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Chapter 1 - Introduction 

• This is the 3rd in a series of report/retail strategies prepared for Waterford 
Council. 

• 2011 Retail Strategy for Waterford City 

• 2017 Updated report for City 

• 2020 New Retail Strategy – this time for combined City & County 

• This 2020 strategy is to feed into a new City & County Development Plan 

• This new strategy was prepared pre-Covid-19 – it is too early to predict 
what  the short and longer term impacts of pandemic will have on retailing. 
However in a concluding slide we present some potential implications. 

 



Chapter 2 Policy Context 

• New National & Regional Planning Policy Environment 

• Focus very much on promoting compact sustainable urban growth 

• Key role identified for Waterford City in national urban hierarchy, with 
significant population growth forecasted. 

• North Quays SDZ Planning  Scheme 2018 & recent Planning 
Permission 

• 2012 Retail Planning Guidelines remain unchanged. 



Chapter 3 Economic Context 

•Up until Covid-19 struck, the Irish economy 
performing very strongly over recent years  

• It is also reflected in retail sales volume figures, which 
have averaged around 5% growth p.a. since 2016. 

•Not translated into retail sales figures to same extent, 
as the relative costs of both food and comparison 
goods have been declining over time. e.g. 1980 €1 in 
€3 spent on food – today €1 in €7 



Chapter 3 – Trends in Retailing 

• Shopping has become interlinked with social and 
leisure activities,  

• Emerging is what can be termed ‘experience retail’ - 
provides opportunities for city & town centres. 

• Internet Shopping  
•Growing but from a relatively modest  base – (RSI - 3-

4%). Ireland would be several years behind the UK 
when it comes to penetration of on-line sales 
 



Chapter 3 – Trends in Retailing cont./ 

• Convenience Retailing 

•  Marked change  in the past 10 years compared with the 
previous decade - significant reduction of of new larger 
convenience stores throughout the country. 

• New developments focused on continuing expansion of 
discount foodstores and of smaller stores within urban 
neighbourhoods. 

• Discount Stores now account for c. 25% of convenience 
expenditure. 
 



Chapter 3 – Trends in Retailing cont./ 

• Comparison Retailing 

•  In past decade significant reduction of new comparison 
retail facilities nationally.  Very few new shopping centres 
have been developed and activities focused mostly on re-
structuring/ refurbishing existing centres. 

• For retail warehousing,  extremely limited development in 
recent years throughout the country, resulting from an over 
provision of retail warehousing in the previous decade.  
 

 



Surveys Findings – Floorspace Surveys 

• Changes compared to 2005/2012 previous surveys 

• Waterford City: modest (+300m2) increase in convenience 
floorspace, and little change in comparison, with exception of bulky 
goods up 15,000m2. 

• Dungarvan: Convenience floorspace increased by 50%, comparison 
little change, but bulky goods increased threefold.  

• Tramore: Dramatic increase in convenience floorspace (up over 200%) 
while comparison is slightly down and little change to bulky goods. 



Surveys Findings – Household Surveys 

• Convenience goods  

• 79% of respondents do a regular main shop,  

• only 3% of respondents shop on-line for groceries,  

• very little leakage out of County. 91% satisfaction rating. 

• Clothing & Footwear   

• 89% of respondents shop in Waterford City and a further 12% in Dungarvan.  

• 11% shop outside county, mainly to Cork, Dublin & Kilkenny.  

• 25% of respondents used on-line shopping for clothes/footwear in last two 
months.  

• 61% satisfaction rating – main issues are lack of range/choice, and to lesser 
extent parking. 

• 41% of respondents combine shopping with other activities when visit city/town 

 

 

 



Surveys Findings – Street Shopper Surveys 

• Social class of the Waterford city respondents was significantly lower than 
the county 

• 47% of shoppers to city travelled by car, with 36% walking and a further 
14% by bus. For county the equivalent figures were 75%+ by car. 

• Main attractions were the presence of good shopping malls and 
pedestrianised streets & the overall shopping environment. 

• No. 1 improvement to the retail offering was to increase the range of shops  

• For environmental improvements the main issues were improved 
safety/security and more events & for Dungarvan the need for more public 
toilets and pedestrianised streets. 

 

 



Chapter 5 – Health Checks 

• Waterford City 

• Overall Waterford City has a reasonably healthy and vibrant City 
Centre 

• Lacks level and range of  retailer representation compared to peer 
cities.  

• Waterford is underperforming and its retail profile is not 
commensurate with its status as a Regional City.  

• Vacancy rates are generally low in the prime retail pitch, although 
vacancy rates are increasing in the secondary streets and along 
Michael/John Street. 

 

 



Chapter 5 – Health Checks cont./ 

• Dungarvan 

• Dungarvan is an important market town with an extensive catchment 
area in the west of the county. Because of this it has a much more 
developed retail function, and does have a range of comparison 
outlets in its retail offering.  

• Dungarvan has also been developing well as a tourism destination, 
with a particular focus on activity holidays, and on food tourism. 

•  Dungarvan town centre is both well presented and has good vitality, 
with relatively little ground floor vacancy, which is largely limited to 
one small area. 

 



Chapter 5 – Health Checks cont./ 

• Tramore 

• Tramore, is well presented and serves a  different function to 
Dungarvan as being both a dormitory town for Waterford city, as well 
as being an important tourist destination in its own right, as a seaside 
resort.  

• Tramore has a good convenience retail offering. 

 



Chapter 6 – Quantitative Assessment 

• Number of Important Assumptions which underpin the analysis: 

• Catchment area: Whole county + city catchment into south Kilkenny 
& parts of Wexford & Tipperary 

• Population projections – based on NPF/RSES projections 

• Expenditure Estimates - Based on the 2016 Annual Service Inquiry 

• Leakage – same assumptions on leakage out of city/county as in 
previous studies 

• Turnover – same assumptions on turnover per m2 as used in 2012 
study  

• Bulky Goods -  20% of comparison expenditure. 



Chapter 6 – Quantitative Assessment cont./ 

• Retail Projections 

 



Retail Projections 

• Convenience 

• Little capacity for additional convenience floor space within the City & 
County area in the short term and even by 2031 the capacity is less 
than 1,000 sq.m. reflective of both the negative inflation in food 
prices and the extent of convenience floorspace which has been 
implemented in recent years.  

• Notwithstanding the low projected figures, there is likely to be a need 
for further modest neighbourhood scale convenience development in 
the short to medium term, particularly in the smaller towns and 
villages in County. 

 



Retail Projections cont./ 

• Comparison 

• The requirement for additional comparison floorspace within the City 
& County is significant over the period to 2026 and beyond to 2031 - 
a requirement for an additional 55,100 sq. m. of comparison 
floorspace under Scenario 1 by 2026 and this increases to 61,400 sq. 
m. under Scenario 2. Of this approximately 30,000 sq.m. will be 
absorbed by the proposed mixed use development in the North 
Quays, and a further circa. 9,500 sq.m. in Michael Street shopping 
centre. 

 



Retail Projections cont./ 

• Bulky Goods 

• No requirement for additional retail warehouse floorspace within the 
catchment up to 2031.  

• This is not surprising having regard to the extent of this format of 
retail floorspace developed within both Waterford City, Dungarvan 
and Tramore over the last number of years. 

 



Chapter 7 - Policies, Action and Vision for the 
Future – Proposed Retail Hierarchy  
 





           Dungarvan Core Retail Area 

 



Chapter 7 - Policies, Action and Vision for the 
Future cont./ 
• Distribution of Additional Floorspace 
• Distribution of future floorspace must have regard to the identified retail 

hierarchy.  
• City Centre must be targeted and be the focus for higher order comparison 

retailing 
• Comparison floorspace should also be directed towards Dungarvan town 

centre. 
• Based on the NPF/RSES population projections recommended that c. 85% 

of all future additional comparison floorspace in the county should be 
directed towards Waterford city centre. 

• To ensure continued vitality of smaller towns and villages, modest retail 
expansion should be facilitated. 
 
 



Covid-19 Pandemic & Potential impacts on 
retailing 
• It is too early to assess either the short term or longer term impact 

which the pandemic will have on the retail sector. 

• Limited official statistics published to date which captures the 
changes which have been occurring and will continue to occur to 
retail trends.  

• However, the monthly Retail Sales Index & the Department of Finance  
monthly document titled ‘Emerging Economic Developments - real-
time economic domestic indicators’ provide some indications of 
changes which may be occurring in retailing. 



Emerging Economic Developments - Dept of 
Finance Oct. 2020  



Covid-19  
Potential impacts 

on retailing  
Retail Sales Index 
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Covid-19 Pandemic & Potential impacts on 
retailing - Concluding Remarks 
• During the period of the initial lockdown March-June, both the volume and value 

of retail sales declined, but since the initial restrictions were lifted retail sales 
rebounded, particularly in volume terms. 

• Strong correlation between level of on-line sales and level of Covid restrictions. 
However when shops reopen Irish customers appear to favour ‘bricks & mortar’ 
stores, with on-line sales reverting to levels of under 5% of total retail sales. 

• The convenience market is likely to hold its position from pre-Covid times. For 
comparison retailing the situation is likely to be more fluid, particularly with 
increased competition from on-line sales from outside the State. 

• Overall the retail sector appears to be pretty resilient and has the ability to 
bounce back once the general economic conditions in the country improve.  

• Important is to monitor and review trends as emerge from the pandemic to see if 
new patterns are emerging in the retail sector and customer behaviours.  

 


