HMS 3 

Doctors Surgery  

CNV 4 Delicatessen  HMS 4 Health Centre  
CNV 5 Fishmonger  HMS 5 Nursing Home  
CNV 6 Health Foods  HMS 6 Osteopath  
CNV 7 Markets  HMS 7 Other Health & Medical Service  
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CNV 8 Off licence  HMS 8 Rest home  
CNV 9 Shoe repairs etc  HMS 9 Veterinary surgery  
CNV 10 Supermarkets    

CNV 11 
Confectionery, Tobacconist, 
Newsagent  PS 1 

Advice Centre  

RS 1 Clothing & Fancy Dress Hire  PS 2 Community Centre  
PS 4 Educational Establishment  PS 3 Council Offices  
PS 5 Emergency Services  
PS 6 Information Centre  
PS 7 Kindergarten  
PS 8 Library  
PS 9 Museum & Art Gallery  
PS 10 TA/Cadet Centre  
PS 11 Tourist Information  
REL Place of Worship  
VAC 1 Vacant Shop  

 
 


