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Introduction

Overview

Nexus Planning (Nexus) has been commissioned by Kilkenny County Council to prepare the Kilkenny
County and City Development Plan Retail Strategy 2020. The Strategy will form part of the Kilkenny
County Development Plan 2021-2027 ('the Development Plan’).

The Development Plan is intended to set out the overall strategy for the future planning and

sustainable development of the County for the period of the plan and beyond.

The purpose of the Retail Strategy is to set out clear, evidence based objectives and policies in relation
to retailing, in order to support competitiveness and choice whilst promoting the vitality and viability
of town centres. The Strategy focusses on Kilkenny City as the primary retail destination within the
County, however also considers retailing in the four district towns of Callan, Castlecomer,

Graiguenamanagh and Thomastown, as well as Ferrybank.

The Strategy is underpinned by empirical evidence in the form of a 550-sample shopper survey. The
shopper survey allows us to undertake a qualitative analysis of shopper attitudes and opinions. The
survey was purposefully based on a survey carried out in 2010 to support the previous Retail Strategy,
in order to allow direct comparison to the previous results. The 2010 survey was only carried out in

Kilkenny City.
Scope of Works

The brief sets out that the Retail Strategy shall at a minimum include the following:

i) A succinct section on national and regional retail policy and trends and their implications for the
city and county Retail policy;

ii) Outline the level and form of retailing activity appropriate to the various components of the
settlement hierarchy;

iii) Define, by way of a map, the core retail area of each centre as appropriate;

iv) Analysis of the change that has occurred in retailing in County Kilkenny since the last

Plan/Strategy;
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v) A comparative review of Kilkenny City with other major competing centres;

vi) Set out strategic guidance on the appropriate location and scale of retail development to support
the settlement hierarchy, including where appropriate identifying opportunity sites which are
suitable and available and which match the future retailing needs of the area;

vii) Identify opportunity sites in each of the main towns which could be used to suit a variety of
required retail formats in a way that maintains the essential character of the particular shopping
area;

viii)  Include objectives to support action initiatives in town centres;

ix) A Viability and Vitality Assessment check shall be carried out for each of the six settlements;

x) A review of ‘Out of Centre’ retailing in Kilkenny City, and whether or not there is potential for
expansion;

xi) Preparation of a suite of policies necessary for ensuring vital and vibrant town and village centres.
Structure of the Study

In light of the above, we have structured our report as follows;

e Section 2 summarises key national and regional retail policy, and key current and future retail
and leisure trends, therefore providing the context for this Study and how it can be used to
guide plan-making;

e Section 3 examines the vitality and viability of the main centres within the County. We review
our empirical shopper survey findings and consider health-checks of the County’s main centres;

e Section 4 provides discussion around the key policy topics including settlement hierarchy, core
retail areas, and out of centre retail, and provides a comparative review of Kilkenny City with
other major competing centres;

e Section 5 sets out our recommendations and policies in respect of the Council's future

strategies for retail, town centre and leisure development.
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2.0 Policy & Trends

2.1

2.2

2.3

2.4

2.5

In this section, we provide a succinct account of current national and regional policy relevant to retail
planning. Further, we review current and future retail trends to provide a context for the preparation

of this Strategy, and an understanding of the implications of these trends for future county retail

policy.
National and Regional Retail Policy

National Planning Framework 2018

At the national level, the National Planning Framework 2018 (NPF) guides all development within
Ireland until 2040. The National Planning Framework (NPF) does not provide specific guidance on the
national retail strategy, but provides broader guidance on achieving sustainable cities and
communities, as well as regionally specific guidance to help promote growth and sustained

development.

The NPF contains strategic policies seeking to ensure the vitality and viability of Ireland’s urban and
rural places. National Objective 6 is part of a series of objectives that seek to strengthen Ireland’s
urban places. Objective 6 relates to the role and function of urban places, highlighting the
Government's ambition to regenerate and rejuvenate cities, towns and villages as environmental
assets to ensure the resiliency and vitality of urban places. This includes ensuring their ability to
accommodate increased populations, employment activity, and high amenity and design standards.
National Objective 11 sets out a presumption in favour of development that will encourage people,

jobs and activity within existing urban places of all sizes.

National Policy Objective 16 highlights the Government's intention of addressing vacancy rates in
small town and village centres to reduce rural decline, and encourage the viability and vibrancy of

rural areas.

The NPF provides a hierarchy for commercial activity based on settlement size. Smaller settlements
and rural areas are identified as those which provide commercial infrastructure at local scale,
appropriate to their size, including a shop, pub, post office and petrol station. Smaller towns and

villages are identified as those with supermarkets, restaurants, and a mix of retail facilities, whilst large
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towns are those providing shopping centres, retail warehousing, and a range of restaurants. Finally,
cities provide commercial retail infrastructure at the scale of department stores, as well as specialist

shops, and arts and cultural facilities.

Retail Planning Guidelines 2012

2.6 The Retail Planning Guidelines (2012) prepared by the Department of the Environment, Community
and Local Government (DECLG) provides policy guidance to help promote and maintain the vitality
and viability of the retail sector as a key element contributing to the success of Ireland’s urban places,

villages, and the country as a whole.

2.7 The 2012 Retail Planning Guidelines document identifies the overarching objective in retail planning
in Ireland to be enhancing the vitality and viability of city and town centres through the application
of sequential development, requiring retail development to be appropriate to the scale and function
of the settlement to which it is to be located. To this effect, the Retail Planning Guidelines set retail
floorspace caps on a hierarchical basis, to help promote competitiveness and diversity in the retail
sector. In Kilkenny, the convenience retail floorspace cap is 3,000 sq m (applicable to new retail stores
or extensions to existing stores which will result in aggregate increase in net convenience floorspace).
The cap on retail warehouse floorspace in Ireland is 6,000 sq m with specific exceptions for city and
town centre areas in the five National Spatial Strategy Gateway cities (which includes Waterford but

does not include Kilkenny), whilst the cap for petrol filling station shops is set at 100 sq m.

2.8 Finally, the 2012 Retail Planning Guidelines document identifies the important contribution high
quality design of retail development can have on supporting the vitality and attractiveness of urban

centres.

A Framework for Town Centre Renewal

29 The Framework for Town Centre Renewal is a document developed from working groups to cultivate
strategies aimed at securing vibrant and resilient town centres through town centre renewal. At the
centre of this goal, is the importance of the retail sector and its role in supporting town centres,

communities and job creation.

T A Framework for Town Centre Renewal, Department of Business Enterprise and Innovation 2017
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2.11

2.12

2.13

2.14

2.15

This framework identifies the key attributes of successful towns, and provides an action plan and
support for town centre renewal. The key driver of the framework’'s strategy is stakeholder
engagement and a community-led approach to developing a bespoke town centre plan that aims to

support its vitality and viability.

Kilkenny Local Economic and Community Plan 2016-2021

The Kilkenny Local Economic and Community Plan will guide policy in the county until 2021. A key
function of this plan is to help ensure the effective co-ordination of publicly funded programs and

investment in the County until 2021, aligned to the City & County Development Plan

This plan states that, in 2012, the retail sector was the most important sector in the County in terms
of employment, with 760 wholesale and retail businesses employing 23% of the total number of
people employed by businesses in the County. Of the wholesale and retail businesses, a large
proportion were independent traders, specialist boutiques and fashion stores located in the retail

centre of Kilkenny City.

The Kilkenny County Development Plan 2014-2020

The Kilkenny County Development Plan provides guidance for development in the County from 2014
to 2020. In addition to a range of other retail based objectives, the document identifies four objectives

with respect to future retail development:

e To improve the convenience market share retained within the county to 80% post 2020;
e To improve the comparison market share retained within the county to 75% post 2020;
e To increase the convenience trade draw from 8% to 15% post 2020; and

e To maintain the comparison trade draw at 58% post 2020.

Kilkenny County Council is currently preparing the new Kilkenny County Development Plan which will

guide development from 2021-2027, which this Retail Strategy will support.

Settlement Hierarchy

The brief asks us to outline the level and form of retailing activity appropriate for each tier of the

settlement hierarchy. In order to do so, we have provided in this section a review of the adopted
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settlement hierarchy, the retail hierarchy, and relevant national guidance relating to the appropriate
level and form of retail activity within those tiers. For the purpose of this exercise, we have focussed

on the listed towns as identified in the brief.

2.16  The Development Plan (2014-2020) sets out the County’s settlement hierarchy as provided at Figure

4.1. Figure 2.1 | Kilkenny County Development Plan — County Settlement Hierarchy

Table 3.1 County Settlement Hierarchy

Type of Urban Centre Town/Centre

Gateway Waterford  (Ferrybank/Belview in  Co.
Kilkenny)

Hub Kilkenny City

Large Town MNew Ross (Environs of in Co. Kilkenny)

District Town™ Callan, Castlecomer, Graiguenamanagh and
Thomastown

Smaller Towns and Villages Ballyhale,  Ballyragget,  Bennettsbridge,

Clogh-Moneenroe, Dungarvan, Fiddown,
Freshford, Glenmore, Goresbridge, Gowran,
Inistioge, Johnstown, Kells, Kilmacow,
Kilmanagh, Kilmoganny,  Knocktopher,
Mooncoin, Mullinavat, Paulstown, Piltown,
Slieverue, Stoneyford and Urlingford.
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Figure 2.2 [ Kilkenny County Development Plan — County Retail Hierarchy

Table 4.1: County Retail Hierarchy

Level/Retail Function Centre

Level 1 Major Town Centre/County Town Kilkenny City & Environs

Level 2

District Centre Ferrybank (part of Waterford environs)
Level 3 Callan

District/sub county town Thomastown

Castlecomer

Graiguenamanagh

Level 4 Neighbourhood Centre As designated for Kilkenny City & Environs
(Newpark, Loughboy, Loughmacask, Western
Environs) and Ferrybank/Belview area in
the Environs of Waterford City

Level 5 Small Town/village centre/Rural | Various

Area

Local Area Plans

2.17  Kilkenny County Council have prepared a number of Local Area Plans that work in conjunction with
the Kilkenny County Development Plan, and provide locally specific guidance to ensure that

development builds on the strengths and addresses the weakness of each area.

2.18  The Local Area Plans of relevance to this study include:

Callan Local Area Plan (adopted May 2019);

e Castlecomer Local Area Plan (adopted May 2018);

e Graiguenamanagh Local Area Plan ( currently under review, new LAP to be adopted in 2020);
e Thomastown Local Area Plan (adopted May 2019);

e Ferrybank Belview Local Area Plan (effective January 2018).

National and Regional Retail Trends

COVID-19

2.19 At the time of writing this report the retail climate in Ireland and around the world is dominated by
the outbreak of coronavirus (COVID-19). Whilst it is difficult at this stage to determine exactly what

the extent of the impacts will be, there is no doubt that the global pandemic will have a considerable
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impact on Irish and global economies. However, without hard data at the current time, it is impossible

to predict exactly what the economic consequences will be.

220  The Economic and Social Research Institute (ESRI) reported on 26th March 2020 that the ongoing
COVID-19 pandemic is the greatest threat that the Irish economy has faced since the financial crisis?
of 2008. The government response to the virus, both in Ireland and in other nations around the world
has and will continue to result in huge numbers of job losses and a sharp contraction in global
economic activity. In their Quarterly Economic Commentary for Spring 20202, the ESRI conducted a
scenario analysis. They identified that if major restrictions on social and economic life are in place for
12 weeks in total, domestic output would register a recession in 2020, with output contracting by

7.1%. ESRI have also modelled scenarios in which the outcomes are better and worse.

221  Our ensuing assessment does not attempt to forecast the impacts that COVID-19 will have on the
retail economy of Kilkenny. However, what is clear is that it will be necessary to closely monitor those
impacts over the coming months and years and we recommend that the Council undertakes a regular

review process (see also our recommendations in Section 5).

Pre-COVID-19 Retail Climate

2.22  The economic climate that prevailed during the 2008 economic recession, had substantial impacts on
the retail market in particular reducing disposable income, changing the way people spend and the
level of employment within the sector. Consequently, the level of spending contracted and the value
of the Irish retail sector fell. A study by Retail Ireland, acknowledges that at least 40,000 jobs in retail

were lost during that recession®.

2.23  Since the 2008 recession, the retail sector has seen slow but sustained growth in retail jobs and sales,

though in 2017, the value of retail sales was still 13% below pre-economic crisis levels.

2.24  Ireland has a strong trading relationship with Britain, meaning that the impact of Brexit has also been
felt in the Irish retail sector. This is reflected in the weakening of consumer confidence in the second

half of 2016, as evident through the reduction in value of retail sales which was down by 0.1%

2 'Scenario analysis suggests Irish economy to fall into recession in 2020 as a result of economic deterioration caused by Covid-
19, ESRI, 2020
3 'Quarterly Economic Review — Spring 2020, ESRI 2020

4'Shaping the Future of Irish Retail 2020’, Retail Ireland, 2017
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(excluding motor sales and bars) in December 2016 compared with the previous year.
Notwithstanding the ongoing uncertainty, the market has steadily improved since the Brexit vote in

2016.

2.25  As of March 2017, the retail sector represented 12% of the country’s GDP, and employed 280,000
employees. The continued slow, but steady, growth in this sector can be attributed to changing

behaviours and a more value-conscious consumer.®

2.26  The report prepared by Retail Ireland found that, in 2017, 50% of retailers believed that the retail
sector would contract, whilst 67% of retailers identified Brexit as having a moderate negative impact

on business.

227  As of early 2019, uncertainty around the global economic climate ensures consumer confidence in
Ireland remained cautious.® Notwithstanding, and despite the impact of the economic recession and
Brexit on the Irish economy, the retail sector was continuing to make a critical contribution to the

Irish economy and employment prior to the outbreak of COVID-19.

The Retail Property Market

2.28  In the early stages of the COVID-19 pandemic, it is not yet clear exactly what the outcomes will be in
terms of the retail property market. Looking back to how the retail market recovered from the 2008
recession may offer some lessons. As with the retail market, the retail property landscape in Ireland
has felt the effects of the 2008 economic recession, Brexit and continued global economic uncertainty.
However, the retail property market bounced back from the recession quicker than anticipated, with
CBRE reporting that retail property occupancy is healthy and investor appetite continues to grow.
Retail is a growing market in Ireland, with 12-14% of national employment coming from the industry,
and the average wage being ranked 4™ in the EU. However, retail sales growth does not match that
of the growth of the economy, and even though most Irish shoppers shop in-store, only 36% of those
shoppers consider themselves satisfied with their experience, hinting towards a potential decline in

the industry to come, as access to online shopping becomes more readily available.

5 'Retail Consumer Report’, PwC, March 2018
6 'Irish Retail and Consumer Report’, PwC, 2019
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229  Despite recent trends, including uncertainty and the increasing popularity of online and mobile
shopping, over two thirds of the Irish population say that they do a mix of online and in-store
shopping. This is in combination with positive levels of footfall recorded in 2018. In that year, CBRE
reported that retail occupier activity was considerably better than elsewhere in Europe, driven by a

combination of a healthy tourism industry and increases in disposable income. 7.

2.30  Notwithstanding the healthy retail occupier market, some firms are reportedly wary of how Brexit will
affect them, and some have already made plans to relocate into Europe. For example and according
to CBRE, B&Q are planning to pull from Ireland at 'some point in the near future’. B&Q only have

eight stores in Ireland at present, but their departure could influence other businesses to do the same.

Trends in Convenience and Comparison Goods Retailing

231 The impact of the COVID-19 pandemic has had varying effects on different types of retailers. At the
time of writing, necessity grocery and key services are seeing a surge in activity. DIY stores have

seemingly benefitted from the situation, with a spike in customers undertaking projects at home.

2.32  Meanwhile, many other retailers are struggling. While there is activity online, discretionary spending
generally falls dramatically in difficult times. Online sales are therefore likely to fare better than
physical sales, but will still suffer significant losses over this period. Some major high street names
including Next, River Island and TK Maxx have even had to close their online operations as a result of
growing concerns over social distancing within warehouses. Meanwhile, UK store Debenhams’s

appointed administrators in April and expect to close all 11 Irish stores.

233 As of September 2019, the big supermarket names continued to hold the largest portion of the
grocery market share. Dunnes held the largest share at 22.2%, closely followed by SuperValu and
Tesco, each with a share of 21.4%. Aldi and Lidl have each continued to record strong growth with a

market share of 12.5% and 11.9% respectively®.

234 According to the Retail Times, there is a positive outlook for convenience goods retailing, with 45

new Spar and Eurospar stores scheduled to open in 2019-2020°.

7 ‘Ireland Real Estate Market Outlook 2019, CBRE, 2019
8'Grocery market Share - Ireland’, Kantar World Panel, September 2019

'Retail Times', Retail Excellence, 2019.
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2.35  Ontrends in the comparison goods market, the recurrent theme prevalent in the advice issued in the
media and by specialist reports analysing retail trends, relates to the need for retailers to shift towards
prioritising the customer experience. This relates to improving the customer experience of in-store
shopping, by providing an environment to showcase the potential of products, thereby improving
the experience of the product itself'’, and providing in-store experience. A report by PwC in 2019
found that consumers were willing to pay up to 16% price premium on products and services that

offered exceptional experiences, and in addition, that good experiences improve customer loyalty.™

Internet Shopping, Mobile Shopping and other Special Forms of Trading

236  The COVID-19 pandemic has forced many consumers to change their habits, and this has been only
too true for internet shopping. The pandemic will lead to some long-lasting changes in consumer
behaviour. Those previously not accustomed to online shopping have, through necessity, shifted to
this platform and it is expected therefore that some areas of retail will experience a greater shift into

ecommerce than before.

2.37  Trends in online shopping extend to mobile shopping, with smartphone shopping reportedly
doubling since 201872 Despite the increase in online and mobile shopping, prior to the COVID-19
outbreak the frequency (daily or weekly) of in-store shopping had also increased since 2018. Mobile
shopping was predicted to expand rapidly over the next five years with 30% of consumers purchasing

online weekly or more frequently in 2018, up from 24% in 2017.

2.38  The weakened Sterling against the Euro has led to an increase in online retail sales. This, coupled with
the ever rising trend towards online shopping, has seen large overseas spend, with almost two thirds
of the total online spend by Irish consumers going to overseas retailers'. Over 50% of Irish consumers
now shop online. This has increased from 19% a decade ago. One of the main contributing factors to
the increase in online retail is the convenience it brings at a time when consumers are time poor'.

€5 billion worth of sales were made online in 2017 and an investigation by PayPal’>, with the online

10"How Does That Make You Feel', Kantar World Panel, September 2018.

1 "Trish Retail & Consumer Report’, PwC, 2019

12 'Retail Consumer Report’, PwC, March 2018

13 Irish online consumers now buy more from abroad than from domestic retailers’, The Independent, August 2018

4 IBEC, Irish Retail, Q4 2018 Retail Monitor Report, Feb 2019
15 'PayPal Cross-Border Consumer Research 2018, PayPal Inc, 2018
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payment facilitator concluding that online spending in Ireland is increasing by around 20% annually

and is set to be worth €10 billion in 2020.'®

239  Social media is becoming increasing important in the retail sector, as a principal form of advertising.
A report conducted by PwC found that 62% of 25-35 year olds and 92% of 18-24 year olds in Ireland

2018 found purchasing inspiration from social media®’.

240  Despite these trends, it is important to highlight that traditional stores remain the most dominant

medium for shopping in Ireland, with 73% of consumers shopping in stores at least monthly in 2018.

Trends in Leisure

2.41 Leisure is often considered a discretionary activity and, as such, consumer spending on leisure is
greatly influenced by the economic climate and, in particular, average levels of disposable incomes.
Leisure uses within this context include visiting restaurants, bars, cafes, arcades, cinemas and leisure
centres to a name a few. However, when assessing the average weekly spend of Irish households on
‘miscellaneous goods, services and other expenditure’, which includes expenditure on holidays,
bettings and lotteries, and sports and leisure activities among others, it becomes clear that, even in
light of an economic downturn, consumers in Ireland have shown a growing desire to engage in
leisure activities. The Central Statistics Office estimates that expenditure in this category has increased

from 20.5% in 1980 to 33.6% in 20168,

242 In 2019 LEON, a chain restaurant based in the UK but with restaurants across Europe as well,
announced its plan to open 20 new restaurants in Ireland over the next five years, indicating growth

and desire for leisure services in the country.™

243  In the current Coronavirus lockdown, the leisure sector is one of the worst affected, with some news
outlets reporting that bars, restaurants and sports venues could remain closed for a long period with
impacts on customer experience after reopening. As with other forms of retail, a best case scenario
for the leisure sector would involve a shorter lock down period. The Restaurants Association of Ireland

(RAI) has made a submission to the State’s public health emergency team proposing that restaurants,

16 "Irish are the biggest international online shoppers in the world’, The Irish Times, August 2018
7 'Trish Retail &Consumer Report’, PwC, 2019

'8 "Household Budget Survey 2015-2016', CSO Ireland, 2016

19Retail Times', Retail Excellence, 2019.
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cafes and bars open again by following social distancing guidelines under World Health Organisation
(WHO) rules for restaurants during the pandemic?. This would involve limiting the number of diners

to four per 10 sq m.
Local Trends

244 In 2018, a number of successive store closures in Kilkenny provoked public debate concerning the
future of shopping in the city. Closures included Ryan’s XL, Dubray Books, and Lloyds Pharmacy?'
resulting in job losses. The series of shop closures within Kilkenny City has prompted news articles
and debate around how to support local businesses to ensure they can succeed despite general
retailing uncertainty. The debate is consistent with commentary and discourse at national level. For
example, Dr Conor Skehan, DIT points out that retailing has always been subject to change and that
the main streets of towns and villages are constantly adapting and evolving as a result. He argues
that while it may be claimed that expensive rates and rents, car parking restrictions and public realm
are the reason for shop closures, it is more to do with changing values and behaviour of consumers
and in particular - online shopping. He concludes that places that accept and plan for change will fare
best?2. In response to the challenges faced by retail owners, Kilkenny County Council has put in place
a number of supports including the Small Business Vacant Premises Scheme, and the Local Enterprise
Office (LEO) recently delivered a Retail Development Programme to assist retail owners to address
the challenge they face in this fast-changing sector. Most recently, the Council has facilitated the

establishment of a Kilkenny City Task Force.

245  The Local Area Plans prepared to support and guide development in the County provide an
assessment of locally specific retail trends. The Callan Local Area Plan (2019) identifies Callan as having
experienced an improvement in convenience retailing since 2007, but a decline in comparison
floorspace in the same period. Callan reportedly had 522 sq m of vacant retail floorspace, down from

569 sq m in 2007 but up from 440 sq m in 2010.

246  The Castlecomer Local Area Plan (2010) recognises Castlecomer's classification as a small town in the

retail hierarchy described in the Development Plan. The town'’s retail activity is generally centred on

20 'Proposal for restaurants to open under WHO social distancing guidelines’, Irish Times, 2020
21 Irish Examiner 2018
22 Sunday Independent, 4" November, 2018
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2.48

2.49

2.50

2.51

the Square, and is comprised predominantly of basic convenience shopping and lower order

comparison shopping.

The Graiguenamanagh Local Area Plan (2009) provides some insight into retail trends in the area,
albeit the information is not recent. In 2007, Graiguenamanagh had experienced a 35% increase in
retail floorspace when compared to figures from 2000. However, it was identified that 23.7% of the
floorspace in 2007 was vacant, up from 3.3% in 2000. Aldi opened a store in Graiguenamanagh at the

end of 2018, with pedestrian connections to Main Street.

The Thomastown Local Area Plan was adopted in 2019. The LAP identifies that food and food tourism
are an important contributor to the local economy. Similarly, there are a number of leisure trails,

including a food trail, which supports the local food economy in the area.

The Ferrybank Belview Local Area Plan (2018) recognises the relationship between nearby Waterford
City Centre and Ferrybank. The area is served by a small number of local shops, many of which are
within Waterford County Administrative area. The Ferrybank District Centre was constructed in 2009,
and houses the library and the Council Area Office, but has not been occupied for retail use. . At
present the area is served by a small active commercial area, and one major convenience retailer (Aldi)
which is located in the north of the Ferrybank area, some distance from the remainder of the existing
retail provision. Two mostly vacant shopping centres at Ferrybank and Ross Abbey present an
opportunity to increase the retail offer in the area fairly substantially to support the growing
population. The Mr Price store opened at the Ross Abbey shopping centre in 2017, but remains the

only active store at present.

Summary and Conclusion

Whilst at the current time Coronavirus dominates the retail news headlines, key to maintaining a
strong economy post-pandemic will be retailer's ability to adapt to changing circumstances.
Notwithstanding the increase in sales in some sectors (including grocery stores and supermarkets),

COVID-19 is guaranteed to have major implications for most retailers.

The retail market has experienced significant changes in recent years and the prevailing retail
environment continues to be somewhat unstable. In response to this unpredictability, those operating

in the market are forced to adapt quickly or otherwise face failing profits.
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2.52  Prior to the COVID-19 pandemic, and despite continued global uncertainty, shifting consumer
patterns, and the continued rise of internet shopping, the Irish economy and the retail sector
remained strong and competitive. In a market disrupted by continued changes in consumer
behaviour, investing in the consumer experience is anticipated to be the key to success?? in securing
resiliency in retail stores moving forward. Kilkenny County is seeing the same shifting consumer
patterns. Planning policy can play an important role in helping to future proof city, town and village

centres against the ongoing uncertainty.

2 Independent Article, Conor Skehan, 2018
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3.0 Baseline Study

3.1

3.2

33

34

35

Introduction

The purpose of this section of the report is to provide a quantitative and qualitative analysis of the
performance of the six listed towns as identified in the brief within Kilkenny County. This baseline
analysis provides an analysis of shopper survey results and should be read in conjunction with the

health checks attached at Appendix A.

Methodology

Shopper Survey

A Shopper Survey was carried out by Ipsos MRBI as part of our engagement work. A copy of the

questionnaire is attached at Appendix B. The raw data is also attached at Appendix C.

The brief asked us to analyse the change that has occurred in retailing in County Kilkenny since the
last retail strategy was prepared in 2014. The shopper survey allows us to undertake a qualitative
analysis of shopper attitudes and opinions. The survey was purposefully based on a survey carried
outin 2010 to support the previous Retail Strategy, in order to allow direct comparison to the previous
results. Notably, the 2010 survey was only carried out in Kilkenny City. The additional data Ipsos MRBI

has collected for the five other centres is therefore the first of its kind.

The shopper survey consisted of a range of questions created to gain a comprehensive understanding

of attitudes of shoppers to each centre as a destination, including:

e why they choose to go to that centre;
e what they like;
e what they do not like; and

e what potential changes are needed.

In this section we have compiled the key findings for Kilkenny City, Callan, Thomastown,

Graiguenamanagh, Castlecomer and Ferrybank.
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36 550 surveys were completed across the centres. As Kilkenny City is the main shopping location within
the County, 300 surveys were carried out in Kilkenny, at five different locations within the City. For
consistency, these locations match up with the interview locations used in 2010. Within the other
centres, approximately 50 surveys were carried out in each. Table 4a identifies the interview location

breakdown.

Table 4a [ Interview Locations

Kilkenny City 300 52.0
High Street 80 13.9
Dunnes on Kieran Street 52 9.0
AIB Opposite the Left Bank 51 8.8
Market Cross Shopping Centre 33 5.7
McDonagh Junction Shopping Centre 84 14.6
Ferrybank 56 9.7
Callan 58 10.1
Thomastown 50 8.7
Graiguenamanagh 55 9.5
Castlecomer 58 10.1
TOTAL 577 100

Health Checks

37 In tandem with the Shopper Survey carried out by Ipsos MRBI, Nexus has also carried out a series of
Viability and Vitality Assessments (health checks) for the six centres under prime consideration in this
study; Killkenny City, Ferrybank, Callan, Thomastown, Graiguenamanagh and Castlecomer. Health
checks are both a physical exercise in walking each centre to understand their make-up and any
physical strengths or weaknesses, as well as an exercise in consulting with local stakeholders. To that
end, as part of the process of carrying out the health check assessments, Nexus Planning spoke with
key stakeholders from each centre. This process allowed us to gain a knowledge and understanding

of local issues and opportunities.
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3.8 In terms of reporting, the study was led by Annex 2 of the Retail Planning Guidelines 2012 which sets
out 12 key indicators for assessing the health of town centres, which we identify below. Annex 2 also
provides discussion and guidance around the qualities that can be attributed to a healthy town centre.

The four qualities are:

1. Attractions — activities or diversity of shopping opportunities that draw consumers to that
centre;

2. Accessibility — accessible within the local catchment by provision of a good road network and
public transport facilities, as well as having good local linkages within the centre;

3. Amenity — attractive and enjoyable physical environment, as well as having a distinct identity;

4. Action — to function effectively as a commercially viable centre, development and
improvements must be able to take place, and regular cleaning and maintenance should be

coordinated.

39 These four qualities provide a benchmark for the assessment of the viability and vitality of town
centres. Delving further into this assessment, the twelve indicators, as set out in the 2012 Guidelines

are:

e Diversity of uses;

o Competitiveness;

e Retailer representations and intentions to change representation
e Shopping rents;

e Proportion of vacant street level property;

e Accessibility;

e Environmental quality;

e Public realm;

e Customer views and behaviour

e Perception of safety and occurrence of crime

e Commercial yields on non-domestic property; and

e Pedestrian flows.

3.10  We report on each of these matters in the complete health checks attached at Appendix A. We

provide here a summary of the standout points within each centre. To support the health checks, we
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have updated the GIS mapping to provide us with a breakdown of the composition and floorspace
of each centre. These maps allow us to gain a visual appreciation of the composition of centres, and

the ability to see if there are certain 'hot spots’ for particular retail activities.

In our analysis, we utilise a categorisation of town centre uses in line with Experian Goad. Experian
Goad is a retail property intelligence system that helps retail developers, property investors, planning
professionals, and commercial agents to identify profitable locations for retail property development
and investment projects. It offers comprehensive retail location plans and easy to use reports covering
over 3,000 shopping areas in the UK and Ireland. Using Experian Goad definitions allows us to be
consistent with composition data utilised for the Irish averages. Please refer to the Glossary of Terms

at the end of this report for full definitions, but in summary the categories are as follows:

e Convenience goods;

e Comparison goods;

e Retail Services (e.g. dry cleaners, hair salons, beauticians etc.);

e Leisure services (e.g. restaurants, cafes, take-aways etc.);

e Financial and Business Services (e.g. estate agents, banks, post offices etc.); and

e Vacant.

We also utilise a range of sources of information to build a picture of the rental values achieved in

each centre, from sources such as Propertypal.com and other local estate agents.

Visits were made by Nexus Planning to each centre in order to build a picture of their health in both
March and April 2019. On those visits, we conducted a composition assessment of each centre, as
well as conducting footfall surveys at a range of destinations. We also undertook an assessment of

environmental quality, public realm, perception of safety and considered vacancies.

The boundaries of the areas surveyed were determined by reviewing each Local Area Plan (LAP) zone
map (or equivalent). The town centre area was identified and was generally referred to as retail core,

mixed use area or general business area (various titles were utilised across the LAPs).

Summary

Having analysed the Shopper Survey and conducted a range of town centre health checks, we report

below on the most relevant findings for each of the six main centres. For further detail, please also
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refer to the survey results in Appendix C, and the complete health check document attached at

Appendix A.

3.16  In each instance below, we begin with an overview of the town centre’s offer, a summary of the key

points emerging from the health checks, before delving into the data captured in the Shopper

Surveys.
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Kilkenny City Centre

Designation City Centre — County Town

Population 26,512 (2016 Census)

Number of retail units 450 (within the area surveyed)

Major retailers Dunnes Stores, Argos, Boots the Chemist,

Primark, Carphone warehouse, Three,
Vodafone, Goods, Pauls, Allens, Walls

Centre Uses

Il Comparison

Il Convenience

I Financial “\\!
[ Leisure

I Retail

Composition Summary

Kilkenny City Centre No. of Units Units %
Convenience 37 8.2
Comparison 138 30.7

Retail Services 55 12.2

Leisure Services 116 25.8
Financial and Business Services 28 6.2
Vacant 76 16.9

TOTAL 450 100
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Viability and Vitality

Kilkenny is the largest and most dominant centre within Kilkenny County, and this is obvious when
visiting the centre. The centre, and retail offer generally is much more significant than any of the
district towns in the County, which clearly play a complementary, and secondary role in the retail

hierarchy.

The viability and vitality assessment has shown that Kilkenny City is an attractive centre that provides
a wide range of shops and services, servicing the population from within Kilkenny City and more
widely Kilkenny County, including visitors and tourists. The complete health check is provided at
Appendix A. In order to provide an overview of the assessment of viability and vitality of Kilkenny City
Centre, we set out below a response to the four qualities attributed to a healthy town centre as

identified in the 2012 Retail Planning Guidelines.

Quality Discussion

The presence of major retailers amongst other attractions including
Kilkenny Castle, Cathedral, and specialist and independent shops, attracts
visitors from the local area and further afield. This popularity of Kilkenny as
a destination, as demonstrated in the shopper survey, is an excellent
indication that Kilkenny provides a retail offer that is unrivalled within the
County, and is competitive with other retail destinations in the surrounding
counties.

Accessibility Kilkenny is the most accessible of the towns assessed in Kilkenny County,
having an important railway link with other parts of Ireland. In addition,
there is adequate opportunities for car parking as demonstrated in the
Parking Options Assessment prepared by Roadplan Consulting in
December 2017. Local buses service the area, including since December
2019 two new City Bus routes. The physical environment is also pedestrian
focussed, with Kieran Street having been pedestrianised, and vehicle
calming mechanisms in place. Whilst car parking has been identified in the
results of the shopper survey as being too expensive, the amount of car
parking available was not noted as an obvious issue. Key shopping
locations and landmarks are well sign posted.

Kilkenny City provides an attractive shopping environment, as noted in
responses to the shopper survey. It is therefore important that this
strength is utilised to its utmost potential and b..cked by policy. The
Medieval Mile is one such example of Kilkenny's historic character being

used to advantage. The discovery trail runs through the centre of the city
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linking the 13 Century St Canice’s Cathedral and the Anglo-Norman
Castle. The historic character of the centre has been protected in recent
development which has added to the environmental quality overall.

At the time of assessment, the City was observed as being clean and tidy,
indicating that the centre is regularly maintained. In 2019 and 2020,
Kilkenny City won an Irish Business Against Litter (IBAL) award. The
development of key opportunity sites throughout and on the outskirts of
the City Centre will be important catalysts for regeneration, and ongoing
change. The recently completed IMC Cinema at Barrack Street opened in
April of 2019 and is an example of such development.

Shopper Survey

Five interview locations were selected within Kilkenny City and 300 interviews were carried out across
these locations. The locations were specifically selected to remain consistent and therefore directly

comparable to the interview locations from the 2010 survey. The locations included:

e High Street;

e Dunnes on Kieran Street;

e AIB Opposite Left Bank;

e Market Cross Shopping Centre; and

e MacDonagh Junction.

These locations were also selected to ensure that the whole town centre area was covered and

therefore a representative cross section of the shopper population should have been captured.

Shopper Origin

One of the first substantive questions asked of the respondents what town they lived in or near. This
question allows us to understand if the people that come to Kilkenny to do their shopping are from

Kilkenny City, from within the County, or if they're from further afield.

The 2010 shopper survey asked a similar question and concluded that 69% of those interviewed within
Kilkenny City were from within Kilkenny County. Similarly, the current survey has identified that 68%

of respondents interviewed within Kilkenny City, were from Kilkenny County. We would consider this
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to be a healthy retention rate of residents from within the County. It also shows that this figure has
remained consistent since the survey was last carried out in 2010. In addition, the survey found that
at least 21% of respondents were from outside of the County, while 12% had travelled internationally.
Figure 4c provides the chart showing the breakdown of the 2019 results including a selection of
towns. It shows that of 155 respondents, (51%) were from Kilkenny City, while there were respondents

from a range of other towns both within the County, outside of the County and international.

Figure 4c [ Kilkenny City — What town/area do you live in/near? (#)

= Kilkenny City = Town within County Kilkenny = Ireland = |nternational

Mode of Transport

The 2010 survey analysed how each respondent travelled to Kilkenny City. In 2010, 70% of
respondents travelled to Kilkenny City by private car. The 2019 survey results show that this
proportion has reduced to 54%, indicating that there has been a modal shift. Happily, there has also
been an increase in the proportion of people walking into the City, from 23% in 2010 to 30% in 2019.
Travel by bus has also become more popular (6% compared with 2% in 2010), indicating that the bus
network and offer has improved since the last survey. It is anticipated that following the introduction

of alocal bus service in December 2019, increased numbers of visits to the city centre will be facilitated
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by this new mode of transport and as a result there may be a shift in the trends identified. The other

modes of travel have remained reasonably consistent. Table 4d provides a detailed breakdown.

Figure 4d | Travel to Kilkenny City (%)

Car 70 54
Walk 23 30
Bus 2 6
Bicycle 2 2
Motorbike 0 1
Train 2 4
Tour Coach 0 0
Other 1 2

The 2019 survey asked shoppers who drove their car into the city, where they parked. The shopper
survey found that the most popular locations to park in Kilkenny City amongst the respondents were
MacDonagh Junction (33%), Dunnes Store (23%), Market Cross Shopping Centre (9%) and on street
(9%). There are also on street car parks that can be utilised for short periods. Respondents were also
asked how far they were willing to walk from where they park to the service or shop they planned to
visit. The majority of respondents (53%) stated that they were willing to walk for between 5 and 10

minutes from their vehicle.

Frequency of Visits

Respondents were asked to identify the frequency with which they visit Kilkenny City. The 2010 survey
separated respondents into ‘Kilkenny Residents’ and ‘Non-residents’. The results show that Kilkenny
residents were much more likely to visit the City Centre frequently, with 91% identifying that they
visited at least once a week or more often. For non-residents, 10% of respondents identified they
visited at once a week or more. These figures are not surprising and confirm that for residents of the

County, Kilkenny City is the go to destination for shopping.

In the latest survey, the data has not been separated into Kilkenny residents and non-residents, and

therefore we consider all respondents together. Of those, 66% identified that they visited the City
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once a week or more frequently, suggesting that there is still a very healthy level of frequent visits.
We consider this to be important, as in the ever changing shopping environment some town centres
struggle to retain frequent visitors and good footfall, in the context of growth in internet shopping
(as discussed in section 2). Based on the figures extrapolated through the shopper survey and the
high level of footfall observed in Kilkenny during health check site visits, we consider that Kilkenny

City has a healthy level of visitors.

Main Reason for Visiting

Following suit of the 2010 survey, respondents were asked about their main purpose for visiting
Kilkenny City. In the 2010 survey, respondents could give as many responses as they liked and

therefore the percentages do not add up to 100. The responses mentioned the most often were:

1. Clothes / footwear (79%);
Browse (64%);
Eating / meal out / snack (47%);

Main grocery shopping (36%); and

i~ W

Tourist / day trip (35%).

The traditional role of a town centre has historically been for shopping for clothing and footwear and
other items, and the 2010 survey results support that theory. What we have done slightly differently
in the 2019 data set, is to identify priorities. The 2019 data is separated into a) the main reason the
shopper had for visiting, and b) any other reason. Notably, the response “On business/work” received
a total of 20% in 2010, compared with 18% in the 2019 survey. Table 4e provides a breakdown of the

most popular main reason, and the most frequently mentioned secondary reasons.

Table 4e [ Reasons for Visiting the Centre

1 Work (18%) Browse (25%)

2 Clothing / footwear (17%) Eating / meal out / snack (22%)
3 Meet friends / family (13%) Nothing in particular (20%)
4 Main or other groceries (12%) Clothing / footwear (18%)

5 Browse (10%) Main or other groceries (14%)

* Respondents could select more than one answer and therefore percentage does not add up to 100%
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Importantly, the results show that shopping for clothing and footwear is still one of the most
important draws into the town centre, with 17% identifying that it was their main reason for visiting
Kilkenny. It was also regularly noted as a secondary reason for visiting, along with a high proportion
of respondents noting that they like to 'browse’. Meeting with friends and family was the main reason
for visiting Kilkenny for 13% of respondents, and we note that this was not a popular response in the
2010 survey. We consider this to be an important indication that Kilkenny a destination for people to
socialise and utilise leisure services such as restaurants, bars, cafes and other leisure services, rather
than just the more traditional shopping focus. Indeed, the composition data shows that just over 25%
of units in Kilkenny City are leisure services. The national average according to Experian Goad for

leisure services within town centres is 22.7%.

Qualitative Review

One of the most important parts of the shopper survey are the qualitative questions that provide us
with data regarding what people like and do not like about Kilkenny City. To that end, respondents
were asked what they thought the main attraction of the City is, and what principle improvements
would make them visit more often. For clarity, the “main reason” is the purpose of the trip, whereas
“main attraction” delves into why the respondent decided to travel to Kilkenny to carry out their visit,

over another town.

The comparison of responses at Table 4f shows that for the most part the main attractions and
principle improvements have remained fairly similar over the 9 year period. The main attraction in
both 2010 and 2019 was that the centre is close to home. This indicates that the primary market for
shoppers is those who live nearby, for which travelling to Kilkenny City is convenient. There has been
an interesting swing from ‘good choice of clothing and footwear’ to good choice of places to eat and
drink’ as the next most popular attraction. This is reflective of the shift that we are seeing across
Europe, of town centres transitioning from being places that are primarily for shopping, to places that
are also for other activities such as eating and drinking. The third main attraction in both 2010 and
2019 was that Kilkenny offers an attractive shopping environment. It is therefore clearly important to
those who visit Kilkenny that the character and urban environment remains attractive, as this is a key

draw for visitors.
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3.33  Turning now to principle improvements, the main focus in both 2010 and 2019 results was around
provision of cheaper and free car parking. This is a response that is seen in most large town centre
surveys, and is not necessarily reflective of the level of provision of car parking. Interestingly, while
‘more parking provision’ was identified as the second most popular principle improvement in 2010,
it was only identified by 3% of respondents in 2019, indicating that over the period between surveys
there may have been an improvement in the amount of car parking that is available, and that there
has been a modal shift and walking is now a more popular option. The 2019 survey has shown that
shoppers want improvements through ‘more shops’ and ‘fewer empty shops'. The vacancy rate for
Kilkenny is 16.9% of units, which, although not too dissimilar to the Irish average of 15.3%, represents
a fairly high proportion of the overall units within Kilkenny City Centre. Local residents and shoppers

have obviously noticed this level of vacancy.

Table 4f | Main Attraction and Principle Improvement

2010

1 Close to home (23%)

Good choice of
2 clothing and footwear

2019

Close to home (22%)

Good choices of places
to eat and drink (13%)

2010
Cheaper / free parking
(15%)

More parking provision
(10%)

2019

Cheaper / free parking
(17%)

More shops (9%)

(10%)

Attractive shopping Attractive shopping More pedestrianised Fewer empty shops

environment (10%) environment (10%) streets (7%) (8%)

*Not including the response ‘don’t know’

Opportunity Sites

334  Kilkenny City, as the largest centre within the County, has a number of opportunity sites for town
centre development. As was discussed in Chapter 2 of this report, town centres are increasingly
needing to diversify to respond to the changing nature of retail. Town centre development should
therefore not be limited to traditional retailing. A diversity of uses including residential should be
promoted. While opportunity sites are limited in the core retail area, there are a number located in
the peripheries of the main part of the city. We note that the 2005 Local Area Plan identified a series

of specific sites and appropriate land uses for the future development of those sites. A number of the
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sites identified have come forward and development has either been completed or has commenced.
Any development proposed on those opportunity sites should not be at the commercial expense of
the existing convenience and comparison uses within the City. Proposed alternative uses should be
complementary of the existing offer, and only supported if there is a demonstrated need.

Complementary uses are uses that do not directly compete against each other.

Construction within the Abbey Quarter recently commenced on the 10-acre Smithwick's Brewery Site
on the banks of the River Nore, in the centre of Kilkenny. The first phase of development consists of
the Brewhouse being redeveloped to provide a Grade A office development. An adopted masterplan
has proposed capacity for almost 60,000 sq m (645,000 sq ft) of mixed use, residential, commercial,
retail, education and civic space on this site. Stage 1 of the development has commenced. The former
Mayfair Building has been given Part 8 consent and its conversion to a new city library will commence
in 2020. The proposed mix of uses is consistent with the general expectation that town centre uses
should not be limited to traditional retail uses, and that footfall generating uses should be prioritised

wherever possible.

In the 2008-2014 Development Plan the former Kilkenny Mart site was identified as providing the
basis for the second phase expansion of the city centre. The location was deemed appropriate to
accommodate a sustainable mix of uses, including retailing, residential, offices, community and
cultural facilities. Since that time the Smithwick’s Brewery Site emerged for redevelopment. A new
cinema complex has recently opened on this site, although no further applications are currently

pending.

Wolfe Tone Street car park and John's Green are currently operating as surface level car parking, and
present opportunities for development. Both of these sites are located in the north east part of the
City, and may present an opportunity for mixed use development. Any such development would need
to replace public car parking opportunities, and provide urban realm improvements. We also note
that there is an opportunity in this area to consider linking in with the recently opened IMC Kilkenny,

at Barrack Street, to create a leisure precinct.

There is also a remaining opportunity site as part of the MacDonagh Junction shopping centre which

has not yet come forward for further development.
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Kilkenny City also offers opportunities to create vibrant laneways. Improvements to laneways can help
to provide improved walkability and connectivity, a canvas for public art, and new public spaces.
Laneway projects have been implemented in cities throughout the world, with varying levels of

success. Where well managed, vibrant laneways can be a tourist attraction in their own right.

Stakeholder Consultation

Two stakeholder sessions were held in Kilkenny City during the preparation of the Strategy, which
afforded the opportunity for retailers and business owners to provide feedback on the key issues
facing their businesses. Attendees were also given the opportunity to submit written representations.
Twelve submissions were received during the consultation period, which raised a range of issues and
opportunities. Some of the key points raised are outlined below, although it should be acknowledged

that this is not an exhaustive list of the comments that were received.

a. The high proportion of vacant units within the City Centre;

b. The inadequate supply of car parking for business owners and visitors to the City;

¢.  The high cost of car parking;

d. The need to protect the historic environment and the character of the City, whilst also
encouraging a commercially successful City Centre

e. The opportunity to take further advantage of the tourism industry through supporting local
events and partnering with important tourism facilities already operating in the City including
the Kilkenny Castle;

f.  The suggestion that hiring a Town Centre Manager to identify issues and find solutions may

assist with the overall function and success of Kilkenny City Centre.

While some of the issues raised were out of the scope of a Retail Strategy, many of the ideas have
been considered, and included as either Kilkenny Specific recommendations, or within the objectives

and policies included at Chapter 5.

Kilkenny Specific Recommendations

Kilkenny City has the largest retail offer of any of the listed towns, and continues to exert its
dominance as a shopping destination within the County and in the south east. The shopper survey

identified that the City was the most popular location in the County for shopping. To this end, it is
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important that future retail policies are designed to protect its dominance and support its continued

growth.

343  The main feedback received from shoppers in Kilkenny in terms of how they would like to see the
City improved, related to the price of car parking, provision of additional shops, and filling vacant
units. Based on the shopper survey results and our review and assessment of the function of the city
centre, we have provided a series of recommendations relating to the future of retail and leisure in

Kilkenny.

e Host and promote local events that advertise what the city has to offer, and work with public
relations to ensure that the Kilkenny image is appropriately publicised and continuing to
improve public perception;

e Prepare a marketing and tourism strategy for Kilkenny City Centre to ensure that public
perception remains positive, and that tourism opportunities are exploited and maximised, in
particular in respect of the Medieval Mile. Key to this strategy would be taking advantage of
the link between retailing and tourism. Continue to market Kilkenny City as the destination of
choice with a strong cultural focus, that is, a great place to shop, work, be entertained and visit,
in order to attract local residents, and visitors from further afield. Similar work has already been
undertaken by the Chamber of Commerce including the Christmas 2018 ‘Shop Local’ campaign
and the 2019 #shopkilkenny campaign;

e Work in conjunction with the Kilkenny Castle to host events, with a particular focus on family-
friendly events;

e Consider how opportunity sites could be brought forward for development, and where
considered appropriate, prepare a Masterplan for the development of those sites.
Development of one such development site, the Abbey Quarter, has commenced for Phase 1
and the application for Phase 2 is currently being prepared;

e Continue to support the City Centre Taskforce in its capacity to create a platform for change.

e Explore whether employing a Town Centre Manager would be of benefit for the future
management of centre related issues. Consider what the role of the Town Centre Manager
would be — for example public relations, city centre marketing and publicity, identifying issues

and finding solutions;
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e  Work with artist groups or local education establishments on mini programmes throughout
the city. For example, one such programme could be to provide design solutions for promoting
the City’'s laneways as creative or historic spaces;

e Work with Applicants and developers to improve lighting at night in parts of the centre that
are identified as being dangerous;

e Investigate opportunities for a regular ‘'Late Night Shopping’ evening, whereby on one evening
each week, fortnight or month, shops within the city centre stay open later in the evening to
promote retailing opportunities. At present, some retailers participate in late night shopping
on a Thursday night or Friday night, however formalising and marketing the event would assist

in promoting its existence and success.
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Callan District Centre

Health Check Overview

Callan District Centre Retail Snapshot ‘

Designation District Centre
Population 2,475 (2016 Census)
Number of retail units 73

Major retailers Supervalu and Aldi
n i =

Centre Uses
= Comparison
3| Bl Convenience

Il Financial
= [ Leisure

Composition Summary

No. of Units Units %
Convenience 5 6.9
Comparison 11 15.1
Retail Services 11 15.1
Leisure Services 12 16.4
Financial and Business Services 7 9.6
Vacant 27 37.0
TOTAL 72 100
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Viability and Vitality

Callan is a district centre located in the western part of Kilkenny County. The centre consists of 72
retail units. The core town centre is focussed around the cross roads where Green Street (the main

shopping street) meets West Street, Mill Street and Upper Bridge Street.

The viability and vitality assessment has shown that Callan is a small centre that provides a range of
shops and services local in nature. The shops generally service local residents from Callan and the
surrounding area and the centre provides a pleasant, albeit small, shopping offer. The complete health
check is provided at Appendix A. We have provided below an assessment against the four qualities

that can be attributed to a healthy town centre as identified in the 2012 Retail Planning Guidelines.

Quality Discussion

Based on the shopper survey results and observations made at the time of
assessment, the main attractors from a retail perspective are the
SuperValu, and Aldi stores which are clearly the most popular shops within
the centre. The attraction of Callan town centre to residents is its
convenience, and the majority of people who were surveyed noted that
the centre is close to their home or work.

Accessibility The centre is small enough that it is easy to walk from one end to the

other in a short period of time. The Town Centre is easily accessible by car
from the N76 running from Clonmel towards Kilkenny City Centre. Parking
is plentiful throughout the centre, and respondents to the survey noted
that parking was free. Callan is served by a bus service, the 717, which runs
every 2 hours between Clonmel and Dublin Airport via Kilkenny. For a
smaller, local centre, it is considered that the centre is fairly well accessible.

The quality of the built environment and public realm in Callan ranged.
The main shopping street, Green Street, is a relatively active, vibrant and
pleasant area in Callan extending from SuperValu to the crossroads. The
retail units are colourful and the majority of units have attractive shop
frontages, providing a sense of local character. Further away from the main
street, higher levels of vacancies make for a quieter shopping environment.

The centre was generally observed to be neat and tidy, particularly along
Green Street, and appeared to be well maintained. There are a number of
sites around the centre that have been identified as potential opportunity
sites, the development of which would provide regeneration opportunities.
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Shopper Survey

The shopper survey that was conducted in 2010 interviewed people within Kilkenny City. The shopper
survey did not interview shoppers in the other smaller towns, and therefore we are unable to provide
a comparison of attitudes for Callan. Notwithstanding, we have provided an analysis of the results of

the shopper survey for Callan in the following section.

Shopper Origin

Within Kilkenny County, the shopper survey has shown that people are most likely to travel the
furthest to go to Kilkenny City. Within the smaller centres it was far more common for the respondents
to live in or near the centre they were interviewed in. For example, of the 58 people interviewed in

Callan, 52 people, or 90% lived in or near Callan.

Mode of Transport

The shopper survey has identified that in Callan, 67% of respondents travelled by private car, whilst
31% walked. The breakdown is shown in Figure 4g. As would be expected, no respondents identified
that they arrived by public transport, as there is limited provision of local services in this area. Only
2% of respondents identified that they travelled in any other way than car or on foot, and that was
by motorcycle. The fairly high proportion of people walking into the town centre is an indication that

generally speaking Callan caters for local residents rather than visitors from further afield.

Figure 4g | Travel to Callan (%)

Car 67
Walk 31
Bus 0
Bicycle 0
Motorbike 2
Train 0
Tour Coach 0
Other 0
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The survey also asked respondents about how the availability of parking influences their desire to
shop in those locations. In Callan 59% identified that parking influences their desire to shop in Callan
either to a large extent, or to some extent, while 33% identified that it influences their desire not that

much or not at all.

Frequency of Visits

Respondents were asked to identify the frequency with which they visit the centre. Table 4h provides
a breakdown of how often the Callan survey respondents visited Callan. The survey data shows that
53% of respondents identified that they travelled to Callan more than 3 times a week. This figure is
higher than for the corresponding figure for Kilkenny City (46%), indicating that local residents of
Callan are more likely to stop in more frequently. This is likely to be as a result of Callan being a
convenience focussed centre, very much local in nature. The two main convenience stores of Aldi and
Supervalu, for example, are two of the most popular stores within the centre, although it is noted that

the Aldi is located at very much the outskirts of the core retail area.

Figure 4h | Frequency of Visits (%)

More than 3 times a week 53
2--3 times a week 21
Once a week 10
Less often 2
2--3 times a month 2
Once every 2 months 0
Once a month 5
First time 0
Work here 7
Total 100
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Main Reason for Visiting

The survey asked the respondent what the main reason for visiting Callan was, and then if there were
any other reasons to visit. Each respondent was able to identify one main reason, and the results have
shown that the most common response was ‘other grocery shop’. This is likely a result of the popular
Supervalu in town, a convenience shopping unit that is both used for top up shopping and main food
shopping as evidenced by the third most popular reason for visiting being to undertake the ‘main
weekly grocery shop'. In addition, the relatively new Aldi store located at edge of the core retail area
in Callan has increased the offer of convenience goods shops within the Callan. The top five reasons

for visiting Callan are rounded out by ‘work’ (17%), ‘bank / financial services' (12%), and ‘other’ (4%).

Of the secondary reasons for visiting, respondents were able to provide as many as they liked. The
most common answer was ‘nothing in particular, which is an indication that unlike a centre such as
Kilkenny City, visitors were more likely to have a specific reason to stop in Callan, and were less likely
to link their trip with another activity. When respondents did provide secondary reasons for visiting,
the most popular choices were ‘grocery shopping’, which correlates with the convenient nature of the
Supervalu in town and Aldi to the east of the core retail area, ‘eating / meal out / snack’ (7%), and

‘toiletries / chemist’ (7%).

Table 4/ | Reasons for Visiting the Centre

1 Other grocery shop (28%) Nothing in particular (50%)
2 Work (17%) Other grocery shopping (25%)
3 Main weekly grocery shop (12%) Eating / meal out / snack (7%)
4 Bank / financial services (12%) Toiletries / chemist (7%)

5 Other (4%) Post office (4%)

* Respondents could select more than one answer and therefore percentage does not add up to 100%

Qualitative Review

Turning now to our qualitative factors, respondents were asked what they thought the main attraction
of Callan is, and what principle improvements would make them visit more often. The main attraction
that was identified by respondents was that the centre is close to their home. The next most popular

responses were that parking is free and available, and furthermore, that it is close to where they work.
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These further responses are evidence to the fact that Callan is primarily a town centre utilised by

residents local to the area, and is focussed around being a convenient location to drop into.

When asked about what principle improvements they would like to see, most responses focussed
around the shopping aspect of the centre. The most popular response was ‘more shops’, ‘fewer empty
shops’, and ‘more designer shops'. This indicates perhaps that some residents are not satisfied with

the current provision of shops within the centre.

Table 4j | Main Attractions and Principle Improvements

1 Close to home (33%) More shops (26%)
2 Free parking (10%) Fewer empty shops (9%)
3 Close to work (7%) More designer shops/boutiques (5%)

*Not including the response ‘don’t know’

Opportunity Sites

At the time of assessment, one opportunity site was easily identified in Callan. The site is located at
the corner of Green Street and Newmarket Lane, behind Café L'Arche, which fronts Green Street. The
site, the Callan Co-op, which is reasonably large and comprises disused buildings, presents an
opportunity for development. If a high quality development can be brought forward at this location,

this may act as a catalyst for regeneration in other parts of the town.

Town Specific Recommendations

Callan is a pleasant centre offering a range of shops and services local in nature. The centre is
anchored by a SuperValu that appears to be one of the more popular units along Green Street. An
Aldi is located on the edge of the town. The results of the shopper survey identified that in terms of
improvements, shoppers in Callan overwhelmingly desired more shops in the town. This indicates

that further diversity in the retail offer in Callan would be welcomed.

The Council have recently secured funding for the town through the Rural Regeneration and

Development Fund. In order to ensure the future longevity of the town and based on our review of
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responses to the shopper survey, recommendations are outlined below. Common recommendations

across each of the towns are included in the conclusions of this chapter.

e Develop a strategy to manage the series of vacant units along Upper Bridge Street. While this
is further discussed in section 4 of this report, the majority of units on Upper Bridge Street,
south of the river, are vacant. A Strategy could be devised that attempts to rejuvenate this part
of the town, or, the area could be transitioned away from retail development over time and the
old shops converted to residential uses. Alternatively if there is no demand for residential uses,
then uses that support but do not compete with the main town centre uses should be

considered, such as health, education, leisure services and business.
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Thomastown

Health Check Overview

Designation District Town

Population 2,445 (2016 Census)

Number of retail units 64

Major retailers SuperValu and Lidl (located out of centre)
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Composition Summary

No. of Units Units %

Convenience* 4 6.3
Comparison 15 234

Retail Services 4 6.3

Leisure Services 22 344
Financial and Business Services 2 3.1
Vacant 17 26.6

TOTAL 64 100

*SuperValu and Lidl located out of centre and therefore shown for information purposes only
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Viability and Vitality

3.58 Thomastown is a district town located south of Kilkenny City. The centre consists of 64 retail units.
The main commercial area of Thomastown is predominantly found along Market Street, Pipe Street,
Logan Street and Low Street, which is set out in a square formation. There are also a number of stores
to the north of the main core retail area, along Dublin Road. The River Nore passes the southern edge
of the centre and provides an attractive outlook. SuperValu and Lidl are both located to the north of

the town, outside of the core retail area.

3.59  The viability and vitality assessment has shown that Thomastown is a small centre providing a range
of shops and services that are particularly local in nature. The shops generally service local residents
from around Thomastown rather than from further afield. The complete health check is provided at
Appendix A. In order to provide an overview of the assessment of viability and vitality of Thomastown,
we have provided below a response to the four qualities identified in the 2012 Retail Planning

Guidelines that can be attributed to a healthy town centre.

Quality Discussion

The main attraction of Thomastown does not appear to be any one shop
or services, or physical element of the town. Rather, the attraction of
Thomastown to shoppers is that it is convenient. For the most part this
relates to it being a destination for people who live nearby, and who drive
into the centre to undertake basic activities like convenience shopping or
banking. The main convenience units serving the centre are located at the
edge and north of the town.

Accessibility The Centre is accessible by road via the R448 (Naas to Waterford) and
R700 (Kilkenny to New Ross). Traffic travels through the town on a one-
way system, in a square formation along Market Street, Pipe Street, Logan
Street and Low Street. Car parking is available in the form of on-street
parking and car parks are found at Marshes Street/Station Road and the
Quay Car Park on the north-eastern outskirts of the centre. Thomastown
does have a train station, however this is located outside the centre. Train
services run between Waterford and Dublin. As a result, Thomastown is
considered to be very accessible for those accessing it by car or as a
pedestrian, and as reflected in the survey results.

The environmental quality is largely pleasant throughout Thomastown,
with readily available street furniture. In particular, the main shopping
street of Market Street was observed to be of attractive local character. In
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addition the river creates an attractive outlook to the south west of the
town and provides an enjoyable setting.

The town generally appears to be well-kept with no visible litter or graffiti
at the time of the site visit. There are a number of sites around the centre
that have been identified as potential opportunity sites, the development
of which would provide regeneration opportunities and could offer the
opportunity to be a catalyst for further development.

Shopper Survey

The 2010 shopper survey did not interview shoppers in Thomastown, and therefore we are unable to
provide a comparison of data and attitudes from 2010 as we were for Kilkenny City. Notwithstanding,
we have provided an analysis of the results of the 2019 shopper survey for Thomastown using a range

of key topics.

Shopper Origin

Within smaller centres in the county it has been found that generally speaking it was common for the
respondents to live in or near the centre they were interviewed in. In Thomastown, 35 of the 50 people
surveyed were from Thomastown. Other respondents identified that they were from Kilkenny City,

Callan, Waterford, Graiguenamanagh and Gowran.

Mode of Transport

The shopper survey has identified that in Thomastown, 74% of respondents travelled by private car,
whilst 22% walked. The breakdown is shown in Figure 4k. Only 2% of respondents identified that they
travelled in any other way than car or on foot, and that was by bus. The number of people travelling
to the town by car was higher than both Kilkenny and Callan, and conversely, the proportion of people
walking was also lower. This seems to indicate that people visiting Thomastown are more reliant on

their cars than in other parts of the County.
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Figure 4k | Travel to Thomastown (%)

Mode of Transport Thomastown 2019 (%)
Car 74
Walk 22
Bus 2
Bicycle 0
Motorbike 0
Train 0
Tour Coach 0
Other 0

Frequency of Visits

3.63  Respondents were asked to identify the frequency with which they visit the centre. Table 4h provides
a breakdown for Thomastown. The survey data shows that 78% of respondents identified that they
travelled to Thomastown at least once a week or more frequently. 10% of respondents also identified

that they worked in Thomastown.

Figure 4i | Frequency of Visits (%)

Frequency of Visits Callan 2019 (%)
More than 3 times a week 44
2--3 times a week 12
Once a week 22
Less often 6
2--3 times a month 2
Once every 2 months 2
Once a month 0
First time 2
Work here 10
Total 100
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Main Reason for Visiting

The survey asked respondents about their main reason for visiting Thomastown. Each respondent
was able to identify one main reason, and the results have shown that the most common responses
were ‘work’ and ‘groceries’. In this instance, the categories of ‘'main weekly grocery shop’ and ‘other
grocery shop’ have been combined. In combination with the remaining three most popular main
reasons for visiting Thomastown, a picture of employment and convenience is painted as the main

reasons for people to visit the town.

Of the secondary reasons for visiting, respondents were able to provide as many as they liked. The
most common response was ‘nothing in particular’, which is an indication that visitors were less likely
to link their trip with another activity. ‘Other grocery shopping’ was the next most popular, further

contributing to the convenient and practical function of the centre.

Table 4m | Reasons for Visiting the Centre

1 Work (16%) Nothing in particular (53%)

2 Main weekly grocery shop / other grocery

shop (16%) Other grocery shopping (23%)

3 Other (14%) Eating / meal out / snacks (9%)
4 Bank / financial services (10%) Browse (6%)
5 Toiletries / chemist (10%) Meet friends / family (4%)

* Respondents could select more than one answer and therefore percentage does not add up to 100%

Qualitative Review

Turning now to our qualitative factors, respondents were asked what they thought the main attraction
of Thomastown is, and what principle improvements would make them visit more often. The main
attraction that was identified by respondents was that the centre is close to their home. The next most
popular responses were that parking is free and that Thomastown is easy to get to by car. These
responses once again focus around convenience rather than that there is any particular physical

attraction or particular shop or service located in Thomastown.

When asked about what principal improvements they would like to see, the most popular responses

were ‘more shops' and ‘'more designer shops’. These responses indicate that residents would like to
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see a wider range of shops and services than are currently offered, and that up-market stores would
be enjoyed by some members of the local population. The third principal improvement was ‘more
parking provision’, which coupled with the high proportion of people that travelled to the town by

car, makes sense.

Table 4n | Main Attractions and Principle Improvements

1 Close to home (30%) More shops (18%)
2 Free parking (12%) More designer shops (10%)
3 Easy to get to by car (6%) More parking provision (10%)

*Not including the response ‘don’t know’

Opportunity Sites

A potential development opportunity site at Station Road, south west of the Saint Mary's church
building was identified at the time of assessment. The existing building (former SuperValu) is currently
vacant and therefore presents development prospects. The site is large enough to warrant a
reasonable sized town centre development and is in a location that benefits from proximity to the

core retail area of Thomastown.

Town Specific Recommendations

The shopper survey identified that the principal improvement that local shoppers desired related to
provision of additional shopping opportunities, and also identified a desire for more designer shops.
Based on our review of the vitality and viability of Thomastown, we have prepared a series of
recommendations for the future. Common recommendations across each of the towns are included

in the conclusions of this chapter.

e Consider opportunities to prepare a tourism strategy, particularly in relation to taking
advantage of the River Nore;
e Explore opportunities to increase the amount of comparison goods floorspace within the town,

and approach owners of vacant units to fill vacancies and improve the vibrancy.
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Graiguenamanagh

Health Check Overview

Designation District Town
Population 1,475 (2016 Census)
Number of retail units 49

Major retailers SuperValu and Aldi
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Composition Summary
No. of Units Units %

Convenience 3 6.1
Comparison 11 224

Retail Services 6 12.2

Leisure Services 12 24.5

Financial and Business Services 1 2.0
Vacant 16 327

TOTAL 49 100
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Viability and Vitality

Graiguenamanagh is the smallest of the four district centres within the County by number of units
and is located 33 kilometres south east of Kilkenny City. The centre consists of 49 retail units, 16 of
which were observed to be vacant at the time of assessment. The commercial area of
Graiguenamanagh is predominantly found along Main Street. The River Barrow passes the southern
edge of the centre and forms the County Carlow border and is an important and attractive feature of

the town.

The viability and vitality assessment has shown that Graiguenamanagh is a small centre that suffers
from a high proportion of vacant units, but has been identified as having a lot of potential through
development of key opportunity sites. The shops are understood to generally service residents from
the local area, and its role within the wider retail hierarchy is for local convenience. The complete
health check is provided at Appendix A. In order to provide an overview of the assessment of viability
and vitality of Graiguenamanagh, we provide below a response to the four qualities that can be

attributed to a healthy town centre as identified in the 2012 Retail Planning Guidelines.

Quality Discussion

Graiguenamanagh is particularly popular to local residents who can walk
into the town centre, more so than most of the other centres in Kilkenny
County. Furthermore, whilst there is very obviously an issue regarding the
high proportion of vacancies in the centre, shoppers appear to be
attracted to the town for its convenience goods offer, its safe environment,
and its setting beside the River Barrow.

Accessibility The centre is accessible by road via R703 (Graiguenamanagh to
Thomastown) and R705 (Carlow to New Ross) which converge to the north
of the town at the top of Upper Main Street. Car parking is available in the
form of on-street parking. The town is served by bus service 881 which
runs twice daily between Graiguenamanagh and Kilkenny Castle and there
is no train station. Within the town itself, the centre is small, and easily
walkable, and therefore the town is considered to be well accessible for
those arriving by vehicle or on foot.

Graiguenamanagh is particularly interesting as it provides a pleasant
environment, but is also very clearly struggling, with numerous buildings
that are derelict and a high proportion of vacancies. Notwithstanding,
there some attractive parts of the town, and local character is evident.
Public art is located throughout the centre with life-size statues of
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Cistercian Monks found in several locations and large murals to be found
by the river. There is a clear opportunity to continue to promote the town
as a tourist destination.

The centre was generally observed to be well-kept and there was limited
graffiti visible at the time of the site visit. There are a number of derelict
sites around the centre that have been identified as potential opportunity
sites. We consider that if one or two of these sites were developed, further
regeneration opportunities may emerge.

Shopper Survey

The 2010 shopper survey did not interview shoppers in Graiguenamanagh, and therefore we are
unable to provide a comparison of data and attitudes from 2010 as we were for Kilkenny City.
Notwithstanding, we have provided an analysis of the results of the 2019 shopper survey for

Graiguenamanagh using a range of key topics.

Shopper Origin

Within smaller centres in the county it has been found that generally speaking it was common for the
respondents to live in or near the centre they were interviewed in. In Graiguenamanagh, 42 of the 55
people surveyed were from Graiguenamanagh. The remainder of the respondents were from a range

of locations within and outside the County.

Mode of Transport

The shopper survey has identified that in Graiguenamanagh, 60% of respondents travelled by private
car, whilst 38% walked. The breakdown is shown in Figure 40. This proportion of respondents who
walked into town, was one of the highest across the 6 towns. Only 2% of respondents identified that
they travelled in any other way than car or on foot, and that was by van. This generally indicates that
that people visiting Graiguenamanagh are more likely to be travelling into the centre from a location
that is easy walking distance of the core shopping area of Graiguenamanagh. No respondents
travelled to the centre by any form of public transport, reflective of the fact that there are very limited

public transport options within this centre.
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Of the respondents who did travel to the centre by car or other private vehicle, the most popular
location to park their car was on street (32%), while the second most popular was within the Aldi car
park (24%). When asked if the availability of parking has an influence on whether to shop in
Graiguenamanagh, the most popular response was ‘not at all' (44%). The only other town with a

higher proportion of 'not at all’ responses was Castlecomer.

Figure 4o | Travel to Graiguenamanagh (%)

Car 60
Walk 38
Bus 0
Bicycle 0
Van 2
Motorbike 0
Train 0
Tour Coach 0
Other 0

Frequency of Visits

Shopper survey participants in Graiguenamanagh were asked to identify the frequency with which
they visit Graiguenamanagh, whether to shop or just look around. Table 4p provides a breakdown for
Graiguenamanagh. The survey data shows that a very high proportion of respondents (60%) identified
that they travelled to Graiguenamanagh more than 3 times every week. In addition, another 16% of

respondents noted that they visited 2-3 times per week, and 7% identified once week.
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Figure 4p | Frequency of Visits (%)

More than 3 times a week 60
2--3 times a week 16
Once a week 7
Less often 2
2--3 times a month 7
Once every 2 months 4
Once a month 2
First time 2
Work here 0
Total 100

Main Reason for Visiting

377 The survey asked respondents about their main reason for visiting Graiguenamanagh. Each
respondent was able to identify one main reason, and the results have shown that the most common
responses were ‘main weekly grocery shop’ (33%) and ‘other grocery shop (18%) indicating that
Graiguenamanagh is an important convenience shopping destination for the surrounding area. The
Aldi, located just outside the core retail area and two other convenience units within the centre are
therefore considered to be important for the centre’s viability. ‘Eating / meal out / snacks’ was also
identified in the five most popular responses for main and secondary reason for visiting, which is a
positive indication that despite the high proportion of vacant units, the centre still attracts visitors for

leisure purposes.
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Table 4q | Reasons for Visiting the Centre

1 Main weekly grocery shop (33%) Nothing in particular (38%)

2 Other grocery shopping (18%) Other grocery shopping (15%)
3 Eating / meal out / snacks (11%) Eating / meal out / snacks (13%)
4 Work (9%) Bank / financial services (8%)
5 Meet friends / family (5%) Other (6%)

* Respondents could select more than one answer and therefore percentage does not add up to 100%

Qualitative Review

3.78  Turning now to our qualitative factors, respondents were asked what they thought the main attraction
of Graiguenamanagh is, and what principle improvements would make them visit more often. Like
most of the centres, the main attraction that was identified by respondents in Graiguenamanagh was
that the centre is close to their home (25%). The next most popular responses were that parking is
free (13%), that there is a good choice of places to eat and drink (13%) and that Graiguenamanagh
has a safe environment with limited crime. Interestingly, the next most popular response (11%) was
‘the River'. This response indicates that visitors to Graiguenamanagh value the river aspect of the local

environment and that this is an important selling point and potential tourist attraction.

379  When asked about what principle improvements they would like to see, the most popular responses
was ‘fewer empty shops’, testament to the very high vacancy rate experienced within the town.
Complementing this response, the second most popular response was ‘more shops’ (15%). These
responses indicate that residents would like to see a lower vacancy rate and a broader selection of

shops and services than are currently offered.

Table 4r | Main Attractions and Principle Improvements

1 Close to home (25%) Fewer empty shops (33%)

Free parking (13%) / Good choice of places to

. . More shops (15%)
eat and drink (13%) / Safe environment (13%)

3 The River (11%) More parking provision (13%)

*Not including the response ‘don’t know’
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Opportunity Sites

There are a number of vacant and dilapidated buildings located throughout Graiguenamanagh which
offer opportunities for redevelopment. The recent renewal project to improve the walking route
between Main Street and the new Aldi is an important example of how small regeneration works can
greatly improve the users experience. In the first instance, the very prominent site located at the
junction of The Quay and Lower Main Street, currently houses an old pub/hotel. Although there have
historically been flooding in the area, the location on the river and the size of the building present an
excellent opportunity for refurbishment or redevelopment, probably for hotel, residential or leisure
uses. Similarly, the site located at the bottom of Mill Road and at the junction of High Street, is a town
centre site that also presents good opportunity for development, albeit the site may be slightly
constrained. We recommend that further work is undertaken to confirm ownership and ascertain

whether there is a capacity for redevelopment.

Notwithstanding the identified opportunity sites, there is a high proportion of vacant units within the
town, and therefore the take-up and regeneration of these sites should be prioritised ahead of new
build development. The Council is currently preparing an application for funding from the Rural

Regeneration Development Fund in this regard.

Town Specific Recommendations

The shopper survey and town centre composition exercise confirmed that the principle issue facing
Graiguenamanagh is the amount of vacant units present in the town. The number of vacancies is
having an impact on both the retail performance and public perception of the town. In order to
remedy the high proportion of vacant units and improve the viability and vitality of the town centre,
we have provided recommendations as outlined below. Common recommendations across each of

the towns are included in the conclusions of this chapter.

e Explore opportunities for refurbishment or regeneration of derelict buildings throughout the
town, and explore options to utilise compulsory purchase order powers where required;
e Continue to apply for funding opportunities for regeneration and renewal projects within the

town centre.
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Castlecomer

Health Check Overview

Castlecomer District Town Retail Snapshot

Designation District Town
Population 1,502
Number of retail units 49

Major retailers None
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Castlecomer

Composition Summary

No. of Units Units %

Convenience 7 14.3
Comparison 7 14.3

Retail Services 9 18.4

Leisure Services 11 224

Financial and Business Services 2 4.1

Vacant 13 26.5

TOTAL 49 100
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Viability and Vitality

3.83  Castlecomer is one of the four district centres within the County and is located 20 kilometres north
of Kilkenny City. The centre consists of 49 retail units, 13 of which were observed to be vacant at the
time of assessment. The commercial area of Castlecomer is centred on a crossroads of The Square

(also known as the High Street), Barrack Street, Kilkenny Street and Chatsworth Street.

3.84  The viability and vitality assessment has provided an analysis of the health of Castlecomer, and has
identified that overall it is an interesting district centre, whose function is slightly different from the
remainder of the district centres in Kilkenny County. The centre is located at the junction of major
roads which forms a slightly disjointed urban environment, dominated by cars. The shops generally
service residents from the local area, and its role within the wider retail hierarchy is for local
convenience. The complete health check for Castlecomer is provided at Appendix A and an
assessment against the four qualities that can be attributed to a healthy town centre is provided

below.

Quality Discussion

While the survey results indicate that for many shoppers the draw of

Castlecomer is that it is convenient from either home or work, we also
identified that an important attraction of this district centre is its location
in close proximity to the Discovery Park. Visitors to the Discovery Park are
likely to continue utilising the shops and services in Castlecomer, and
therefore this is an important relationship for business operators in the
town.

Accessibility The centre is easily accessible by car from the N78 which runs through the
centre of Castlecomer along The Square and Kilkenny Street. The N78 links
to the M9 to the north and connects to the N77 close to Kilkenny City
Centre to the south, and therefore these are considered to be major roads.
Car parking is available throughout the town. Castlecomer is served by a
number of bus services, including the 717, which runs every 2 hours
between Clonmel and Dublin Airport via Kilkenny, the 890 between
Kilkenny Castle and Castlecomer twice daily and 891 between Castlecomer
and Loughboy, also twice daily The 890 and 891 services are operated by K
Buggy. In terms of movement within the town itself the centre is small
enough that it is easy to walk from one part to another, however, the busy
road does act as a barrier for pedestrians.
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The urban environment, suffers from a dominance by roads and car
parking. Notwithstanding, opportunities for improvement have been
identified, and the centre would benefit from revitalisation. Market Square,
for example, with the attractive former courthouse, would lend itself to an
area for landscaping and public realm improvements.

Whilst generally observed to be tidy, the centre lacks in areas of public
urban realm. The dominance of the road network means that pedestrians
are secondary. We consider that works could be undertaken to greatly
improve the overall experience for customers, and that this might provide
a catalyst for other improvements.

Shopper Survey

The 2010 shopper survey did not interview shoppers in Castlecomer, and therefore we are unable to
provide a comparison of data and attitudes from 2010 as we were for Kilkenny City. Notwithstanding,
we have provided an analysis of the results of the 2019 shopper survey for Castlecomer using a range

of key topics.

Shopper Origin

Within smaller centres in the county it has been found that generally speaking it is common for the
respondents to live in or near the centre they were interviewed in. In Castlecomer, 43 of the 58 people

surveyed, or 74%, were from Castlecomer.

Mode of Transport

The shopper survey has identified that 64% of shopper survey respondents in Castlecomer travelled
by private car, whilst 33% walked. The breakdown is shown in Figure 4s. Only 4% of respondents
identified that they travelled in any other way than car or on foot, and that was by bicycle (2%) and
van (2%). No respondents travelled to the centre by any form of public transport, reflective of the

very limited public transport options within Castlecomer.

Of the respondents who did travel to the centre by car or other private vehicle, 89% parked their car
using on street parking, evidence to the fact that there are no public car parks in the centre. This
response was far higher than in any other centre. When asked if the availability of parking has an

influence on whether to shop in Castlecomer, the most popular response was ‘not at all’ (52%), while
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17% also responded with ‘not that much’. These responses reflect the overall amount of available on

street car parking in the centre.

Figure 4s | Travel to Castlecomer (%)

Mode of Transport Castlecomer 2019 (%)
Car 68
Walk 33
Bus 0
Bicycle 2
Van 2
Motorbike 0
Train 0
Tour Coach 0
Other 0

Frequency of Visits

3.89  Shopper survey participants in Castlecomer were asked to identify the frequency with which they visit
the centre, whether to shop or just look around. Table 4t provides a breakdown for Castlecomer. The
survey data shows that a very high proportion of respondents (67%) identified that they travelled to
Castlecomer more than 3 times every week, the highest of any of the towns in this Study. In addition,
another 10% of respondents noted that they visited 2-3 times per week, and 10% identified once

week.
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Figure 4t | Frequency of Visits (%)

Frequency of Visits Castlecomer 2019 (%)
More than 3 times a week 67
2--3 times a week 10
Once a week 10
Less often 5
2--3 times a month 2
Once every 2 months 2
Once a month 3
First time 0
Work here 0
Total 100

Main Reason for Visiting

390  We turn now to the main reason that shoppers chose to shop in Castlecomer. Each respondent was
able to identify one main reason, and the results have shown that the most common response was
‘other grocery shop (34%) indicating that Castlecomer is used more as a destination for ‘top-up
shopping’ rather than the main weekly grocery shop. The lack of a large supermarket may be a reason
for this. Notwithstanding, 10% of shoppers surveyed identified that the main reason they were visiting

Castlecomer was to undertake their main food shopping.

Table 4t | Reasons for Visiting the Centre

Main Reason Secondary Reasons*

1 Other grocery shopping (34%) Nothing in particular (45%)
2 Work (17%) Other grocery shopping (14%)
3 Main weekly grocery shop (10%) Meet friends / family (11%)
4 Eating / meal out / snack (7%) Bank / financial services (11%)
5 Meet friends / family (5%) Eating / meal out / snack (5%)

* Respondents could select more than one answer and therefore percentage does not add up to 100%
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When asked for their secondary reason for visiting, the most common response was ‘nothing in
particular’. Further evidence to Castlecomer being a place that shoppers drop by to carry out top up

shopping, 14% stated ‘other grocery shopping'. Figure 4t provides a breakdown of responses.

Qualitative Review

Turning now to our qualitative factors, respondents were asked what they thought the main attraction
of Castlecomer is, and what principle improvements would make them visit more often. Like most of
the centres, the main attraction that was identified by respondents in Castlecomer was that the centre
is close to their home (28%). The next most popular responses are telling, as 19% of shoppers
identified that the main attraction of Castlecomer was the Discovery Park. This suggests that the
Discovery Park is an important driver for visitors to Castlecomer. The third most common main
attraction was that the town is close to work (9%). Other than those that identified the Discovery Park
as being the main attraction, it appears the Castlecomer is a convenient shopping destination for

those that live and work nearby. Figure 4u provides a breakdown.

When asked about what principle improvements they would like to see, the most popular response
was ‘more parking provision." As we have previously identified, respondents that drove into the centre
appeared to be reliant on on-street parking, with there being limited public off street car parks
available. The second most popular response was ‘more shops’ (17%), and ‘fewer empty shops' (7%).
These second and third most popular response go hand in hand, indicating a dissatisfaction with the

range of shops offered

Table 4u | Main Attractions and Principle Improvements

1 Close to home (28%) More parking provision (26%)
2 Discovery Park (19%) More shops (17%)
3 Close to work (9%) Fewer empty shops (7%)

*Not including the response ‘don’t know’
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Opportunity Sites

Within the core retail area there were limited obvious opportunity sites identified. Just south of the
town centre and along Kilkenny Street, a disused convent building is located with frontage to the
main road. The site is large, and backs onto River Dinin. The site is located adjacent to the Castlecomer

library. There is an existing proposal to convert the convent to residential units.

The former creamery site next to the Creamery House offers significant opportunity for a mixed use
precinct. While the site provides an opportunity to provide new higher quality retail floorspace, any

future development should not be at the expense of the existing retail offer.

In addition, there are a number of vacant units throughout the town that may contribute to poor
perception of Castlecomer generally. We suggest therefore that programmes are considered, such as
allowing ‘pop up’ stores to let vacant units in the short term, as a method to these vacant units are

filled as a matter of priority.

Town Specific Recommendations

The shopper survey identified that the main concerns shoppers have specific to shopping in
Castlecomer were focussed around car parking, provision of additional shops, and reduction in the
number of vacant units. To this end, we provide a series of recommendations as outlined below.

Common recommendations across each of the towns are included in the conclusions of this chapter.

e Work with management of the Castlecomer Discovery Park to prepare a strategy to incentivise
visitors to that facility to also visit Castlecomer town centre — the construction of a pedestrian
bridge to link the Discovery Park with the town centre as is currently planned would be a very
important element of such as strategy.;

e Work with local landlords to prepare a strategy for filling vacant units. Consider allowing ‘pop-

up stores’ as a temporary solution in the short term to fill vacant units.
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Health Check Overview

Designation

Population
Number of retail units

Major retailers
5'\' n

Centre Uses
-~ Il Comparison
Il Convenience
I Financial
B[] Leisure

Composition Summary

Convenience
Comparison
Retail Services
Leisure Services
Financial and Business Services
Vacant

TOTAL

Ferrybank Shopping Centre designated as
District Centre in Retail Hierarchy

Estimated at 5,246 in 2017

26 + 2x shopping centres

?} o

Ferrybank

No. of Units Units %
6 214
5 17.9
6 21.4
4 14.3
2 7.1
5 17.9
28 100

Kilkenny County Council

63



Kilkenny County and City Retail Strategy

NEXUS

PLANNING

3.98

3.99

3.100

3.101

Viability and Vitality

Ferrybank is located in the far south of Kilkenny County, just north of the river and on the border with
Waterford County. The vacant Ferrybank Shopping Centre was designated as a district centre in the
retail hierarchy in the previous Development Plan. The area was designated as such on the basis of
the anticipated growth in the area. For the purposes of this assessment, the existing retail and leisure
offer in in the area, including the core retail area over the border in in Waterford has been taken into

consideration.

In addition to the Ferrybank Shopping Centre, there is an almost entirely vacant shopping centre at
Ross Abbey. One operating store, Mr Price, is located in the Ross Abbey centre The main retail offer
to the area is located in a parade of shops along Fountain Street, although it is noted that this parade
of shops is located in the administrative area of Waterford City and County. The shops offer a basic
range of convenience goods and services that were heavily frequented at the time of the assessment.
Other shops and services, though disjointed, extend up towards the Aldi at the roundabout on

Belmont Road, which marks the edge of the retail offer.

Ferrybank presents an interesting case in terms of viability and vitality, as it is not a typical district
centre. The function of the retail provision at this location is very much local in nature, complementary
to the larger city of Waterford located on the other side of the River Suir. The majority of units are
either included in the convenience goods category or the retail services category. Notwithstanding
the offer is clearly important to supplement other more comprehensive services further afield. The
vacant Ferrybank Shopping Centre provides an imminent opportunity to create a genuine district
centre for the area, and a substantial offer of comparison goods floorspace. We would expect that if
the shopping centre floorspace was to be rejuvenated, this would have some impact on the existing

units elsewhere in Ferrybank, although it is likely that these stores would provide different retail offers.

The complete health check for Ferrybank is provided at Appendix A. In order to provide an overview
of the assessment of viability and vitality, an assessment against the four qualities that can be
attributed to a healthy town centre as identified in the 2012 Retail Planning Guidelines is provided

below.
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Quality Discussion

Like most of the smaller centres in the study, Ferrybank’'s main attraction
appears to be that it is convenient, particularly for doing grocery shopping.
The majority of the shoppers interviewed lived either in Ferrybank or in
Waterford, nearby.

Accessibility The centre is easily accessible by car from the R711 which connects the
N29 runs which runs through from the Port of Waterford until it join the
N25. Car parking is available outside the Spar, though the car park was

observed to be in poor condition. The vacant shopping centre also offers a
sizable car park, and this is currently used by the Ferrybank Area Office and
Library. Overall the centre is considered to be easily accessible by car,
although there is limited opportunity to stop by the existing parade of
shops.

Amenity Ferrybank provides little in the way of public realm or high quality built
environment. The car dominated environment presents an unpleasant
setting for pedestrians, and there was little in the way of street furniture or
landscaping.

This quality relates to the centre being commercially viable and
functioning effectively. At present, the shopping centre is vacant and
therefore the centre is not functioning effectively. While fulfilling a role at
present, the parade of shops and other units located further up Belmont
Road, do not function as a district centre in isolation.

Shopper Survey

3.102 The 2010 shopper survey did not interview shoppers in Ferrybank, and therefore we are unable to
provide a comparison of data and attitudes from 2010 as we were for Kilkenny City. Notwithstanding,
we have provided an analysis of the results of the 2019 shopper survey for Ferrybank using a range

of key topics.

Shopper Origin

3.103 Of those shoppers surveyed in Ferrybank, only 36% lived in Ferrybank. This is a stark contrast to the
other towns in this survey, whereby generally at least 60% of respondents lived in or near the location
they were being surveyed. In the case of Ferrybank, the response was far lower, and actually the survey

identified that respondents were more likely to be from Waterford (46%) than Ferrybank.
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Mode of Transport

The shopper survey has identified that 54% of shopper survey respondents in Ferrybank travelled by
private car, whilst 45% walked. The breakdown is shown in Figure 4v. One shopper surveyed noted
that they travelled by bus.

Of the respondents who did travel to the centre by car or other private vehicle, 90% parked their car
using on street parking, suggesting there are limited other options in this area. This response was far
higher than in any other centre. When asked if the availability of parking has an influence on whether
to shop in Ferrybank, the responses were polarising, with 48% of respondents choosing ‘to a large
extent’ and 43% choosing ‘'not at all'.

Figure 4v | Travel to Ferrybank (%)

Car 54

Walk 45

Bus 2

Bicycle 0

Van 0

Motorbike 0

Train 0

Tour Coach 0

Other 0

Frequency of Visits

Shopper survey participants in Ferrybank were asked to identify the frequency with which they visit

the centre, whether to shop or just look around. Table 4w provides a breakdown for Ferrybank. The
survey data shows that a very high proportion of respondents (64%) identified that they travelled to
Ferrybank more than 3 times every week. In addition, another 16% of respondents noted that they

visited 2-3 times per week, and 5% identified once week.
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Figure 4w | Frequency of Visits (%)

More than 3 times a week 64
2--3 times a week 16
Once a week 5
Less often 7
2--3 times a month 0
Once every 2 months 2
Once a month 2
First time 0
Work here 4
Total 100

Main Reason for Visiting

3.107 When asked to identify their main and secondary reasons for visiting Ferrybank, the most popular
main reason for visiting was 'other grocery shopping’ (20%). Considering the fairly high proportion
of convenience goods units within the area surveyed, this is not surprising. When combining this
figure with the 11% of respondents who noted their main reason for visiting was to undertake their
‘main weekly shop’, a picture of convenience shopping is presented. ‘Other’ reasons received 16% of

responses, while ‘work’ was responsible for 11% of visits.

3.108 When asked for their secondary reason for visiting, the most common response was ‘nothing in
particular, which was generally the case across all survey locations. Further evidence to Ferrybank
being a location for local residents to carry out their top up shopping, 14% stated ‘other grocery
shopping’,6% of respondents identified that their secondary reason for visiting was to visit a bank or

financial institution, while 4% noted 'eating / meal out / snacks' and 4% noted ‘'meet friends / family’.
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Table 4q | Reasons for Visiting the Centre

Main Reason Secondary Reasons*

1 Other grocery shopping (20%) Nothing in particular (55%)
2 Other (16%) Other grocery shopping (14%)
3 Work (11%) Bank / financial services (6%)
4 Main weekly grocery shop (11%) Eating / meal out / snack (4%)
5 Nothing in particular (9%) Meet friends / family (4%)

* Respondents could select more than one answer and therefore percentage does not add up to 100%

Qualitative Review

3.109 Turning now to our qualitative factors, respondents were asked what they thought the main attraction
of Ferrybank is, and what principle improvements would make them visit more often. Like most of
the centres, one of the main attractions that was identified by respondents in Ferrybank was that the
centre is close to their home (23%). However, the most popular response was 'no particular reason /
don't know’ (27%). This response was higher than in any other location, though we haven't included
it in Figure 4r. The next most common main attraction was that the centre has free parking (11%) and

‘other’ (11%).

3.110 When asked about what principle improvements they would like to see, the most popular response
was 'more shops,” which is interesting considering the vacant shopping centre located in Ferrybank
and within close proximity of the main parade of shops in the centre. The next most popular responses

were ‘other’ and ‘more parking provision.

Table 4r | Main Attractions and Principle Improvements

Main Attraction* Principle Improvement*

1 Close to home (23%) More shops (39%)
2 Free parking (11%) Other (13%)
3 Other (11%) More parking provision (5%)

*Not including the response ‘don’t know'
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Opportunity Sites

Being a non-traditional centre, there are limited obvious opportunities for development in the same
way that opportunity sites have been identified for Kilkenny city and the other country towns.
However, it is noted that both the vacant Ferrybank Shopping Centre fronting Belmont Road, as well
as the Ross Abbey shopping centre could be considered to be major opportunities for development.
The Ross Abbey centre, which is partially in use, is likely to be less challenging than the Ferrybank
shopping centre, as it is of a smaller scale. The Ferrybank shopping centre is far more challenging,
and it is suggested that repurposing or alternative uses are considered, either in conjunction with the

planned retail uses, or as a complete change of use.

Town Specific Recommendations

The shopper survey has identified that shoppers in Ferrybank desire additional shops as their principle
improvement. We expect that this is in part a result of the vacant shopping centre, and a reflection of
the impact that this vacancy has had on local residents, the ‘potential’ of which is constantly visible.
In 2015 Waterford Council sought SDZ designation for the North Quay Area of the Waterford City,
with is strategically linked to the wider Ferrybank settlement. The future redevelopment of this North
Quay Area is expected to enhance and transform Waterford with major knock on effects for Ferrybank
and Kilkenny County. In order to promote the vitality and viability of Ferrybank, we provide the
following recommendations below. Common recommendations across each of the towns are

included in the conclusions of this chapter.

e Continue to engage with Waterford City and County Council in the support of sustainable retail
provision in the Ferrybank area, and in particular, as the North Quay Area comes forward for
development;

e With the proposed link road between Belmont and Abbey road likely to come forward in the
near future, Ferrybank has the potential to be an important retail location. Work with the
ownership and management of the vacant shopping centres to formulate a strategy to bring
the shopping centre into use as a shopping centre. Or alternatively if considered unviable, then
consider how the shopping centre could be repurposed for alternative uses. Options that may

be considered include residential, leisure or performing arts.
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Conclusion

3.113 Throughout this chapter we have utilised survey data and health check information including
observations, to provide an assessment of the vitality of Kilkenny City and each of the towns. As part
of this assessment, town specific recommendations have been made that would help to create viable
and vibrant places. In addition the town-specific recommendations, common recommendations for

all towns within the County have been outlined below:

e Continue to ensure that future retail development is directed towards the core retail areas of
each town as a first priority, and other parts of the existing retail footprint that are outside the
core retail area next, in accordance with the Retail Planning Guidelines;

e Develop a strategy to incentivise filling vacant units, and particularly those units that have been
vacant for a long period time. By way of example this could be achieved by formulating a
programme to assist small businesses and start-ups to rent vacant units for cheaper than
market rents, for an agreed period of time. Kilkenny County Council already has a scheme
called the Small Business Vacant Premises Scheme, which assists small businesses by providing
a grant to help pay rate charges, and programmes such as this one should continue to be
supported in an attempt to reduce the overall vacancy rate across the County;

e Prepare a transport and mobility strategy to provide a platform for the improvement of
accessibility, and having particular regard to the urban environment for pedestrians and
cyclists. This is already underway in Kilkenny City;

e Improve on the already existing shop-front guidance, which provides advice to local retailers
around the appropriate design of shopfronts in historic environments, and make it more widely

available.
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4.1

42

43

Introduction

Having undertaken detailed assessments of each of the listed towns within the County through the
health check process, the following is a series of recommendations to Kilkenny County Council.

Specifically, the Council’s Brief asks us to comment on:

e The level and form of retail activity within different tiers of the settlement hierarchy;

e The definition of core retail areas;

e A comparative review of the retail performance of Kilkenny City against major competing
centres;

e Analysis of the change that has occurred within the County since the last Retail Strategy was
prepared;

e Out of centre retail in Kilkenny.

Review of Retail Hierarchy

As expected, Kilkenny City sits at the top of the hierarchy as a major town centre / county town.
Ferrybank is included at the second tier as a district centre, the tier above the remaining district towns
of Callan, Castlecomer, Graiguenamanagh and Thomastown. Based on our health check assessments,
Ferrybank does not meet the criteria for a district centre at the current time. This is discussed further
overleaf. As Ferrybank straddles the boundary between Kilkenny and Waterford Council’s, any re-
assessment in the hierarchy should be discussed in detail with Waterford CCC, through the joint retail
strategy that is to be prepared. In particular, we are cognisant that there are plans to redevelop the
North Quays, including the development of 60,000 sq m of retail units, leisure and office space. Tiers
4 and 5 are comprised of neighbourhood centres (defined) and small town/village centre / rural areas

(various).

While the 2012 Retail Guidelines are silent on how to designate centres to the various tiers of a
hierarchy, the National Planning Framework (2018)(NPF) provides some guidance. The table at Figure
4.1 is an extract from the NPF that identifies the appropriate level of commercial development within

four tiers. The four tiers are cities, large towns, smaller towns and villages, and smaller settlements
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and rural areas. We have therefore utilised these tiers as a broad guide to inform our assessment of

the appropriate level of retailing activity appropriate within the County.

Figure 4.7 | NPF Guidance around appropriate level of commercial development

Tier NPF Guidance for Commercial Development

1 - Cities Department Stores
Specialist shops

Arts and cultural facilities

2 - Large towns Shopping centres
Retail warehousing

Range of restaurants

3 — Smaller towns and villages Supermarkets
Restaurants

Mix of retail facilities

4 - Smaller settlements and rural areas Shop
Pub
Post office

Petrol station

44 To start the exercise, we have conducted a high level assessment of the listed towns to establish the
baseline situation (building on the work undertaken in section 3 of this report). In order to benchmark
the level of retail activity against the NPF guidance, we have identified a set of ‘defining factors’ for

each of the listed towns. Following this, we go on to provide commentary around each town.
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Figure 4.2 | Assessment of Centre in Relation to Retail Hierarchy

Centre Number Defining factors NPF Tier Commentary
of units?*
Kilkenny City 450 e Main town and retail destination in the Large Town e Adequate offering in all retail
County categories
e Department stores — Dunnes e Possibly compromised by heritage
e Range of specialist shops aspects and smaller floorplates of
e Arts and cultural facilities and centre of older buildings
the County e Larger floorplates may attract larger
e Shopping centres retailers
e Series of supermarkets e Additional convenience retailing
within the town centre may assist
with consumer choice and drive
linked trip.

24 Unit numbers comprised of all convenience, comparison, retail services, leisure services, financial and business services, and vacant units.
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Number Defining factors NPF Tier Commentary
of units?*
Ferrybank 28 e Supermarket (Aldi) Currently e Ferrybank does not currently have a
e Some restaurants and leisure services operating big enough offering of units to
(limited) within the make it a retail destination. Missing
e Small range of retail smaller towns a core offering of retail and leisure
e Fragmented retail offer, suffering as a and villages that draws consumers for more
result of the vacant shopping centre. If category. Its than just their top-up shop

the shopping centre were to be in use, future in the

this centre may be elevated to tier 2 — retail hierarchy

large towns, in terms of its commercial should be

offer as defined by the NPF. decided as
part of the
joint retail
strategy with
Waterford
CCC.
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Number Defining factors NPF Tier Commentary
of units?*
Callan 72 e Aldi and Supervalu supermarkets make Smaller towns e Animprovement to the offering of
up main convenience retail offer and villages comparison retail units within the
e Offer of restaurants and other leisure town may assist in diversifying the
services current offer.
o Offers a mix of retail facilities serving the e Reducing the overall proportion of
local population vacant units would help improve
e Series of vacant units in the north of the the perception of certain parts of
commercial area the town.
Castlecomer 49 e Anchored by a Eurospar and Londis Smaller town e Similar to Callan, the current offer
supermarket and villages within Castlecomer is lacking in
o Offer of restaurants comparison goods.
e Limited offer comparison goods
e Retail offer local in nature
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Number Defining factors NPF Tier Commentary
of units?*
Graiguenamanagh 49 e Anchored by SuperValu store in the Smaller town e Decreasing the number of vacant
centre of town and villages units within the town likely to assist
e Aldi supermarket located on the edge of in improving the overall perception
the town of the town.
e Small offer of restaurants and other retail e May benefit of increased leisure
services offer to improve footfall.

o Suffers from high vacancy rate
e Potential with key opportunity sites
throughout the town

Thomastown 64 e Lidl & SuperValu located on the edge of Smaller town e Provides a local but good mix of
the town and villages retail facilities and services.
o Offer of leisure and retail local in nature
e Mix of retail facilities
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Kilkenny City

Kilkenny City is the major centre and therefore focal point of retail activity in the County. In order to
remain so, retail activity should continue to be directed towards Kilkenny City Centre in the future.
This is particularly important to ensure that the centre can compete with other major cities in

adjoining counties such as Waterford, Portlaoise, Clonmel and Carlow.

Comprised of 450 units, Kilkenny City Centre offers a range of shops, services and facilities, including
Dunnes department store, of which there are two within the area surveyed. In addition to shops along
the various main streets, there are also two shopping centres within the town centre, both attracting
significant footfall. We noted during our site visits that the majority of units across the City were
occupied by independent retailers, and there was a substantial offer of speciality shops. This is an

important selling point for the city.

Kilkenny City is a popular tourist destination and is also the cultural hub of Kilkenny County. This is
an important focal point and a key attractor of visitors from the County and from further afield.

Kilkenny Castle attracts in the order of 800,000 visitors every year.

In July 2015, the Council approved an Urban Design Framework and Masterplan for the Abbey
Creative Quarter on the west bank of the River Nore with a particular focus on the site of the former
Smithwick’s Brewery. This mixed use development is expected to increase the overall footfall within

that part of the City Centre as well as providing public open space and beneficial urban realm.

Kilkenny's leisure service offer is also unrivalled across the County. The new IMC Cinema located at

Barrack Street at the edge of the centre, is expected to enhance this leisure offer.

Kilkenny's retail offer is expected to continue to grow and improve over time, given its targeted
growth in terms of both population and employment base in the NPF. The remaining district towns
do not come close to competing with Kilkenny's offer, particularly in relation to comparison goods
stores. Notwithstanding this dominance, Kilkenny has a lower proportion comparison goods stores
and comparison goods floorspace compared with the Irish average (see Appendix A — 35% floorspace
compared to the Irish average of 42%). To some extent, this indicates that the City offers a more
diverse range of retail, leisure and financial and business services than is generally expected for a

centre of this size.
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Smaller Towns and Villages

The four district towns in the County are generally focussed around providing local shops and services
that service the town’s immediate catchment area. It is important that the district towns continue to

support Kilkenny as the major town in the County, and do not grow large enough to compete.

Based on an assessment of the current district towns, we would generally expect the number of units
within each district town to be within the order of 10 to 100 units. As per the NPF, we would expect
such centres to be characterised by having at least one supermarket, as well as a range of restaurants
and a broad mix of retail outlets. Such centres though, would not be expected to offer as diverse
range of cultural and community facilities, or out of centre retail, as centres higher up the hierarchy.
As detailed in Appendix A, the district towns were generally found to have a lower proportion of
comparison goods stores compared with the Irish average, which is further testament to the fact that

Kilkenny City is the major comparison goods destination in the County.

Callan

Callan is anchored by a SuperValu supermarket on Green Street and also has an Aldi store not far
from the core retail area. This convenience offer is important, and the SuperValu in particular was
observed as being very popular. There are 72 retail units in the centre. The remainder of the current
retail offer in the town consists of primarily a mix of local services and facilities serving the local
hinterland. There was a small proportion of leisure services identified, albeit a lower proportion than
the Irish average. Increasing the number of comparison goods units may help to draw footfall to the

town.

Castlecomer

Castlecomer consist of a total of 49 units, 7 of which were identified as convenience units. The largest
convenience store in the centre is a Eurospar. The remainder of shops and services were mostly
observed to be local in nature, serving the local hinterland, and there was a limited range of
restaurants. As a result, Castlecomer is considered to meet the NPF's guidance around the level of
commercial development of a smaller town and village. Similar to Callan, Castlecomer was observed
to have a very limited offer of comparison goods units. An increase in the number of clothes and

footwear stores, for example, may assist in drawing additional customers.
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4.18

4.19

Graiguenamanagh

Graiguenamanagh is anchored by a SuperValu store in the centre of town. There is also an Aldi located
outside the Core Retail Area (see Appendix E), which contributes to the overall convenience offer.
Interestingly, these two units along with one other are the only two convenience goods units in the
centre. While the proportion of comparison goods retailers is also low, Graiguenamanagh has a
steady offer of both retail and leisure services serving the local population. While the centre suffers
from a particularly high vacancy rate of 32.7%, this also presents a range of opportunity sites for

future development and regeneration.

Thomastown

Thomastown, like the other district towns, provides shops and services that are local in nature and
serve the local hinterland. The centre has a very limited offer of comparison goods and, as we have

discussed, Kilkenny City is the dominant in this regard within the County.

In addition to the four convenience goods stores located within the core retail area of the town, a Lidl
and a SuperValu are located further north of the centre. Their location outside of the town centre may
have had a negative impact on the stores in the town centre themselves, drawing trade away from
those stores. The centre was identified as having an abundance of leisure services in the form of cafes

and restaurants which assists with footfall.

Ferrybank

Ferrybank is a particularly interesting centre. Whilst it is included within the district centre category
of the retail hierarchy, the area is geographically divided by Kilkenny County and Waterford. If the
shopping centre were to be active, Ferrybank's role in the wider retail hierarchy would improve

substantially.

At present, Ferrybank offers a range of shops and services mostly local in nature. Its location in close
proximity to Waterford City means that any retail development in this area is likely to complement
Waterford's offer rather than compete. The current retail mix offers a range of convenience stores,
leisure services and retail services, meaning Ferrybank currently falls neatly within the smaller towns

and villages category of the NPF.
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420  To fulfil its role as a district centre, one or both of the existing vacant shopping centres within the
Ferrybank area would need to come into use. While the centre provides a basic level of retail service,
the provision is currently disjointed, and would benefit from a focal point and improved public space,

to make it a ‘destination’ rather than just a stopping point for a ‘top-up’ shop.

Smaller Settlements

421  Smaller settlements across the County in the likes of places such as Knocktopher, Glenmore and Kells
generally offer very limited shops and services such as a convenience store, petrol filling station,
pharmacy, and a pub or bar. We would not usually expect these smaller settlements to exceed more
than 10 units. Further, the offer of these settlements should not compete with the offer of the District

Towns.
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Core Retail Areas

The brief asks us to define the extent of the Core Retail Areas (CRA) of the listed towns. This exercise
provides us with the opportunity to review the geography of each town in terms of its retail offer. For
each of the listed towns we provide a summary of the outcome of our review below. The mapping

exercise for each centre is included at Appendix E.

Neither the Retail Planning Guidelines nor the NPF provide a specific definition of a CRA and therefore
we refer to section 4 of the Kilkenny County Development Plan 2014-2020. That Plan designated a
CRA for Kilkenny City and did not designate CRAs for the district towns as they were considered to

be of insufficient scale to warrant such an approach.

The "approach’ in this case, refers to the sequential approach, whereby retail development is directed
towards CRAs as a first priority, before being directed towards edge-of-centre sites, after which, out
of centre sites may be considered. The 2012 Retail Planning Guidelines define the edge of centre area
as between 300 and 400 metres of the CRA (to be confirmed in individual circumstances). In the case
of Kilkenny City, the 2014 Development Plan designated a CRA and incorporated an isochrone of 400

metres around the CRA. There is a presumption against large, out-of-centre retail development.

Kilkenny City

Kilkenny City has by far the most extensive retail offer of any of the listed towns included in the study.
The River Nore divides the city into two clear areas. The Kilkenny Castle and the main shopping streets
of High Street / Parliament Street are located to the east bank of the River, whilst Lower and Upper
John Street lead to the MacDonagh Junction Shopping Centre and the train station on the opposite

bank.

The Core Area for Kilkenny is clearly comprised of High Street (including Market Cross Shopping
Centre), Rose Inn Street and St Kieran's Street, and our review finds that there has been limited change
since the previous designation was made to warrant any major diversion from the previous CRA as
identified in the 2014 Development Plan. Notwithstanding, we have provided a CRA plan at Appendix
E.

Kilkenny County Council 81



Kilkenny County and City Retail Strategy

NEXUS

PLANNING

4.27

4.28

4.29

4.30

The Development Plan provides that for all significant retail development, applications should be
assessed against a range of criteria. In the case of Kilkenny City, the Plan identifies that for
developments of 1,000 sq m (gross) convenience floorspace and 2,000 sq m (gross) comparison
floorspace outside the CRA, the sequential approach should be demonstrated and the proposal

assessed against a range of criteria.

We note that the Council has an adopted Masterplan for the Abbey Quarter area. For clarity, in
keeping with Policy RPO55 of the Regional Spatial & Economic Strategy for the Southern Region
(2020), the sequential approach would apply to Kilkenny City and the CRA we have recommended
would help structure that exercise. However, in further keeping with Section 4.4 of the Retail Planning
Guidelines (2012) we would anticipate that the Council’s policies would make it clear that application
of the sequential test would exclude allocated and/or master planned sites, where planning
applications are in accord with the policies and objectives of a development plan, in order that their
delivery is unimpeded. The purpose of that exclusion is so that where a planning application comes
forward for retail development that is in an edge-of-centre or out-of-centre location, but where the
site has been allocated or planned by the Council for that particular retail use, the applicant should
not have to carry out a sequential test. Where an application is coming forward on a separate edge-
of-centre or out-of-centre site, the applicant would still have to consider an allocated or

masterplanned site as part of their own sequential test.

We discuss the application of the sequential test further in our policy consideration at Section 5 (Policy

4),

District Towns

For the district towns, we recognise that the retail offer may not be large enough to warrant a CRA in
the same way that a CRA is appropriate for Kilkenny. Notwithstanding, we consider there is value in
some form of designation for a retail area within the district towns and that ideally, the focus for new
retail development should be in that retail area. In the case of the district towns, the 2014
Development Plan identifies that all proposals for 500 sq m (net) convenience and comparison should
be considered against the sequential approach criteria. At the present time, this is a blanket approach
that does not prioritise sites in a central location (as no CRA was designated). We recommend that
policies are incorporated that do prioritise sites in the main retail areas of the district towns. We

envisage that this would provide a policy platform for regeneration in those district towns. As such,
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recommendations for CRA designations in the district towns are provided at Appendix E and the
discussion provided in the following sections. However, we recommend that the edge-of-centre area

for the district towns is reduced substantially to 100m, to reflect the lesser retail offer.

Callan

The CRA of Callan is generally located around Green Street (the main shopping street), West Street,
Mill Street and Upper Bridge Street. Notably, the Council has produced a draft Callan Town
Improvement Plan (2018). This document details a number of proposed improvements to the town,
including a regeneration strategy and masterplan for the under-utilised and/or derelict buildings on

Bridge Street/Mill Street.

We therefore recommend that the CRA encompasses all retail units with frontage to Green Street,
between Chapel Lane and West Street. We also recommend that the CRA comprise the units in use

on the northern side of West Street both east and west of Green Street.

Further north of the junction of West Street and Green Street is Upper Bridge Street. This part of the
town was obviously historically part of the town centre and used for retail, however at the present
time, almost all were observed to be vacant units. There are also sporadic retail units further north of
the Kings River. Overall, we recommend condensing the CRA to avoid the centre becoming needlessly
elongated. While the vacant units along Upper Bridge Street offer an opportunity for regeneration,
at present they provide limited contribution to the centre’s retail offer. It is recommended that
opportunities for niche shopping be explored in a Bridge Street rejuvenation project if the street is to

remain part of the CRA.

Castlecomer

The commercial area of Castlecomer is centred on a crossroads with The Square (also known as the
High Street), Barrack Street, Kilkenny Street and Chatsworth Street. This area is recommended to form
the basis for the CRA. While the extent of the boundaries can be the subject of debate, our
observations have shown that there is a clear natural break for the CRA along each street, generally

marked by an in use retail unit.
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Graiguenamanagh

Graiguenamanagh'’s main shopping street can very clearly be identified as being along Lower Main
Street. The CRA is therefore recommended to include all units along Lower Main Street with street
frontage. In addition, the CRA is recommended to include retail units with frontage to High Street up
to the junction with Mill Road. In addition, we recommend including historical retailers such as
Cushendale Woollen Mills and Duiske Glass Gift Shop. The area also encompasses the opportunity
site identified on the northern side of Mill Road at the Junction with High Street. The vacant unit on
Turf Market has not been incorporated. Units along The Quay have been incorporated, as the
waterfront presents an opportunity for town centre development, particularly uses that are aimed at

tourism.

Thomastown

The CRA of Thomastown is comprised primarily of Market Street, Pipe Street, Logan Street and Low
Street, which are set out in a square formation. Our recommendation for designation of a CRA
involves including all units with frontage to these roads, in addition to units just beyond the square

formation in retail uses.

Further north of this area are a SuperValu and Lidl. These are not included in the CRA, as they are not
located within easy walking distance of the remainder of the CRA. The availability of parking for these

units is also likely to mean that customers are less likely to link their trips to others stores in the CRA.
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Comparative Review of Kilkenny City

4.38  The brief has asked us to provide a comparative review of Kilkenny City with other major competing
centres nearby. In evaluating the retail alternatives which currently exist within easy access to the
main settlements of Kilkenny, such as Portlaoise, Waterford, Carlow, Clonmel and Wexford, it is clear
that these regional retail attractors are amongst the biggest competition to the existing retail offer in

the County.

439  In order to undertake this exercise we have examined a range of key indicators at Figure 4.3. We
examine the classification and number of outlets in each centre in order to set the scale of each centre
in context, whilst we examine vacancy rates and prime retail rents to characterise the demand for
retail space in each centre. Population growth is considered in order to set the relevant growth
strategies for each area in context, whilst we draw data from our empirical survey to understand the
draw of visitors to Kilkenny City from each competing centre to understand the importance of ‘inflow’

in each case.

Figure 4.3 | Assessment of Major Competing Centres to Kilkenny City

2012 Retail Drive-time?* Vacancy Rate?¢ Number of
Guidelines (mins) Outlets?’
Classification

Portlaoise Regional 49 15.1% 373
Waterford Metropolitan 43 17.1% 582
Carlow Sub-regional 28 18.3% 439
Clonmel Regional 46 18.3% 386
Wexford Regional 76 12.3% 509
Kilkenny Regional 0 14.7%%8 450

25 Google Maps

26 Vacancy rates taken from ‘Geoview Commercial Vacancy Rates — Q2 2019".

27 Experian Goad 2017, with the exception of Kilkenny which is Nexus 2019

28 Kilkenny figure taken from Geoview, rather than the equivalent Nexus figure (16.9%). This is to ensure consistency of
reporting basis (nb. Geoview draw their findings from areas beyond Town Centres).
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Prime Retail?°Rents On-street Survey Planned Population
(sq m/per annum) Visitors to Kilkenny  Growth for County
City3° Areas to 20403

Portlaoise €500-€600 1.7% 11,000-13,000%
Waterford €300-€400 4.7% 21,000-28,000
Carlow €300-€400 6.0% 7,000-8,500
Clonmel €200-€300 0.3% 11,000-13,500
Wexford €300-€400 2.7% 20,000-23,500
Kilkenny €500-€600 n/a 13,000-15,500

The analysis suggests that Kilkenny sits healthily alongside its nearby competition. Only Wexford has

a lower vacancy rate, and only Portlacise has comparable prime retail rents.

We have also examined the responses to Question 2 of our on-street survey whereby we asked
respondents where they had travelled to Kilkenny City from. This helps to build a picture regarding
the relative appeal of Kilkenny to residents elsewhere. The results showed that 66.7% of visitors to
the centre derived from Kilkenny County itself. Of the remaining 33.3% of visitors arriving from
outside the County, the largest proportions, other than from international destinations (6.2%), were
from Carlow (6.0%) and Waterford (4.7%). This is perhaps to be expected given their relative proximity
to Kilkenny, especially Carlow, though it is also indicative of the relative pull of Kilkenny City Centre

over the retail/leisure offer in both those destinations.

We go on to review each of the competing centres below in order to better understand their

characteristics and the latest retail strategies of their Councils.

Portlaoise is identified as a Regional town (other large towns) in the 2012 Retail Planning Guidelines.
The Laois County Retail Strategy 2017 notes that the composition of the retail provision is
characterised by independent retailers, much like Kilkenny City. The heart of the retail offer is

comprised of Main Street with offshoots onto Hinds Square, Lyster Square, Grattan Street, Church

2% Based on Nexus research of a range of property websites
30 Nexus Survey 2019

31 Draft RSES figures (2018)

32 County Laois figure is to 2031
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Street, Railway Street, Bridge Street, Borris Road and Mountmellick Road. A large amount of retail
floorspace has been developed in Kylekiproe just south of the main retail offer and is therefore is
beginning to compete with Portlaoise town centre. The Laois Shopping Centre containing Penneys
and Tesco in addition to Dunnes, Lidl and Aldi Stores and retail warehousing are all based in

Kylekiproe.

Waterford is identified in the metropolitan category of the 2012 Retail Planning Guidelines, along
with Cork, Limerick/Shannon and Galway. This provides an immediate indication that Waterford is a
step above Kilkenny City in terms of its retail offer and therefore is potentially considered a more
attractive investment and development opportunity. Notwithstanding, the Waterford City Retail
Strategy notes that Waterford faces challenges regarding expanding its retail offer, due to
geographical and archaeological constraints, and access issues. The Strategy also notes that the City
faces pressure due to the improving retail offer of other competing town centres nearby, of which an

example would be Kilkenny City.

Carlow is located 37 kilometres northeast of Kilkenny. The core town centre area has historically been
located at Tullow Street and Dublin Street, although more recently development has been south east
of the town centre. The centre is identified as a sub-regional town in the 2012 Retail Planning
Guidelines. The Carlow County Retail Strategy identifies that the centre provides a diverse range of
retail and non-retail uses, along with a wide variety of services that complement the retail offer
including independent boutiques, financial and business services, and other alternative retail

provision.

Clonmel is a regional town located in County Tipperary, south west of Kilkenny. Its core retail area is
comprised of O'Connell Street, Mitchell Street and Market Street. The County retail Strategy identifies
that the town is well represented by national and multinational large format convenience stores. At

the time of that Retail Strategy, the comparison goods offer in the town was considered to be poor.

Wexford is the administrative, retail and business capital of County Wexford, and is located on the
south east coast. The town centre is formulated around the Main Street with a series of radial lanes
and side streets linking to the waterfront and the High Street. The County Retail Strategy identifies
that there is a mix of independent retailers and national multiples that contribute to the overall
diversity of uses. Bulky goods retailers are located at retail parks at Drinagh, Clonard and Ardcavan.

There are also a range of leisure and culture facilities within the town. As Wexford is located slightly
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further away than some of the other more accessible competing centres, we would expect less direct

competition with Kilkenny.
Analysis of Change

448  The brief asks us to comment on how retailing in County Kilkenny has changed since the last Retail
Strategy was prepared. This relates in particular to the shopper survey data that was collected by
Ipsos MRBI, and the evaluation that was provided in section 3 of this report. In particular, we
compared the results of the current survey against the results of the survey undertaken as part of the

previous Retail Strategy.

449 In addition to providing analysis of the shopper survey data, we also undertook an exercise in
comparing the composition of retail units in each of the six listed towns in the County against Irish
averages. This exercise allows us to benchmark each centre against the national standard, based on

Experian data, and provides a useful tool in appreciating what the ‘norm’ is at any given time.

450 In regard to delivery of retail floorspace, Table 4.4 of the 2014 Kilkenny County Development Plan
provides final adjusted indicative floorspace capacity to 2020. The table identifies that by 2020 there
would be capacity for 1,599 sq m of additional convenience floorspace, 16,502 sq m of additional
comparison goods, and -4,391 sq m of bulky goods. While updating these figures was not part of the
brief, it is still useful to be able to provide an evaluation of whether that floorspace has been delivered.

The extracted details are contained at Figure 4.4.

Figure 4.4 | Floorspace Requirements based on Kilkenny County Development Plan 20714-2020

7: Final adjusted Indicative Floor Space Requirements

2012 2014 2020
Convenience 3,497m’ -1,409m* 1,599m’
Comparison 11,587m" 8,525m" 16,502m"
Bulky Goods - 6820m’ -5992m’ -4391m’

451  We note that the figures have been adjusted based on floorspace that was extant at the time the last
Retail Strategy was prepared. This included 4,577 sq m of convenience floorspace and 4,341 sq m of

comparison floorspace within Ferrybank district centre. While the shopping centre has been
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constructed, it remains vacant. However, considering that it could theoretically come into use at any

stage, we have not amended the capacity figures based on the continued vacancy.

4.52  We have undertaken a review of all planning applications for new retail floorspace that have come
forward since the Development Plan was adopted in 2014. A summary of the permissions is provided

at Figure 4.5.

Figure 4.5 | Extant retail planning permissions 2074 to present

Ref Site Address Description Status Retail

Floorpsace

(sq m)

15103 Treacy's Homevalue For the development of two store Condition  An
Hardware, Kilkenny  units for commercial stock (450 sq m) Permission  additional
Road, Thomastown, and alterations to the existing Granted 107 m sq
Co. Kilkenny (out of commercial building, to include the 22/05/2015 comparison
centre) demolition of the existing front floorspace

porch, the construction of a new
front porch and entrance (13 sq m),
the alteration of the existing facade
finish and signage, creation of 107 sq
m of additional retail space within the
existing building, the retention of the
existing shed unit (38 sqg m) and
retention of the extension to retail

and storage space (117 sq m)

15180 Kilkenny Street, Demolition of existing motor services Conditional 167 sq m
Freshford, Co. and the construction of a new petrol ~ Permission  convenience
Kilkenny service and convenience store Granted floorspace
building. 25/01/2016
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Retail

Floorpsace
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1527 Cillin Hill, a. Single storey warehouse for Conditional 543 sg m
Leggetsrath East, agricultural related products. b. Agri-  Permission  comparison
Dublin Road, retail shop with ancillary offices and Granted floorspace
Kilkenny storage over-head in two storey 12/06/2015
block. c. Car parking areas, goods
yards and set down areas. d. Free
standing totem advertising pole sign
and building mounted signage. e. All
associated site development works
and boundary treatments.
15538 Centra The demolition of the adjoining Conditional 151 sq m
Supermarket, Main  dwelling house on the Southern side  Permission  convenience
Street, Mullinavat, and for the construction and Granted floorspace
Co. Kilkenny amalgamation of a new building 31/03/2016
consisting of Retail Area (151 sq m)
and Stores Area (52 sq m) into the
existing Supermarket at Ground floor
level and First floor level (51 sq m) to
the front of the new building and all
associated signage and site works
16286 Centra Supermarket Permission sought for; (1) the Conditional 260 sg m
Main Street, construction a single storey Extension Permission  convenience
Urlingford Co. on the Northern side of the existing Granted floorspace
Kilkenny Supermarket building, (2) Change of 16/12/2016
use from Stores to Retail area at the
rear of the existing Supermarket, (3)
Change of use of part of the Ground
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Ref Site Address Description Retail

Floorpsace

(sq m)

floor of the existing AIB building
(which is a Protected Structure) to
Retail use and amalgamation of this
area into the existing Supermarket
building with associated signage, (4)
Demolition of the existing northern
boundary wall and the extension of
the existing Car Park into rear of the
AlIB site and all associated site works
at the Centra Supermarket, Main

Street, Urlingford, Co. Kilkenny.

16327  Cillin Hill To construct a 2 storey commercial Conditional 866 sq m
Leggetsrath East building with 3 no. agri-business Permission  comparison
Dublin Road retail units/showrooms at ground Granted floorspace
Kilkenny floor level with office 10/10/2016

accommodation at first floor level,
building mounted signage, car
parking areas, service yard and set
down areas and associated site

development works
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Retail

Floorpsace

(sq m)

16369 Graiguenamanagh, For development at the former Cullen Conditional 1,140 sq m
Co. Kilkenny Steel Site. The development will Permission  convenience
consist of the demolition of the Granted floorspace
existing buildings on site with a floor ~ 15/02/2017
area of 1,367 sg. metres and the
construction of a single storey
discount foodstore, to include off-
licence use with a gross floor area of
1,608 sqg. metres (net retail area of
1,140 sqg. metres).
17535 Former AutoBoland  For a Service Station with associated = Conditional 100 sq m
Garage, Newrath, retail outlet with net retail area of Permission  convenience
Co. Kilkenny 100sg.m. Granted floorspace
23/02/2018
18328 Eurospar, The For a single storey extension (134 sq  Conditional 134 sq m
Square, m) to the existing Eurospar building Permission  convenience
Castlecomer, Co. and associated works Granted floorspace
Kilkenny R95 K038 13/02/2019
1765 Units 9 and 10, Amalgamation and construction of Conditional 650 sq m
Kilkenny Retail Park, mezzanine floor. Permission  bulky goods
Springhill Granted floorspace
13/07/2017
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Based on the data collected in Figure 4.8, the approximate adjusted floorspace requirements are

provided at Figure 4.6.

Figure 4.6 | Adjusted floorspace capacity based on delivered and extant planning permissions (sq m)

Capacity as projected to Delivered or extant Adjusted
2020 floorspace
Convenience 1,599 1,952 -353
Comparison 16,502 1,516 14,986
Bulky Goods -4,391 650 -5,041

The outcome of this exercise is that while the County appears to have negative capacity for
convenience and bulky goods floorspace, there is still reasonably substantial capacity for comparison
goods floorspace. Here, we have identified that based on the capacity assessment that was
undertaken for the previous Development Plan, there is still floorspace capacity remaining for new
retail comparison floorspace at the current time. This floorspace should ideally be directed towards
the opportunity sites where they are suited and appropriate for comparison goods, or other locations

within core retail areas.

Out of Centre Retail

Retail Parks

Out of centre retailing is predominantly relevant to Kilkenny City, whereby there are a number of
small out of centre retail locations. In addition, there is a large retail park on the outskirts and south
of the city. The Kilkenny Retail Park is comprised of large units mostly for the sale of bulky goods. At

the time of assessment , the following retailers were present:

e Woodies;

e Carpet Right;
e DD Electrical;
e Home Focus;

e Halfords;

Kilkenny County Council 93



Kilkenny County and City Retail Strategy

NEXUS

PLANNING

4.56

4.57

4.58

4.59

e Sherwoods Electronics;

e Ken Black Toy and Nursery;
e Petmania;

e EZLliving;

e Harry Corry Interiors;

e Meubles Furniture Store.

There was also one vacant unit identified at the time of the Nexus site visits, and two supporting
leisure services (Costa Coffee and KFC). The Hoban Hotel is also located on the western side of the

complex.

At the time of assessment the car park at the Retail Park was well utilised and the stores are clearly
popular. As there is limited opportunity for bulky goods retailing within the CRA or city centre, the
expectation is that the Kilkenny Retail Park will continue to operate as the primary bulky goods retail
destination in the County. Based on the negative capacity for bulky goods identified to 2020 in the
previous Retail Strategy, we do not recommend the Council actively promote the development of

additional out of centre bulky goods retail floorspace.
Local Centres

In addition to the retail park, there are a number of local neighbourhood centres located within the
bounds of Kilkenny that provide a supporting role to the retail and services offer of Kilkenny City
Centre. While these shops and services are important, their growth should continue to be carefully
managed so as to ensure that they would not ever have the opportunity to compete with Kilkenny
City Centre. Recommendations for development management in this regard are included in section

5.

The local centres within the bounds of Kilkenny include:

o Newpark Shopping Centre (19 units);
e Loughboy Shopping Centre (12 units);
e Waterford Road (11 units);

e Lidl on Johnswell Road;

e Aldi at Hebron Industrial Estate;
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4.60  These local centre locations provide an important convenience goods offer and a limited range of
services for local residents and should continue to be supported albeit given limited opportunity to

expand.

461  Outside of Kilkenny City, there are some out of centre retail locations, particularly where stores such
as Aldi and Lidl have come forward. For the most part these stores are located outside of the CRA in
each centre, and are therefore likely to have had a direct impact on the vitality of those centres. For
example, to the north of the CRA in Thomastown, there is a Lidl and a SuperValu and associated car
parking. In combination with the relocation of the Post Office to this location, this development is
very likely to have had a negative impact on the shops within the Thomastown CRA. We recommend
utilising the sequential approach in the district towns in the future to avoid exacerbating this trend.

This is picked up in more detail in section 5 of this report.
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Recommendations and Policy Guidance

Introduction

This section of the Strategy contains key retail objectives to encourage and accommodate future retail
and town centre development in Kilkenny County. It also sets out policies for the assessment of future
retail and town centre proposals, in accordance with the overall aims of the Development Plan and

the requirements of the 2012 Retail Planning Guidelines.

The Retail Planning Guidelines set out the following as the policy objectives that must guide each

planning authority in addressing retail development issues:

e Ensuring that retail development is plan-led

e Promoting city/town centre vitality through a sequential approach to development;

e Securing competitiveness in the retail sector by actively enabling good quality development
proposals to come forward in suitable locations;

e Facilitating a shift towards increased access to retailing by public transport cycling and
walking in accordance with the Smarter Travel strategy; and

o Delivering quality urban design outcomes.

The retail objectives and policies for Kilkenny City and County have been prepared with regard for
the policy objectives as outlined in the Retail Planning Guidelines. The retail objectives and policies
have also been prepared having undertaken consultation with Kilkenny's retailers. Retailers were

given the opportunity to provide comments to assist in the preparation of the Strategy.

The remainder of this chapter sets out the headline issues facing the County from a retail and town
centre perspective, a series of overarching retail objectives, and a suite of development management

policies designed to deliver those objectives.
Headline Challenges

Based on the assessment of retail trends, the baseline assessment, discussion of retail strategy,
feedback from town centre business, and discussions with Council Officers, the headline issues facing

Kilkenny County’s town centres have been identified as per the below.
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a. Reducing the proportion of vacant units

While the proportion of vacant units in Kilkenny City is directly comparable to the Irish average,
vacancies within the City Centre has been an issue identified by stakeholders and town centre
business owners. A review of regional and national trends in this regard has established that
the proportion of occupied units in Ireland’s Town Centres have not been able to return to pre-
recession levels. However, it is important to note that this is not an isolated issue facing
Kilkenny County’'s centres, but an issue felt in town centres across Ireland and the UK.
Notwithstanding, there are a number of key objectives and policies that can be included as a

direct attempt to reduce the number of vacant units in Kilkenny, including:

(1) Prioritising retail development in Core Retail Areas, by strictly implementing the

application of the Sequential Test;

(2) Implementing a policy that provides a requirement for a Retail Impact Assessment to
be submitted for retail development over a certain threshold. The thresholds may vary
for different parts of the County. For example in the area around Kilkenny, the
threshold may be 1,000 sq m, while in the remainder of the County it might be 500 sq
m. The Retail Impact Assessment shall at a minimum include the following:

(i) Identification of catchment or study area;

(i) Estimation of expenditure available within the defined catchment or study
area;

(iii) Estimation of the turnover of existing centres within the catchment area which
is likely to be affected by a new development;

(iv) Estimation of the turnover of the new development for which a planning
application is being lodged; and

(v) Estimation of the quantum of consumer retail spending available in the
catchment area which will be diverted from existing centres to the new retail

development.

(3) Allowing flexibility in the type of uses permitted within Core Retail, in light of the ever
changing nature of retail, and the requirement to adapt to changes in trends. While

there are a range of uses permitted within the General Business Zone, it is important
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that the community, businesses and other stakeholders recognise that having a diverse
range of uses within Kilkenny City Centre will assist in ensuring the centre remains vital

and viable.

(4) Promoting alternative uses such as office floorspace and residential development in
Town Centres, to increase the population and therefore daily footfall. The council
should continue to work proactively with developers to promote mixed use
developments in Kilkenny City Centre with a residential aspect in addition to retail or

leisure floorspace that contributes to the vitality and viability of the centre. .

(5) Identifying specific regeneration projects within the CRA's off the district towns,
including for example exploring opportunities for niche shopping in certain locations
such as Bridge Street in Callen, where rejuvenation of certain areas may act as a catalyst

for further change.

b. Working to improve accessibility

The availability, cost and quality of car parking has continuously come up during discussions
with stakeholders as a barrier for retail operators to operate their businesses successfully.
Council owned and operated car parks currently generate revenue for the Council and is
utilised on projects across the County. Whilst issues such as cost of car parking and the existing
quantity of parking cannot be directly altered through retail policies, it is important that these

issues continue to be monitored and managed by the Council as before.

In order to combat any potential future issues related to exacerbated car parking pressures
due to retail development, planning policy can come into play. The Retail Planning Guidelines
provide that where a new major retail development over a certain threshold is proposed that
is likely to have an impact on highways, access and parking, a policy can be included that would
trigger the requirement for a Transport and Traffic Assessment. This Assessment would have
to demonstrate how the proposed development would remedy any predicted traffic issues
caused by the proposal. The introduction of the City Bus service now offers additional

opportunities for modal shift, which retail policy should reinforce.
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Retail development should also consider how the development can be accessed by methods
of active travel including walking and cycling, and public transport. Travelling by methods other
than private car are increasingly becoming more popular in Kilkenny City, as shown in the
results of the shopper survey, and therefore it is important that retail policy supports that

modal shift.

c.  Enhancing the historic environment

Kilkenny City is an attractive, historic centre, filled with character, and this has regularly been
identified by shoppers and business owners as a draw card, helping to attract visitors to the
Centre. It is therefore important that all future development within the City Centre is required
to retain, complement and where possible enhance the important aspects of the historic
environment. The Council has already made this a focus for Kilkenny City, through promotion
of the Medieval Mile and its associated projects as a historic discovery trail through the centre
of town. An important balance must be struck between creating a dynamic and commercially
successful retailing environment and protecting the historic setting of the centre. Separately of
the Retail Strategy, easily accessible guidance is required to assist shops owners with
understanding the appropriate design of shopfronts, particularly in the historic core of the

City3,

d. Taking advantage of Kilkenny's tourism potential

Kilkenny City Centre welcomes thousands of tourists to the City Centre every year, and the
industry is an important economic driver for the City and the wider County. It is important
therefore that businesses are able to take advantage of the industry, particularly in relation to
retailing in the historic core of the City Centre. Actions and policy interventions that support
the synergies between the tourism and retail industries may assist businesses in tapping further
into the tourism industry. Having adequate and high quality tourist and staff accommodation
is, for example, and important aspect of a successful tourism offer. In the district towns, the
key issue for the council to overcome is the high proportion of vacant units within each centre.
On street surveys of the composition of the centres of each District Town identified a

proportion of vacancy that was well above the Irish average. This high level of vacancy not only

33 Kilkenny County Council has developed a revised shopfront guidance document in 2020

Kilkenny County Council 29



Kilkenny County and City Retail Strategy

NEXUS

PLANNING

5.6

5.7

has a detrimental impact on the commercial success of the centres, but also on the public
perception of each town. It is therefore important that retail policies are designed to support
the ability for vacant units in the Core Retail Areas of each town centre to come back into use.
Specific regeneration projects aimed at catalysing further rejuvenation may assist in reducing

the quantum of vacant units within the CRAs of each District Town.

Retail Objectives

Having regard for the information presented in the earlier chapters of this Strategy, a series of retail

objectives have been drafted. The primary purpose of these objectives is to inform the development

of a suite of retail policies that will guide development in Kilkenny County’s town centres. Following

the objectives, a set of retail policies have been drafted.

The proposed retail objectives are outlined below:

(i)

(i)

(i)

(iv)

v)

(vi)

(vii)

To ensure that Kilkenny County possesses a clear policy framework that can adequately meet
the retail needs of the County’s residents over the plan period, and that will inform the
preparation and assessment of retail proposals;

To enhance and promote the vitality and viability of Kilkenny City Centre, and to support the
centre’s role as the dominant retail destination within the County;

Promote Kilkenny City Centre as a shopping destination that is competitive with other
comparable shopping destinations in the South East of Ireland and further afield;

To sustain and enhance the vitality and viability of the four District Towns and their retail offer,
and to support their continued growth in accordance with the Core Strategy;

To ensure Kilkenny City Centre and the four District Town Centres are resilient to change in
the context of the global economic climate;

To ensure a town centre first approach is adopted for all future retail development across the
County, whereby the order of priority for the sequential approach will be City and Town Centre
sites, edge-of-centre sites, and out-of-centre sites;

To promote flexibility mix of uses within the County’s centres, and in particular, promote

residential development on upper floors;

(viii) To encourage the reduction in vacant floorspace, taking into account suitability, obsolescence,

and the identification of alternative uses that may be appropriate within the City and County
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Towns. where possible, facilitate the regeneration and reuse of derelict buildings in
appropriate location for town centre uses;

(ix) To improve the accessibility of each of the County’s centres and promote all modes of
transport;

(x) To appropriately manage car parking and accessibility for the short term, whilst also planning
ahead to a future where private vehicle travel may not be the dominant form of transport;

(xi) To promote the development of high quality public realm through new development, and the
enhancement of existing public realm throughout the County's centres;

(xii) Ensure all new development respects and enhances the historic environment;

(xiii) Enact a policy of town centre consolidation, by promoting the adaptive reuse of existing units
as a priority ahead of developing sites for additional retail floorspace, unless there is a
demonstrated need; and

(xiv) To ensure that public perception of Kilkenny City Centre and County remains positive, and
that the synergies between tourism and retailing are taken advantage of.

(xv) A joint Retail Strategy shall be undertaken between Kilkenny County Council and Waterford
City and County Council for the area covered by the Waterford Metropolitan Area Strategic
Plan (MASP) in accordance with the retail guidelines and RSES.

The retail planning objectives provide an overarching guide for the future of retail and town centre
development in the county’'s town centres, and in exceptional circumstances, other destinations
within the County. In following these objectives, the goal of the Kilkenny City and County Retail
Strategy 2021-2027, will be to encourage the growth of healthy, vibrant and resilient city and town

centres.

Recommended Retail Policies

Having regard for the retail objectives outlined above, a set of retail policies have been drafted that
are designed to deliver those objectives. In formulating and adhering to these policies, Kilkenny
County Council will look to ensure that the development of all future retail floorspace is carried out
in accordance with the requirements of the 2012 Retail Planning Guidelines. Similarly, any proposed
future town centre development within Kilkenny City or the County Towns should be formed with

due regard for the objectives and policies. As such all proposals for new commercial developments
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will have to demonstrate how they would contribute towards and support the achievement compact
growth and revitalisation/rejuvenation of city or town centres as envisaged in NPO 3¢, 4 and 6 of the

National Planning Framework,

5.10 In addition, these policies, as part of the overall Kilkenny County Development Plan 2021-2027, can
be seen to form a single integrated and coherent strategic policy framework, designed to ensure that
all development within the County is carried out in keeping with the ideals of sustainable

development.

511  The policies are included below:

e Policy 1: Plan-led approach

All proposals for retail floorspace and town centre uses, must accord with the relevant
requirements of the Retail Planning Guidelines for Planning Authorities 2012 and the Kilkenny

County Retail Strategy 2020-2026.

e Policy 2: Retail hierarchy

Development in the County's centres should be of a type, size and scale appropriate to the
centre, having due regard for the retail hierarchy and the appropriate level of development at

each tier. The appropriate level of level of development at each tier is defined at Figure 5.1.

Figure 5.7 | Summary of Appropriate Level of Retail Development

1 Cities None at present Major retail destination within the County,
offering a wide variety of convenience and
comparison goods along with an extensive
offer of retail, financial and business, leisure
services including arts and cultural facilities.
Provides a range independent and specialist
shops.
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2 Large towns Kilkenny City Key shopping destination offering a variety of
convenience and comparison goods, along
with a range of retail and leisure services and
some financial and business services.

3 Smaller towns and Callan Local shopping destination serving the
villages Castlecomer surrounding hinterland with a limited offer of
convenience and comparison goods, and

Graiguenamanagh _ i )
retail and leisure services.

Thomastown

[Ferrybank]34
4 Smaller settlements Various Limited retail offer generally comprising a
and rural areas local convenience store, public house, fuel

filling station and post office.

e Policy 3: Town centre vitality and viability

Within the Core Retail Areas in Kilkenny City and the District Towns, development proposals

that will make a contribution to the vitality and viability of the town centre will be permitted.

Residential development will be encouraged on the upper floors of town centre properties.

e Policy 4: City/Town centre first

In addition to the sequential approach outlines in the Retail Planning Guidelines, Kilkenny
County Council will adopt a City/Town centre first policy. Where the location of a proposed
retail development is in an edge-of-centre or out-of-centre location, a sequential test must be
applied in line with the Retail Planning Guidelines. The order of priority for the sequential
approach is to locate retail development in Kilkenny City Centre CRA, the District Town Centre
CRAs and village centres, and only to allow retail development in edge-of-centre or out-of-
centre locations where all other options have been exhausted. The sequential test should be

strictly applied and applicants will be required to consider altering their formats and

34 The entry for Ferrybank is purely indicative as the centre partly sites within the Waterford CCC area and would need
agreeing with Waterford CCC in due course.
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considering smaller sites and multi-storey options. In accordance with RPO 151(f) and (g) of
the Regional Spatial and Economic Strategy, adequacy of parking provision at non-residential

sites will not be considered as a measure for site suitability in sequential tests.

Where retail development at an edge-of-centre site is being proposed, permission will only be
granted where the applicant can demonstrate that there are no sites or potential sites including
vacant units within the city/town/village centres that are (a) suitable (b) available and (c) viable,

as defined at Paragraph 4.4.2 of the Retail Planning Guidelines.

Where no town centre or edge of centre sites are available, the Planning Authority must not
approve development unless it is satisfied that there will be no negative impact on the viability
or vitality of the city/town centre. Where retail development at an out-of-centre site is being
proposed, the site will only be considered where the applicant can demonstrate that:

a) there are no sites or potential sites either within, or on the edge of, Kilkenny City Centre,
the District Town Centres and village centres that are (a) suitable (b) available and (c)
viable.; and

b) they would contribute towards and support the achievement of compact growth and
revitalisation/rejuvenation of city or town centre as envisaged in objectives 3¢, 4 and 6 of
the National Planning Framework in order to allow a positive presumption in favour of the

application under NPO 11 of the NPF.

e Policy 5: Retail Impact Assessment

A Retail Impact Assessment will be required for development for development which features:

a) Proposals of greater than 1,000 sq m of net floorspace in Kilkenny city, including extensions
to existing units; or

b) Proposals of greater than 500 sq m of net retail floorspace in all other settlements,

including extensions to existing units.

As described at Paragraph 4.9 and Annexe 5 of the Retail Planning Guidelines, the Retail Impact
Assessment shall at a minimum include the following:

(i) Identification of catchment or study area;

Kilkenny County Council
104



NEXUS

PLANNING

Kilkenny County and City Retail Strategy

(i) Estimation of expenditure available within the defined catchment or study
area;

(iii) Estimation of the turnover of existing centres within the catchment area which
is likely to be affected by a new development;

(iv) Estimation of the turnover of the new development for which a planning
application is being lodged; and

(v) Estimation of the quantum of consumer retail spending available in the
catchment area which will be diverted from existing centres to the new retail

development.

In addition to the above, the Retail Impact Assessment shall demonstrate how the development
proposal would contribute towards and support the achievement compact growth and
revitalisation/rejuvenation of city or town centres as envisaged in objectives 3¢, 4 and 6, 11 and

27 of the National Planning Framework.

e Policy 6: Kilkenny City Centre

In order to ensure the retail function, profile and competitiveness of Kilkenny City is retained,
applications for retail development and other town centre uses that will make a contribution
to retaining Kilkenny's role as the dominant retail destination within the County will be

supported.

Retail development and other main town centre uses should be prioritised to be located within
Kilkenny’'s Core Retail Area to ensure the vitality and viability of the historic core is protected
and promoted. Similarly, it is of great importance to ensure that the historic character of the
Core Retail Area is protected. An important balance must be struck between creating a dynamic
and commercially successful retailing environment and an attractive historic setting. Proposals
that incorporate improvements to the City's laneways will be supported by the Council,

particularly where involving creative solutions designed to activate redundant spaces.

e Policy 7: Town centre accessibility

Improvements to the accessibility of each of the centres will be supported. In particular,

proposals that include developing a pedestrian and cyclist friendly environment, and/or
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improve safety and limit traffic congestion will be prioritised. Wherever possible, development

that encourages a shift towards sustainable modes of transport will be encouraged.

e Policy 8: High quality public realm

Development proposals that incorporate improvements to high quality public realm within

town centres, and particularly within the Core Retail Areas, shall be supported by the council.

e Policy 9: Historic environment;

Development within each of the centres should be designed to respect and enhance the
character of the historic environment. Proposals that would be detract from the character of

the centre will not be permitted.

e Policy 10: Amalgamation of units

The Council may accept proposals for the amalgamation of two or more units within a centre

where the applicant can demonstrate:

a) There is no alternative vacant unit of an appropriate size and location for the proposal ;
and

b) The proposal would not detract from the overall vitality and viability of the centre; and

c¢) Where relevant, the proposal has been designed using appropriate conservation principles
and expertise to adapt an historic building, thereby retaining the building in use and

maintaining the essential character of the streetscape.

e Policy 11: Traffic and Transport Assessment

Applications for retail development proposals for more than 1,000 sq m net floorspace shall
be required to submit a Traffic and Transport Assessment (TTA). As required by the Retail
Planning Guidelines, the TTA must examine the transport impacts of a proposed development,
incorporating any subsequent measures necessary to ensure roads and junctions and other
transport infrastructure, including car parks, in the vicinity of the development are adequate to
accommodate the proposed development without causing additional delays or issues to
existing and future road based traffic. Most importantly, a TTA will be required to demonstrate
how to encourage a shift towards sustainable travel modes by those using the retail

development in question.
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e Policy 12: Tourism, Markets and Events

Development proposals within the County's centres that seek to improve the tourism offer will
be supported. Tourism proposals should contribute to improving a positive public perception.
Proposals that form a link between tourism and the offer of the town centre will be looked
upon favourably by the Council. Similarly, markets and public events that are expected to have

a positive influence on public perception of a centre will be supported.

Within Kilkenny City Centre, proposals that would make a positive contribution to the function

of the Medieval Mile will be supported.

e Policy 13: Retail Parks

No further retail parks will be granted permission in and around Kilkenny City and Environs

over the period of the next City and County Development Plan.

e Policy 14 The Abbey Quarter

The Abbey Quarter lands, the subject of the masterplan, will be the focus for city centre
expansion (including convenience and comparison retailing) in the City & Environs over the plan
period and City Centre expansion shall take place in phased approach. The following phasing

of development lands within the City & Environs is proposed:

o Phase 1: Abbey Quarter lands the subject of the masterplan and, at an appropriate
scale, MacDonagh Junction;

o Phase 2: The former mart site at the Castlecomer Road.

The release of phase 2 lands for major retailing will only be considered where the local authority
is satisfied that planning permission is granted, and/or significant expansion has already
occurred on the phase 1 lands and that any additional retailing on the phase 2 lands will not
have a negative impact on the vitality or viability of the retail core or other centre. It is
considered that the definition of major retail expansion for the purposes of this section of the

City & Environs is 1,000 sq m for convenience goods and 2,000 sq m for comparison goods.

Kilkenny County Council
107



NEXUS

PLANNING

Kilkenny County and City Retail Strategy

Delivery, Monitoring and Review

5.12  The Retail Planning Guidelines advise that planning authorities should monitor trends in their areas,
and update retail policies as and when required. As the retail sector is one of the most dynamic sectors
in the economy, it is important to recognise that the issues and faced and current trends can change
over time. This has been exacerbated by the recent COVID-19 pandemic. The Council shall therefore

continue to regularly monitor the contents of this strategy to ensure that:

a. The Retail Strategy and its baseline data are kept up to date;
b. Mechanisms are in place to monitor the progress of the strategy; and
c. The Council can intervene in a positive and timely manner to address changing circumstances

in its centres, as necessary.

5.13  To assist with monitoring, Table 5.2 sets out how each objective can be delivered through the policies

proposed.

Table 5.2 | Objective and Policy Monitoring

Objective Policies ‘
() To ensure that Kilkenny County possesses a clear policy framework p1
that can adequately meet the retail needs of the County’s residents P2
over the plan period, and will inform the preparation and assessment P3
of retail proposals; P4
P5
P6
P7
P8
P9

P10

P11

P12

P13

P14

P15
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particular, promote residential development on upper floors;

(i) To enhance and promote the vitality and viability of Kilkenny City p>
Centre, and to support the centre's role as the dominant retail p3
destination within the County; P4

P5
P6
P12

(iii) Promote Kilkenny City Centre as a shopping destination that is p>
competitive with other comparable shopping destinations in the p3
South East of Ireland and further afield; P4

P5
P6
P12
P13

(iv) To sustain and enhance the vitality and viability of the four District pp
Towns and their retail offer, and to support their continued growth in  pP3
accordance with the Core Strategy; P4

(v) To ensure Kilkenny City Centre and the four District Town Centres are  p1
resilient to change in the context of the global economic climate; P2

P3
P13
P14

(vi) To ensure a town centre first approach is adopted for all future retail py
development across the County, whereby the order of priority for the
sequential approach will be City and Town Centre sites, edge-of-
centre sites, and out-of-centre sites;

(vii) To promote flexibility mix of uses within the County’s centres, and in  p3
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(viii)

(ix)

)

(xi)

(xii)

(xiii)

(xiv)

(xv)

To encourage the reduction in vacant floorspace, taking into account
suitability, obsolescence, and the identification of alternative uses
that may be appropriate within the City and County Towns. Facilitate
the regeneration and reuse of derelict buildings in appropriate
location for town centre uses

To improve the accessibility of each of the County’s centres and
promote all modes of transport. This shall include management
measures for access by car, public transport, walking and cycling;

To appropriately manage car parking for the short term, whilst also
planning ahead to a future where private vehicle travel may not be
the dominant form of transport;

To promote the development of high quality public realm through
new development, and the enhancement of existing public realm
throughout the County's centres;

Ensure all new development respects and enhances the historic
environment;

Enact a policy of town centre consolidation, by promoting the
adaptive reuse of existing units as a priority ahead of developing sites

for additional retail floorspace, unless there is a demonstrated need;

To ensure that public perception of Kilkenny City Centre and County
remains positive, and that the synergies between tourism and
retailing are taken advantage of;

A joint Retail Strategy shall be undertaken between Kilkenny County
Council and Waterford City and County Council for the area covered
by the Waterford Metropolitan Area Strategic Plan (MASP) in

accordance with the retail guidelines and RSES;

P4
P6

P7
P8
P11

P7
P11

P8

P9

P4
P5
P6
P10

P12
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Bulky Goods:

Capacity:

Centre:

Comparison Goods:

Convenience Goods:

Core Retail Area:

Goods generally sold from retail warehouses — where DIY goods or
goods such as flatpack furniture are of such size that they would
normally be taken away by car and not be portable by customers
travelling by foot, cycle or bus, or that large floorspace would be
required to display them e.g. Goods of a large physical nature (for
example DIY, furniture, carpets) that sometimes require large areas

for storage or display.

Source: Retail Planning Guidelines 2072

Forecast resident spending within the catchment area, with which to

support existing and additional retail floorspace

A centre refers to a city or town centre and can also, refer to the
centre of a district or neighbourhood centre which has been

identified in the settlement hierarchy of a development plan.

Source: Retail Planning Guidelines 2072

Clothing and footwear; furniture, furnishings and household
equipment (excluding non-durable household goods); medical and
pharmaceutical products, therapeutic appliances and equipment;
educational and recreation equipment and accessories; books,
newspapers and magazines; goods for personal care; goods not

elsewhere classified; bulky goods.

Source: Retail Planning Guidelines 2072

Food; alcoholic and non-alcoholic beverages; tobacco; non-durable

household items

Source: Retail Planning Guidelines 2072

Defined area where retail development is concentrated within a town

centre

Kilkenny County Council

111



Kilkenny County and City Retail Strategy

NEXUS

PLANNING

Edge-of-Centre:

Experian Goad:

For retail purposes, a location that is well connected and up to 300
metres from the CRAs. In determining whether a site falls within the
definition of edge-of-centre, account should be taken of local

circumstances.

Experian Goad is a retail property intelligence system that helps retail
developers, property investors, planning professionals, and
commercial agents to identify profitable locations for retail property
development and investment projects. It offers comprehensive retail
location plans and easy to use reports covering over 3,000 shopping

areas in the UK and Ireland.

Financial & Business Services: An Experian Goad category comprising the likes of banks, building

Gross Retail Floorspace:

Independent Retailers:

Leisure Services:

societies, employment agencies, legal services, estate agents and

business services.

Source: Experian Goad

The total floorspace, as measured from inside the shop « walls, which
includes sales space, plus storage space, offices, toilets, canteen, and

circulation space.

Source: Retail Planning Guidelines 2072

Retailers with less than 10 outlets/ stores

Source: Experian

An Experian Goad category for town centre leisure units which
includes bars, cafes, cinemas, nightclubs, take-aways, hotels, public
houses and restaurants. For clarity, it does not include facilities for
leisure pursuits e.g. sports centres, swimming pools or health &

fitness clubs.

Source: Experian Goad
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Main Town Centre Uses:

National Multiple:

Net Retail Floorspace:

Retail Floorspace:

Retail Impact:

Retail Services:

Retail development; leisure, entertainment facilities, the more
intensive sport and recreation uses (including cinemas, restaurants,
drive-through restaurants, bars and pubs, night-clubs, casinos,
health and fitness centres, indoor bowling centres, and bingo halls);
offices; and arts, culture, tourism development (including theatres,
museums, galleries and concert halls, hotels and conference

facilities); and residential

Defined as retailers with ten or more stores/ outlets

Source: Experian

The area within the shop or store which is visible to the « public and
to which the public has access including fitting rooms, checkouts, the
area in front of checkouts, serving counters and the area behind used
by serving staff, areas occupied by retail concessionaires, customer
service areas, and internal lobbies in which goods are displayed, but
excluding storage areas, circulation space to which the public does

not have access to, cafes, and customer toilets

Source: Retail Planning Guidelines 2072

Refer to definition of either Shopping Centre Floorspace, Gross Retail

Floorspace, or Net retail Floorspace.)

Source: Retail Planning Guidelines 2072

The potential effects of proposed retail development upon existing

shops

Source: Planning Portal

An Experian Goad category comprising the likes of dry cleaners,
health & beauty, opticians, photo processing, post offices and travel

agents.

Source: Experian Goad
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NEXUS

PLANNING

Shopping Centre Floorspace:

Special Forms of Trading:

Internal space (measured from inside walls) of « a covered shopping
centre including circulation space toilets, lifts and escalators gross
retail area, gross non-retail area floorspace devoted to incidental
activities such as foodcourt, administrative offices, walkways, car

parking both integrated and surface

Source: Retail Planning Guidelines 2012

Special forms of trading (SFT) are defined as sales via the internet,
mail order, stalls and markets, vending machines, door-to-door and
telephone sales, including online sales by supermarkets, department

stores and catalogue companies

Source: Experian
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Ireland Ireland
Kilkenny City No. of Units Units % R Floorspace Floorspace Average
Centre . sqm % floor space
Units % o
%
Convenience 37 8.2 94 5,441 7.2 9.9
Comparison 138 30.7 37.9 26,916 354 423
Retail Services 55 12.2 10.2 4914 6.5 5.8
Leisure 116 2538 227 24,880 327 226
Services

Financial and

Business 28 6.2 43 4,504 59 6.2
Services
Vacant 76 16.9 15.3 9,422 124 12.7
TOTAL 450 100 100 76,077 100 100

Source: Nexus Planning
Note: Data analysed uses the current Goad category definitions



Description

Kilkenny City Centre is located within the Leinster Province in the south-east
Region of Ireland.

The River Nore divides the city, the Castle and the main shopping streets of
High Street / Parliament Street to the east bank of the River, whilst Lower and
Upper John Street lead to the MacDonagh Junction Shopping Centre and the
train station on the opposite bank.

The City Centre is medieval in character and can be dated as far back as the
5t century.

The majority of the study area falls with a Zone of Archaeological Potential,
with the exception of Upper John Street and the MacDonagh Junction
Shopping Centre. There are a number of Architectural Conservation Areas in
Kilkenny including City Centre, Kilkenny Castle, St. Canice’s, John Street, Patrick
Street, Michael Street and Wolfe Tone Street. There are also many buildings
on the Record of Protected Structures throughout the City Centre.
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Diversity of uses /
competitiveness

Our composition survey (above) finds that there are 450 units in the centre,
with a total floorspace of 76,077 sq m gross.

The composition of the centre differs in several respects to the national
averages. There was a slightly lower proportion of convenience goods retailers
(8.2% compared to 9.4%), and a lower proportion of comparison goods
retailers (30.7% compared to 37.9%). However, leisure services exceed the
national average (25.8% compared to 22.7%). This would be as expected due
to Kilkenny's status as a tourist destination and as the dominant centre in the
County. Retail services in the centre are comparable with the national average
(12.2% compared to 10.2%).

Retailer
representation
and intentions to
change
representations

Experian’s Goad Category Report identifies a list of 31 national multiples that
have been identified as major retailers. These are considered to be retailers
that are most likely to improve the consumer appeal of a centre. In Kilkenny
(including MacDonagh Junction Shopping Centre) 10 of these retailers can be
found including, Dunnes (x 2 large stores), Argos, Boots the Chemist, Carphone
Warehouse, Dealz, Eason, H&M, Next, River Island and TK Maxx.

There are a large number of independent retailers throughout Kilkenny, as well
as many other national retailers providing a wide range of comparison goods.

Shopping rents

Desktop research has found that rents vary throughout Kilkenny City Centre:

e Market Cross Shopping Centre — Average €388 per square metre
e High Street — Average €501 per square metre

Source: www.daft.ie

Proportion of
vacant street level

property

At the time of assessment, 76 vacant units were identified. In line with Experian
classifications this figure also includes those units currently under alteration.

The level of vacant units in the centre (16.9%) marginally exceeds the national
average (15.3%) and in terms of floorspace, 12.4% compared to the national
average of 12.7%

Vacant units can be found throughout the City Centre, however a large cluster
of vacant units were identified on Parliament Street (from St John's Bridge) on
towards Irishtown, located to the north of the centre. Further vacancies can be
found along John Street. One particularly interesting vacancy is the hotel by
the riverside, which was being redeveloped at the time of the survey. The
opportunity to bring this location into active use at an important gateway and
attractive location within Kilkenny is to be encouraged, primarily as a leisure
use.



http://www.daft.ie/

Accessibility

MacDonagh Station is located by MacDonagh Junction Shopping Centre to
the north east of the City Centre and is approximately a 10 minute walk to the
centre of Kilkenny. The station is on a railway route connecting Dublin to
Waterford. The station is connected to the MacDonagh Junction shopping
centre providing an important link.

Kilkenny is well connected by bus. Buses service numerous locations locally
and nationally and bus stops are located throughout the City.

Kilkenny is easily accessible by road with the N77 linking to the City to the
north, the N10 to the east and south and N76 to the south-west.

In addition to short stay on-street parking that is available in a number of
locations, car parking is available in the following car parks throughout
Kilkenny, according to Parkopedia (September 2019) information.

e (Cathedral Square — 104 spaces

e Dean Street — 28 Spaces

e Fair Green — 67 spaces

e  Friary Street — 42 spaces

e MacDonagh Junction Shopping Centre — 1100 spaces
e Market Cross Shopping Centre — 500 spaces

e Market Yard — 420 spaces

e St Canice's — 88 spaces

e Watergate — 14 spaces

o Wolfe Tone Street — 127 spaces

Opportunities for parking appear to be plentiful and the centre is easily
accessible by car.

Environmental
quality / public
realm

Overall, the built environment in Kilkenny is considered to be of a high quality,
largely due to the attractive buildings, shopfronts and urban realm throughout
the centre.

Evidence of good quality hard and soft landscaping was observed in several
locations, notably at the end of Patrick Street outside the Hibernian Hotel, on
The Parade, at the entrance of St Kieran's Street outside the Bank of Ireland
and at Canal Square.

The pavements were generally uncluttered with regards to unnecessary street
furniture and little rubbish was noted. In addition, evidence of high quality
wayfinding signage was found in several locations.

In contrast, towards the end of Parliament Street and heading onto Irishtown,
the amount of vacant shops along with some examples of modern shopfronts,
which appear out of character with the surrounding shops, have a negative
effect on the route towards St Canice’s Cathedral.

After crossing the river to John Street, the pavements become narrow,
reducing the opportunity for public realm improvements, and as such, limited
tree planting or soft landscaping was found in this part of Kilkenny.




Although clearly busy at the time of assessment, little pedestrian flow was
observed between the MacDonagh Junction Shopping Centre and the City
Centre and the large amount of available car parking below the complex itself
was being well utilised. This, along with the lack of active frontage around the
edge of the shopping centre itself, leaves a quiet, underutilised space outside.
Although public art was evident at the centre, there is an opportunity to
provide an active, vibrant space in this location.

Customer views
and behaviour

Customer views and behaviours are detailed in Chapter 4 of the main report.

Perception of
safety and
occurrence of
crime

At the time of assessment the perception of safety was high. No anti-social
behaviour was observed, and there was regular footfall throughout the centre
during the day and into the evening.

Commercial yields
on non-domestic

property

Data on commercial yields for the City Centre is not publically available at this
time.

Pedestrian flows:

Footfall counts were undertaken in several locations as part of the assessment
Between 11.30am and 12.00pm, 1,251 people were observed passing by the
mid-point on the High Street by Argos. A large amount of footfall was
witnessed going in both directions suggesting that this is a vibrant part of the
Centre.

A count was also undertaken at MacDonagh Junction between 2.00pm and
2.30pm, outside both Dunnes Department Store and Boots. Footfall was
significantly higher outside Dunnes (639 people), which is also an access point
for the car park. In comparison, 327 people were counted at the opposite end
of the shopping centre.

Pedestrian flows were witnessed to be much lower in several locations in
Kilkenny, particularly to the north of Parliament Street and along John Street.
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Please refer to Appendix D for a fully readable version of this plan.

Ireland Ireland
Callan District No. of Units Units % PR Floorspace Floorspace Average
Centre . sqm % floor space
Units % o
%
Convenience 5 6.8 94 3,014 22.8 9.9
Comparison 11 15.1 37.9 1,420 10.7 42.3
Retail Services 11 15.1 10.2 1,386 10.5 5.8
Leisure 12 16, 227 1,562 11.8 226
Services

Financial and

Business 7 9.6% 43 1,235 9.3 6.2
Services
Vacant 27 37.0 15.3 4,607 34.8 12.7
TOTAL 73 100 100 13,224 100 100

Source: Nexus Planning
Note: Data analysed uses the current Goad category definitions



Description

Callan is the largest town in County Kilkenny and is allocated as a District Town
in the Kilkenny County Development Plan 2014-2020. The town is located
16km from Kilkenny City Centre.

The centre of the town is of a cross formation where Green Street (the main
shopping street) meets West Street, Mill Street and Upper Bridge Street.

Callan is an historic town, the medieval core of which dates back to the 13"
century. The core is designated as an Architectural Conservation Area
(encompassing Mill Street, Upper Bridge Street, Lower Bridge Street, Coyne
Street Mill and Clodeen Lane). Green Street forms part of a 19" century
extension to the Centre.

The King's River flows through the northern part of the town.

Diversity of uses /
Competitiveness

Based on a visual inspection and subsequent calculation, the composition
survey found that there are currently 73 units in Callan with floorspace totalling
13,224 sqm.

The composition of the centre differs in several respects to the national
averages. There was a lower proportion of convenience goods retail units
(6.8% compared to 9.4%), however in terms of floorspace the figure alters to
22.8% compared to 9.9%, which is due to the large amount of floorspace
attributed to the SuperValu and Aldi stores compared with other units within
this centre. The Aldi store is in an edge of centre location, and has therefore
been included within the composition table above, although it should be




noted that the store is not within what has been observed as the Core Retail
Area.

A significantly lower proportion of comparison goods retailers were identified
in in Callan compared with the Irish average (15.3% compared to 37.9%),
suggesting that residents need to travel to other destinations to purchase
comparison goods. The proportion of leisure services was also identified to
be under the national average (16.4% compared to 22.6%), while retail services
were higher than average (15.1% compared to 10.2%) indicating that the
function of this centre is to support residents in this regard. The number of
vacant units was far in excess of the national average. To this end, it may be
pertinent to consider the extent of the district centre boundary of Callan, with
many of the vacancies located at Upper and Lower Bridge Street. This will be
further discussed in the main body of the report.

Retailer
representation
and intentions to
change
representations

Experian’s Goad Category Report's lists 31 national multiples that have been
identified as major retailers. These are considered to be retailers that are most
likely to improve the consumer appeal of a centre. None of these retailers are
however present in Callan.

The units within Callan are predominantly independent retailers with the
exception of the convenience stores SuperValu and Aldi, which are located
outside the core retail area of Callan.

Proportion of
vacant street level

property

The level of vacant units in the centre (37.0%) significantly exceeds the national
average (15.3%) and in terms of floorspace, 34.8% compared to the national
average of 12.7%. This is largely attributable to the number of vacancies within
Upper and Lower Bridge Street. At the time of the Planning survey, 18 of the
centre’s 27 vacant units were found within that area.

Accessibility

Callan District Centre is easily accessible by car from the N76 running from
Clonmel towards Kilkenny City Centre. Traffic enters Callan via West Street, and
at the time of the site visit at approximately 11.00am, moderate traffic was
witnessed at this crossroads.

Car parking is available at the car park to the rear of SuperValu on Green Street,
at the Church of the Assumption accessed off Chapel Lane and at the Arts
Centre accessed via Lower Bridge Street. There is also on-street parking
available along the length of the main shopping area on Green Street. All
parking is free in Callan and spaces were available at the time of the site visit.

The Ipsos MRBI shopper survey identified that the most popular location
respondents parked their cars in Callan was at the SuperValu (46%).

Callan is served by a bus service, the 717, which runs every 2 hours between
Clonmel and Dublin Airport via Kilkenny. There is a further service which runs
once daily (weekdays only) to Carrick-on-Suir. There is no train station in
Callan.




Environmental
quality and Public
realm

The environmental quality varies in Callan. The main shopping street, Green
Street, appeared to be an active, vibrant and pleasant area in Callan extending
from SuperValu to the crossroads. The retail units are colourful and the
majority units have attractive shop frontages.

Street furniture is uncluttered and the pavements were clean with no litter
visible. Tree planting was evident through this section of the centre creating a
pleasant environment. Street art was evident on a building beside Café L'Arche,
adding to the character of the area.

In other parts of Callan, notably Upper Bridge Street, the environmental quality
suffers due to the large proportion of vacant units giving a neglected feel to
this part of the centre. Pavements are narrow in this area allowing limited
opportunity for planting, street furniture and signage.

Street art has been created on the corner of Upper Bridge Street masking
vacant units.

In Green Street, good quality hard standing seating is available in several
places and a memorial to James Hoban, designer of the White House born
near Callan can be found which adds to a feeling of local character.

Customer views
and behaviour

The Ipsos MRBI Shopper Survey asked a range of questions to ascertain what
shoppers liked and disliked about Callan, and what would improve the centre
as a destination. When asked what they liked about Callan, 40% of respondents
identified that it was ‘convenient to home', 22% suggested 'nothing’, and 16%
identified that they liked good / cheap parking. These responses indicate that
the attraction of Callan to many is that it is convenient.

When asked what they disliked about Callan, the most popular responses were
‘nothing’ (55%), and 'poor range of shops’ (24%).

When asked what the main purpose of their trip to Callan was for, 50% of
respondents identified that they were visiting the Supervalu, further
consolidating this store’s role as one of the most important stores within the
centre. In addition, 12% of respondents were visiting Aldi, and 12% were
visiting the bank.

When asked what shops or services are not currently available in Callan, 47
people identified that they would like to see more clothing and shoe shops,
giving a fair indication that the current offer of clothing and shoe shops is not
satisfactory, and shoppers are having to go elsewhere.

Perception of
safety and

During the site visit, the perception of safety was high. No anti-social
behaviour was observed and pedestrians were present along Green Street.




occurrence of
crime

Commercial yields | Data on commercial yields for the centre is not publically available at this time.
on non-domestic

property

Pedestrian flows A footfall count was undertaken at the time of the site visit, between 11.00 and
11.30am, 108 people were observed passing by from our location just to the
south of SuperValu. This would be considered to be the busiest point in Callan.

Pedestrian flows were lower to the north of Callan where limited footfall was
witnessed along Mill Street, Upper Bridge Street and West Street.
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Ireland
Castlecomer iréland Floorspace Floorspace Average
o No. of Units Units % Average
District Centre . sqm % floor space
Units % %
Convenience 7 14.3 94 1,794 18.0 9.9
Comparison 7 14.3 379 2,124 213 423
Retail Services 9 184 10.2 791 7.9 5.8
Leisure 11 224 22.7 2212 222 226
Services

Financial and

Business 2 4.1 4.3 545 55 6.2
Services
Vacant 13 26.5 15.3 2,490 25.0 12.7
TOTAL 49 100 100 9,956 100 100

Source: Nexus Planning
Note: Data analysed uses the current Goad category definitions



Description

Castlecomer is located in the north of County Kilkenny and is allocated as a
District Town in the Kilkenny County Development Plan 2014-2020. The town
is located 20km north from Kilkenny City Centre.

The commercial area of Castlecomer is centred on a crossroads with The
Square (also known as the High Street), Barrack Street, Kilkenny Street and
Chatsworth Street.

Castlecomer is an historic town, the earliest record of which dates back to 1200
when a Motte and Norman Castle was built, however, the construction of the
town began much later in the mid-17" century. The centre is covered by an
Architectural Conservation Area and a large portion of the town has been
designated as a Zone of Archaeological Potential. Castlecomer also contains
many buildings on the Record of Protected Structures, examples including the
Bank of Ireland building and Avalon Inn.

The River Dinin passes the eastern edge of the centre.

"

Diversity of uses /
Competitiveness

Based on a visual inspection and subsequent calculation, the composition
survey identified that there are currently 49 units in Castlecomer with
floorspace totalling 9,956 sq m.

The composition of the centre differs in several respects to the national
averages. There were a higher proportion of convenience goods retailers
(14.3% compared to 9.4%), but a significantly lower proportion of comparison
goods retailers (14.3% compared to 37.9%), suggesting that residents are likely
to travel further afield to other destinations such as Kilkenny City Centre to
purchase comparison goods.




The amount of leisure floorspace is comparable with the national average
(22.2% compared to 22.6%) and the number of units offering retail services
was lower than the national average (7.9% compared to 10.2%).

Retailer
representation
and intentions to
change
representations

Experian’s Goad Category Report lists 31 national multiples that have been
identified as major retailers. These are considered to be retailers that are most
likely to improve the consumer appeal of a centre. None of these retailers are
however present in Castlecomer.

The units within Castlecomer are predominately independent retailers with the
exception of the convenience stores Eurospar and Londis.

Proportion of
vacant street level

property

The proportion of vacant units in the centre (35.7%) significantly exceeds the
national average (15.3%) and in terms of floorspace, 25.0% compared to the
national average of 12.7%. This is largely attributable to a number of small
vacant retail units off Kilkenny Road. At the time of our survey, 8 of the centre’s
19 vacant units were found within that area.

Accessibility

The centre is easily accessible by car from the N78 which runs through the
centre of Castlecomer along The Square and Kilkenny Street. The N78 links to
the M9 to the north and connects to the N77 close to Kilkenny City Centre to
the south. At the time of the site visit at approximately 3.00pm, moderate
traffic was witnessed at this crossroads.

Car parking is available to the side of The Square. On-street parking bays are
also evident along Kilkenny Street. A small area for parking also exists in
Market Square. Parking is free in the Centre and spaces were available at the
time of the site visit.

Castlecomer is served by a number of bus services, including the 717, which
runs every 2 hours between Clonmel and Dublin Airport via Kilkenny, the 890
between Kilkenny Castle and Castlecomer twice daily and 891 between
Castlecomer and Loughboy, also twice daily.

There is no train station in Castlecomer, although historically a passenger
service ran between Castlecomer and Kilkenny. This has, however, been closed
since 1931.

Environmental
quality and Public
realm

The environmental quality of Castlecomer, while perfectly adequate, is less
attractive than some of the other centres in Kilkenny County. The centre is
dominated by the road system and there is limited street furniture at locations
where the pavement is narrow.

The Square is a wide road allowing for parking in allocated areas and
benefitting from a number of mature trees, grass verges and planting and
contributes positively to the Centre.




The pavements along Barrack Street and Chatsworth Street are narrow and do
not offer an opportunity for public realm improvements. However, Market
Square, with the attractive former Court house building, would lend itself to
an area for landscaping and public realm improvements.

While many of the shop frontages within Castlecomer are attractive, there
exists opportunity for shop front improvements throughout the centre to
ensure consistency in local character.

Signage within the centre is evident, particularly at the crossroads, however it
lacks consistency and an effort to provide more attractive signage would
positively contribute to the area.

The area in front of the Restaurant Lady Anne, under refurbishment at the time
of the site visit, could benefit from hardstanding landscaping and improved
public realm. A lack of seating was found within Castlecomer.

Customer views
and behaviour

The Ipsos MRBI Shopper Survey asked a range of questions to identify what
shoppers liked and disliked about Castlecomer, the main drivers for bring them
to the centre, and what would improve the centre as a destination. When asked
what they liked about Castlecomer, the three most popular responses were
the 'appearance or character of the centre’ (43%), that it is ‘convenient to
home’ (38%), and the ‘cleanliness of the town centre’ (36%).

When asked what they disliked about Castlecomer, the most popular
responses other than ‘nothing’, were ‘congestion’ (21%), and ‘poor range of
shops’ (16%).

When asked what shops or services are not currently available in Castlecomer,
38 people identified that they would like to see more clothing and shoe shops,
giving a fair indication that the current offer of clothing and shoe shops is not
satisfactory, and shoppers are having to go elsewhere. The next most common
response was ‘supermarkets / grocery stores’, with 16 respondents.

Perception of
safety and
occurrence of
crime

During the site visit, the perception of safety was high. No anti-social
behaviour was observed and limited footfall was generally noted throughout
the centre.

Commercial yields
on non-domestic

property

Data on commercial yields for the centre is not publically available at this time.

Pedestrian flows

A footfall count was undertaken, and between 3.00 and 3.30pm, 108 people
were observed at our location just outside Eurospar. This would be considered




to be the busiest point in Castlecomer. Pedestrian flows witnessed were far
lower in other locations throughout the Centre.
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Ireland
. Ireland
Graiguenamanagh . Floorspace | Floorspace Average
S Units % Average
District Centre . sqm % floor space
Units % o
%
Convenience 3 6.1 94 2,324 20.1 9.9
Comparison 11 224 37.9 3,606 313 423
Retail Services 6 12.2 10.2 856 74 5.8
Leisure Services 12 24.5 22.7 1,975 17.1 22.6
Financial and
Business Services ! 20 43 181 16 62
Vacant 16 327 15.3 2,593 22.5 12.7
TOTAL 49 100 100 11,535 100 100

Source: Nexus Planning
Note: Data analysed uses the current Goad category definitions



Description

Graiguenamanagh can be found in the south east of County Kilkenny and is
allocated as a District Town in the Kilkenny County Development Plan 2014-
2020. The town is located 33km from Kilkenny City Centre.

The commercial area of Graiguenamanagh is predominately found along Main
Street.

Graiguenamanagh is an historic town, the earliest record of which dates back
to 1204 and the founding of Duiske Abbey. The Centre of the town has been
designated as a Zone of Archaeological Potential and is within an Architectural
Conservation Area. Graiguenamanagh also contains many buildings on the
Record of Protected Structures, examples including the vacant Anchor Public
House, Graiguenamanagh Bridge and Duiske Abbey.

The River Barrow passes the southern edge of the centre and is close to the
County Carlow border.

Diversity of uses /
Competitiveness

Based on a visual inspection and subsequent calculation, our composition
survey found that there are currently 49 units in Graiguenamanagh with
floorspace totalling approximately 11,535 sq m.

The composition of the centre differs in several respects to the national
averages. The survey observed a lower proportion of convenience goods
retailers in Graiguenamanagh than the Irish average (6.1% compared to 9.4%).
For the purposes of this Study the Aldi store has been included within the unit
and floorspace count, although it is noted that the store is located at an edge
of centre site, rather than within the Core Retail Area. Floorspace for
comparison goods retailers in the centre was found to be nearer the national




average than any other district centre included in this study (31.3% compared
to 42.3%), which is encouraging for a town of this size. Other services remain
largely consistent with the national average.

Retailer
representation
and intentions to
change
representations

Experian’s Goad Category Report's lists 31 national multiples that have been
identified as major retailers. These are considered to be retailers that are most
likely to improve the consumer appeal of a centre. None of these retailers are
however present in Graiguenamanagh.

The units within the centre are predominately independent retailers with the
exception of the convenience stores SuperValu and Aldi, which is located to
the north east of Graiguenamanagh’s Core Retail Area, but connected by a
pedestrian walkway.

Shopping rents

Online information regarding shops available to let in Graiguenamanagh is
currently unavailable.

Proportion of
vacant street level

property

At the time of the site visit 16 vacant units were identified and spread
throughout the centre.

The level of vacant units (32.7%) significantly exceeds the national average
(15.3%) and in terms of floorspace, 22.5% compared to the national average
of 12.7%.

Accessibility

The centre is accessible by road via R703 (Graiguenamanagh to Thomastown)
and R705 (Carlow to New Ross) which converge to the north of the town at
the top of Upper Main Street. At the time of the site visit, approximately
3.30pm, moderate traffic was witnessed along Upper Main Street.

Car parking is available in the form of on-street parking however no car parks
could be found to facilitate visits to the town.

The town is served by bus service 881 which runs twice daily between
Graiguenamanagh and Kilkenny Castle. There is no train station in
Graiguenamanagh.

Environmental
quality and Public
realm

The environmental quality is generally considered to be of a high quality
throughout Graiguenamanagh, the town appearing to be well-kept.

The pavements throughout the centre were observed to be narrow and do not
offer an opportunity for public realm improvements. However several areas,
including Market Square and outside Duiske Abbey, could offer an opportunity
for public realm improvements. Public art is evident throughout the centre
with life-size statues of Cistercian Monks found in several locations and large
murals to be found by the river.

While many of the shop frontages are attractive, vacant units within the centre
give the town a deserted feel in some places. However, some of these units




have been made to appear ‘occupied’ with the addition of images or displays
in the windows (see the photo of the Book Market above) which improves the
appearance at a glance.

Customer views
and behaviour

The Ipsos MRBI Shopper Survey asked a range of questions to identify what
shoppers liked and disliked about Graiguenamanagh, and what would improve
the centre as a destination for both local residents and those from further
afield. When asked what they liked about Graiguenamanagh, the
overwhelming response by 78% of respondents was ‘appearance or character
of the town centre’. Meanwhile, and 38% suggested that they like it as a result
of the ‘cleanliness of the town centre’, while 36% suggested they like it because
it is ‘convenient to home'.

When asked what they disliked about Graiguenamanagh, the most popular
responses other than ‘nothing’, was ‘derelict buildings / empty shops’ (12%).

When asked what shops or services are not currently available in
Graiguenamanagh, 18 people identified that they would like to see more
clothing and shoe shops, while 14 people suggested they would like to see a
cinema in town.

Perception of
safety and
occurrence of
crime

During the site visit, the perception of safety was high. No anti-social
behaviour was observed however a limited number of pedestrians were
present at this time.

Commercial yields
on non-domestic

property

Data on commercial yields for the centre is not publically available at this time.

Pedestrian flows

A footfall count was undertaken at the time of the site visit, and it was observed
that between 3.30pm and 4.00pm, 45 people walked past the footfall count
location at the top end of Upper Main Street. Pedestrian flows witnessed were
similar at the opposite end of Lower Main Street by SuperValu.
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Please refer to Appendix D for a fully readable version of this plan.

Ireland
Thomastown (el Floorspace Floorspace Average
s No. of Units Units % Average P P 9
District Centre . sqm % floor space
Units % o
%
Convenience 4 6.3 94 415 4.2 9.9
Comparison 15 234 37.9 2,289 23.5 423
Retail Services 4 6.3 10.2 899 9.2 5.8
Leisure 22 344 27 3,108 319 226
Services

Financial and

Business 2 3.1 43 322 3.3 6.2
Services
Vacant 17 26.6 15.3 2,710 27.8 12.7
TOTAL 64 100 100 9,743 100 100

Source: Nexus Planning
Note: Data analysed uses the current Goad category definitions



Description

Thomastown is located in the south of County Kilkenny and is allocated as a
District Town in the Kilkenny County Development Plan 2014-2020. The town
is located 16km from Kilkenny City Centre.

The main commercial area of Thomastown is predominately found along
Market Street, Pipe Street, Logan Street and Low Street, which is set out in a
square formation.

Thomastown is a medieval town, the earliest record of which dates back to the
13t century and the ruins of the 12t century Jerpoint Abbey can be found to
the south of the town. The town centre is identified as an Architectural
Conservation Areas and includes many buildings on the Record of Protected
Structures, examples including many of the shops within the town centre.

The River Nore passes the southern edge of the centre.

Diversity of uses /
Competitiveness

Based on a visual inspection and subsequent calculation, the composition
survey found that there were 64 units in Thomastown at the time of the site
visit with floorspace totalling 9,743sqm.

The composition of the centre differs in several respects to the national
averages. A lower than average proportion of convenience goods retailers was
observed within the centre (6.3% compared to 9.35%), however a SuperValu
and Lidl are located outside of the centre that have not been included within




the composition table (shown on the map for information purposes only).
There is also a significantly lower offer regarding comparison goods retailers
(23.4% compared to 37.9%), suggesting that residents need to travel
elsewhere for comparison goods. The proportion of leisure services units was
higher than average (34.4% compared to 22.7%) indicating that Thomastown
is fulfilling a role as a leisure destination for the local hinterland. Retail services
were lower than the national average 6.3% compared to 10.2%).

Retailer
representation
and intentions to
change
representations

Experian’s Goad Category Report lists 31 national multiples that have been
identified as major retailers. These are considered to be retailers that are most
likely to improve the consumer appeal of a centre. None of these retailers are
however found in Thomastown

The units found within the centre were generally observed to primarily be
independent retailers, with the exception of SuperValu and the Lidl store
located to the north of the centre.

Shopping rents

Desktop research has found that rents average at €20 per square metre.

Proportion of
vacant street level

property

At the time of the site visit 17 vacant units were identified and spread
throughout the centre.

The proportion of vacant units (26.6%) significantly exceeds the national
average (15.3%) and in terms of floorspace, 27.9% compared to the national
average of 12.7%. This is an indication that the centre may be struggling to
attract and retailers.

Accessibility

The Town Centre is accessible by road via the R448 (Naas to Waterford) and
R700 (Kilkenny to New Ross). Traffic travels through the town on a one-way
system, in a square formation along Market Street, Pipe Street, Logan Street
and Low Street.

Car parking is available in the form of on-street parking along Market Street.
Car parks are found at Marshes Street/Station Road and the Quay Car Park on
the north-eastern outskirts of the centre.

The town is served by Bus Eireann, a Route 4 Expressway service between
Waterford and Dublin. A service also runs twice daily between New Ross and
Kilkenny.

Thomastown does have a train station, however this is located outside the
centre and not conveniently accessible without a car. Train services run
between Waterford and Dublin.

Environmental
quality and Public
realm

The environmental quality is largely pleasant throughout Thomastown.
Overall, the town appeared to be well-kept at the time of the site visit.




The pavements throughout much of the centre were observed as narrow and
therefore offered limited opportunity for public realm improvements, with the
exception of Market Square where tree planting is evident.

No public art or soft landscaping was identified at the time of the site visit
which may contribute to improving the attractiveness of the centre.

Many of the shop frontages are attractive, traditional shop fronts, some of
which are listed on the Record of Protected Structures.

Customer views
and behaviour

The Ipsos MRBI Shopper Survey asked a range of questions to ascertain what
shoppers liked and disliked about Thomastown, and what would improve the
centre as a destination. When asked what they liked about Thomastown, 43%
of respondents identified that it was ‘convenient to home’, and 12% suggested
that they like it because it is a 'habit / always used it / familiar'. These responses
indicate that the attraction of Thomastown is that it is convenient to drop into.

When asked what they disliked about Thomastown, the most popular
response other than ‘nothing’, was ‘lack of cleanliness of the town’ (12%).

When asked what shops or services are not currently available in Thomastown,
33 people identified that they would like to see more clothing and shoe shops,
giving a fair indication that the current offer of clothing and shoe shops is not
satisfactory, and shoppers are having to go elsewhere.

Perception of
safety and
occurrence of
crime

During the site visit, the perception of safety was high. No anti-social
behaviour was observed and pedestrians were witnessed throughout the
centre.

Commercial yields
on non-domestic

property

Data on commercial yields for the centre is not publically available at this time.

Pedestrian flows

A footfall count was undertaken at the time of the site visit, between 1.00pm
and 1.30pm, 90 people were observed at the survey location on Market Street,
the busiest road within the centre.
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Ireland
(eland Floorspace Floorspace Average
Ferrybank No. of Units Units % Average P o P 9
. sqm % floor space
Units % o
%
Convenience 6 214 94 2,374 9.6 9.9
Comparison 5 17.9 37.9 1,520 6.2 42.3
Retail Services 6 214 10.2 624 2.5 5.8
Leisure 4 143 227 526 2.1 226
Services

Financial and

Business 2 7.1 43 74 0.3 6.2
Services
Vacant 5 17.9 15.3 19,527 79.2 12.7
TOTAL 28 100 100 24,645 100 100

Source: Nexus Planning
Note: Data analysed uses the current Goad category definitions



Description

Ferrybank is located at the southernmost point of Kilkenny County on the
border with Waterford. While the local shops that service residents of
Ferrybank are actually located across the border in Waterford County, a health
check has still been conducted that has taken into account the vacant
shopping centres as well as the active shops along Belmont Road and Fountain
Street.

Ferrybank is primarily a residential area, with the main series of shops being
located along Fountain Street. Ferrybank Shopping Centre was built more than
ten years ago but has never been actively used as a shopping centre. The
shopping centre remains vacant.

The River Suir runs along the southern edge of the area.

Diversity of uses /
Competitiveness

Based on visual inspection and subsequent calculation, the composition survey
has identified that at the time of the survey there were 28 units in Ferrybank
with floorspace totalling 24,645 sq m. For the purposes of this assessment the
vacant shopping centres have been included as one unit each.

The composition of the centre differs in several respects to Irish averages. The
floorspace figures are skewed by the large vacant floorplates of the each of
the shopping centres in Ferrybank that remain vacant. Even disregarding the
vacant floorspace, there was also a lower proportion of comparison goods
floorspace (26.6% compared to 42.3%), suggesting that residents are likely to
travel to nearby Waterford to purchase comparison goods.




A high proportion of retail services units were also identified (24.5% of units)
compared to the Irish average of 10.2% which indicates that the role of the
centre is geared towards retail services and convenience, rather than
comparison goods and leisure.

Retailer
representation
and intentions to
change
representations

Experian’s Goad Category Report's lists 31 national multiples that have been
identified as major retailers. These are considered to be retailers that are most
likely to improve the consumer appeal of a centre, these retailers are not found
in Ferrybank.

The units within the centre are predominately independent retailers with the
exception of the convenience store Aldi.

Shopping rents

Online information regarding shops available to let in Ferrybank is currently
unavailable.

Proportion of
vacant street level

property

At the time of the site visit 5 vacant units were identified and spread
throughout the centre. This figure includes the Ferrybank Centre and Ross
Abbey Town Centre Shopping Complex which has remained unoccupied since
it was built in 2008. (For the purpose of this study, these have both been
counted as one unit)

The level of vacant units (11.5%) is lower than the national average (15.3%)
and in terms of floorspace, 10.4% compared to the national average of 12.7%.

Accessibility

The centre is easily accessible by car from the R711 which connects the N29
which runs through from the Port of Waterford until it joins the N25.

Car parking is available outside the Spar, although it was observed that this
car park was in fairly poor condition. On-street parking bays are also evident
outside the retail units.

Ferrybank is connected to Waterford by the 617 bus service which runs on an
hourly basis throughout the day. There is no train station in Ferrybank.

Environmental
quality and Public
realm

On inspection it was found that the environmental quality of Ferrybank was, in
comparison with other centres, somewhat poorer.. The main parade of shops,
located on a major road offered little in the way of landscaping or inviting
public realm. Poor quality pavements were also found in this centre, however
the streets were free from litter.

An eye-catching piece of street art was observed on the side of a derelict
building in the car park outside Spar. The car park itself is poorly surfaced and
in need of improvement.

Several attractive examples of shopfronts, including Shades (a hairdresser) and
The Jolly Barber, were observed and should be encouraged in this location.




Customer views
and behaviour

The Ipsos MRBI Shopper Survey asked a range of questions linked to what
shoppers liked about Ferrybank, and what would improve the centre as a
destination. When asked what they liked about Ferrybank, 46% of respondents
identified ‘appearance or character of the centre’, while 18% identified that it
was ‘convenient to home'.

When asked what the main shop or service they were visiting was, 20% of
respondents identified the SPAR, while 21% identified that they were visiting
the Aldi.

When asked what shops or services are not currently available in Ferrybank, a
series of responses were received identifying a range of shops and services.
The items that more than 30% of the respondents from Ferrybank identified
included clothing and shoe shops, furniture and household goods, cinema,
electronics store, theatre, DIY store, and a gym/leisure centre.

Perception of
safety and
occurrence of
crime

During the site visit, the perception of safety was high. No anti-social
behaviour was observed.

Commercial yields
on non-domestic

property

Data on commercial yields for the centre is not publically available at this time.

Pedestrian flows

A footfall count was undertaken at the time of the site visit, between 2.30pm
and 3.00pm, 117 people were observed at the footfall count location just
outside Spar. This would be considered to be the busiest point in Ferrybank.
Pedestrian flows witnessed elsewhere in the centre were far lower.







E Nexus Planning Kilkenny Town Research Questionnaire

Ipsos MRBI (FINAL)

Ass. No. Q’aire No. Ipsos MRBI/19-022764

INTRODUCTION

Hello, I'm from Ipsos MRBI. We are carrying out a very quick survey on people’s shopping habits in this
area as part of the review of the Kilkenny Retail Strategy. | would be grateful if you could spend about 6-7 minutes of
your time to answer a few short questions.

SCRIPTER: SINGLE CODE, CLOSE IF CODE 2 NO SELECTED

FILTER: ASK ALL
INTERVIEWER:
QA Initially, can | ask if you’ve already been interviewed today?
Y S s 1 CLOSE
N O e e e e e e e aaes 2 CONTINUE

SCRIPTER: NOTE: CODES 1-5 TO BE AUTOCODED AS ‘KILKENNY CITY’
FILTER: ASK ALL
INTERVIEWER: DO NOT ASK RESPONDENT, CODE FROM LOCATION

Q.B INTERVIEW LOCATION

[ TTd o T 4 Y= SRR USURPROY 1
Dunnes on SEKIeran St.....coo i 2
AIB oppostie the Left BankK. ......ccccveivieeeeiciie e 3
Market Cross Shopping CENTIe .......vvveeeiiie e 4
McDonagh Junction shopping CeNntre ........ccccceeecveeevcieeeccveee e 5
FEIrYDaNK ...t e e e e e e e e e 6
(671 1 D PRSPPI 7
TROMASTOWN ....eiiiiiiee ettt e e e s sbee e e s aba e e sanes 8
GraiguenNamanagh .......oee e 9
(6 15 4 [=Tolo T =T OO PO PPORUPRPPRRRPR 10

SCRIPTER: MULTICODE
FILTER: ASK ALL
INTERVIEWER: MULTIPLE OPTIONS CAN BE SELECTED

Q.1 Do you live, work or shop regularly in <insert option from Q.B> or are you on holiday here?
LIVE NI et 1
WOIK NEIE ..ttt 2
Shop regularly .....ccueueeei e 3
(0] W oY1 [ Tc F- VAU 4
Shop 0CCasioNaAllY .....eeeeieiieeiiieeee e e 5
College/SCROO......eeeuee ettt e 6

SCRIPTER: SINGLE CODE

FILTER: ASK ALL

INTERVIEWER:

Q.2 What town/area do you live in/near?
KilKENNY TOWN ..eeiiiiiiee e e 1
CallaN e e s s 2
(67 15 4 (=T oo T T=T U UPUPOTOPRUPPPR 3
Graiguenamanagh .....cccceevcveee e 4
THOMASTOWN ..ceiuiieitiiiiee ettt s 5

19-022764-Nexus Planning Kilkenny Town Research Q'aire FINAL.docx



Ipsos MRBI
FErrybank .......ueeeeei i e 6
INEW ROSS ittt e e e e aaaie e e e eaee 7
(071 1o 1 Y PRSPRS 8
LTV 3 o« RS 9
Waterford........ivieiie e 10
Other (specify ) I 11

SCRIPTER: SINGLE CODE
FILTER: ASK ALL
INTERVIEWER: SHOW SCREEN

Q.3 Which of the following best describes the place you travelled from today?
WHEIE | TIVE weeineiiiiieeeeee ettt 1
WHheEre T WOrK....oooiiiiiiieieeeeec et 2
Where | SOCIAlISE ...uvviiviiiiiiiieeeiec et 3
Where | visit for business purposes .......cccccceeccvvveeeeeeeesccnnnes 4
HOtel/B & B/HOSEE . uuvvieeiiiiiieeieeee ettt e seanees 5
Other (specify ) I 6

SCRIPTER: SINGLE CODE
FILTER: ASK ALL

INTERVIEWER:

Q4 What was your main method of travel to <insert option from Q.B> today?
Al e e e e e e e 1
ALK ettt s st 2
BUS et 3
BiCYClE e 4
MOTOIDIKE. ..eeiiiiie e 5
TN ettt e e e e e e e e e 6
(60T 1ol o PR UPPPPOPPPRIN 7
VAN e e 8
Other (specify ) IS 9

SCRIPTER: SINGLE CODE
FILTER: ASK CODE 1,5,8 at Q.4
INTERVIEWER:

Q.5 Where did you park today?

ON SErEET..ceii e 1
Ormonde Street Multi-StOrey ......ccccceeeeciieeecciee e 2
Dunnes STores Car Park .......occceeeeeveeeeeciee e e seeeeeeeeee e 3
Macdonagh Junction car park ......ccccoeeeeiiiiiiiiiicee e, 4
Market Cross car Park .......occcoeveeeeeeiiciiiiieee e s 5
Parnell Street car Park........ccccvuveeeeeeeiciiiiieee s 6
Fair Green €car Park.......cccoocciieeee et 7
Other (specify ) e 8

SCRIPTER: SINGLE CODE. FLIP SCALE ON EVERY 2"° INTERVIEW
FILTER: ASK ALL

INTERVIEWER:
Q.6 To what extent, if at all, does the availability of parking influence your decision to shop in <insert option from Q.B>?
TO @ 1arge eXteNnt . iii et s 1
TO SOME eXEENT .o b
NoO opinion either Way.......ccccccveeeviiee e 3
NOt that MUCH ....ooiiiiiie e 4
NOt At All..eeeiieiiie e 5

19-022764-Nexus Planning Kilkenny Town Research Q'aire FINAL.docx 2



Ipsos MRBI

SCRIPTER: SINGLE CODE
FILTER: ASK ALL
INTERVIEWER:

Q.7 Generally speaking, how far are you willing to walk from where you park, to the shops or services you intend to visit in
<insert option from Q.B>?

(0T I 4 T U 1
2-4 MINUEES wovvviiiiiiiiiieiiieieie et rereeererenee 2
5-7 MINUEES wevvviiiiiiieiieieieiee et rerenene 3
8-10 MINUEES .evvvviiiiiiiiiiieitieieieteieterrrereree e 4
11-15 MINUEES cooeeeeieeeee 5
16+ MINUEES...cciiiiiiiiie e, 6
Other (specify ) IS 7
| never drive/require Parking .......ccccceeevveeeeeevveeereeesreeeeeeennes 8

SCRIPTER: SINGLE CODE

FILTER: ASK ALL

INTERVIEWER:

Q.8 How often do you come to <insert option from Q.B> nowadays, whether to shop or just to look around?
More than 3 times a Week .......ccueeeeiieiiiiiiiieeeeeecceeeee e, 1
2-3 1iMES @ WEEK ..eeeeeviieeciiee ettt eetee e e e e e et e e 2
ONCE @ WEEBK ..eieeieiecteee ettt ettt e e e e ere e e 3
2-3timesamonth .......ccoooiiiiccee e 4
ONCE AMONTN...euiiiiiii e 5
Once every 2 months .....cceeeeiiiiiciiiiieec e 6
[T o) i = o TP U UUUPNE 7
Firsttime .o 8
WOTK NEIE...cei ettt ettt e e 9

SCRIPTER: SINGLE CODE

FILTER: ASK ALL

INTERVIEWER: IF RESPONDENT IS UNSURE PROBE FOR AN ESTIMATE IF POSSIBLE.

Q.9 How long will you spend in <insert option from Q.B> today?
Less than half an hour ........coociii i 1
Between half an hourand 1 hour .......ccccoecveeiiiieeecciee e, 2
7Y o To Y01l N o T YU | R 3
Between 1 and 2 hOurs ......cccveveiivieecciee e, 4
OVver 2, UP tO 3 NOUIS ...ttt 5
OVEr 3UP tO 4 NOUIS ..ottt 6
Over 4, Up to 6 NOUIS.......uviieeee et 7
More than 6 hOUIS........coiiiiieciiieee et 8
DONE KNOW ...ttt e e 9
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Ipsos MRBI

SCRIPTER: SINGLE CODE
FILTER: ASK ALL
INTERVIEWER: SHOW SCREEN

Q.10  What was your main reason for visiting <insert option from Q.B> today? SINGLE CODE

SCRIPTER: MULTICODE. REMOVE OPTION SELECTED AT Q.10
FILTER: ASK ALL EXCEPT CODE 21 NOTHING AT Q.10
INTERVIEWER: SHOW SCREEN

Q.11  What other reasons did you have for visiting <insert option from Q.B> today? Any others?

Q.10 Q.11
Main Reason Other Reasons

Main weekly grocery shopping......ccceccveeeeeciieeecciee e 1 1
Other grocery SNOPPING......ceeicveieieiieeeccieeeeceeeeete e ecere e s e e e seaaeeeeans 2 2
Clothes/Footwear

B LY7o 2 =Y o 3 3
101 o PSSP UPPPTPPPRN 4 4
B 011 (o 1 =Y o VAU UUU 5 5
AACCESSONIES it nann 6 6
Furnishing/Household .............cccveiiiiieeieeiie e 7 7
[ =T 0 g Tor=T I ={o Yo Lo Ly 8 8
(2 o1 AL =1 0 L 9 9
[ YL o TT- [ 4 2SR 10 10
B o1 L= A 1=Ky Lol a =10 1 1] SRR 11 11
(010 L D I - o oSSR 12 12
Bank/fiNanCial SEIVICES .....coovveeeeeiiieeeieeeeeeeee ettt e e e serar e e e e e sseanes 13 13
(0] a1 o 1U 11 =TSSR 14 14
Eating/meal out/sSNack ........ccueeveieiiiieiiiccie e 15 15
Drinking/Visiting @ PUD ......eeoeuiieieeciiecee et 16 16
BrOWSE ..ttt e e e e e e e e 17 17
TOUFIST/DAY THP eeeireeeteeeiteeereeceteeereeeeteeereeereeereeereeeareeereeeareesnreesarens 18 18
Meet friends/family........coveeeieecieecie et et 19 19
WWOTK ettt e et e e e e e et r e e e e e e e e anta e e e e e e e e anraeaes 20 20
NOthing in PArtiCUIAr .....ceei e e 21 21
Other (specify e 22 22

SCRIPTER: SHOW ANSWER LIST BELOW FOR EACH, REMOVE OPTION SELECTED AT Q12A IN ANSWER LIST AT Q.12B.
SINGLE CODE FOR EACH.

FILTER: ASK ALL

INTERVIEWER: DO NOT PROMPT

Q.12 In your opinion, what are the two main attractions, if any, of <insert option from Q.B> ?

Q.12a Q.12b
CloSE 10 hOME....uiiiiiiiii e 1 1
(01 Lo Y= o 1Yo o P 2 2
(01 Lo Y= o 1 g T} {1 F PR 3 3
Easy to get to by DUS.....cuvveeiiiiiecec e 4 4
Easy to et tO DY Car ..viieieee e 5 5
Easy to get to by train.......cccecveeeeeiiei e 6 6
Good and extensive parking provision ..........ccccceeevveeeeeiveeeennen. 7 7
Free Parking .......ceeeeeveeieciee e et eetee e e e tee e e ere e e e e e e sareee e 8 8
Good choice of clothing & footwear shops .......cccccceeeevveeenneen. 9 9
Good choice of quality/designer shops......c.ccccceeeeveercreerireennneen. 10 10
Good choice of cheap/discount shops .......ccccccveveveeriveeecreennnnn. 11 11
Good choice of variety StOres.....ccccccuveeecieeeeiieveeecireeeeceree e 12 12
Good choices of places to eat & drink..........ccceeeecvieeeciveeenneen. 13 13
Pedestrianised Streets ......ccoocveeeieciieiiriieee st 14 14
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Ipsos MRBI
Safe environmMent/No CrME.....cueiiiieeieeeeie e 15 15
Covered shopping Malls..........coooiciiiiiiiiiicceee e, 16 16
Attractive shopping environment........cccccceecciiiieeeeeecciiieeeee e, 17 17
Good facilities for children ........cccoocveeeviciiiiiiiiiiecec e, 18 18
Good facilities for people with disabilities ..........cccccccvueeeeeennn. 19 19
A particular store (Record Name ) I 20 20
No particular reason/don’t KNOW .........cccccveeevveeniveesieeniieenieenns 21 21
Other (specify ) I 22 22

SHOW ANSWER LIST BELOW FOR EACH, REMOVE OPTION SELECTED AT Q.13A IN ANSWER LIST AT Q.13B.
SINGLE CODE FOR EACH.

ASK ALL

INTERVIEWER: DO NOT PROMPT. PROBE FOR AS MUCH DETAIL AS POSSIBLE. USE OTHER SPECIFY BOX.

Q.13 In your opinion, what improvements, to <insert option from Q.B>, if any, would encourage you to visit or shop
more often than you currently do?
IF NOTHING/DON’T KNOW GIVEN AS ANSWER, SAY:
“ANYTHING AT ALL THAT YOU CAN THINK WOULD BE AN IMPROVEMENT?”

Q13a Q13b
CloSE 10 hOME....uiiiiiiiii e 1 1
Better/more frequent bus SErViCe......ccovevveeeeeenveeeieeeeeeeeeens 1 1
Better/more frequent train SErviCe .......ccoovvveeerevveeeeeeiveeeneeenns 2 2
IMProve access DY Car.......oiiiviiiiiiiee e 3 3
More parking ProvisSion ........ccccceeeeeeieeiciiiieee e e 4 4
Cheaper/free Parking ......cooveecveeeiveeeereeeree et eree s 5 5
IMOTE SNOPS ..ttt e e e e 6 6
More designer shops/boutiques .........ccccecveeeeieiieeciieenieecieeas 7 7
More/larger covered shopping malls .........cccoveevveevieenieeneeens 8 8
Fewer empty SHOPS ....coccveeeiiieeeceee et 9 9
Improvements to shopping environment /urban design .......... 10 10
More Pedestrianised Streets ........cccvvvvevieereeeniienieenieeneennns 11 11
Improved safety/security during day/night........ccccccovevvveenenns 12 12
MOIE CAfES ..uviiiiiicie ettt 13 13
More bars and/or restaurants......cccceevveeevverieeeeeiieiiereeeeeesessinnes 14 14
More facilities for children ..........ccoccevevciinieeiciiniiccieeees 15 15
MOIE CrECHES ...ttt 16 16
More facilities for people with disabilities ..........cccccceeeerreennnis 17 17
MOTE LOIEBES it 18 18
More seating areas/benches.........cooeeeeeeeeeceieciecceece e 19 19
More cash MaChinNgS.........cuiviiieiiiiiii ittt 20 20
More PromotioNS/E@VENTS .......eeceueeeiueeeereeeiteeeetee e eeeeeereeeeaee e 21 21
More gyms/health club ........ccooevviiiieeiceeceeece e, 22 22
Nothing/don t KNOW  .eoeeieecieectee ettt 23 23
Other (specify )t 24 24
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Ipsos MRBI

SCRIPTER: MULTICODE.
FILTER: ASK ALL
INTERVIEWER: DO NOT PROMPT. PROBE FULLY.

Q.14 What do you currently like about <insert option from Q.B>, if anything? What else?

Appearance or character of the town centre.......cccccoeeeeivieeeeeeeccnnnenen. 1
Cleanliness of the towNn CeNtre.......ccvvvvviiii e 2
Convenient t0 hOME....ccoiiiiiiiie e 3
CoONVENIENT £0 WOIK ..eiiiiiiiiiiiieeiee ettt s 4
Affordability/g00d PriCes .......ccveeviieiieeceece e 5
G0o0od deals/PromotioNs .......ccceeeceeeciie ettt ree s 6
G0o0od / cheap Parking......ccceeieieiie et 7
Habit / always used it / familiar ......c..ccoeeeveeeeeeciecceecce e 8
It is easy to walk / cycle around .........ccceeeveeeeeeciecceeceee et 9
Itiseasy to get tO by DUS....ccooiiiiiieec e 10
Itis easy to get to by train....ccceeeiiiee i 12
Quality of shops or Markets ......coccevvveerieeniiinie e 12
Range of Shops 0r Markets.......ccccuveeeecieee i 13
Range or quality of leisure facilities (e.g. cinema, theatre etc.)........... 14
Range or quality of places to eat 15
Range or quality of pubs or bars 16
Range or quality of services (e.g. banks, hairdressers etc.) ................. 17
Visitor accommodation or facilities..........ccccevveieiiiiiieiiniiicciec e, 18
Safety of the tOWN CENTIe......coociiee e 19
Parks O OPEN SPACES......uuvieiciieeeiiieeeereeesree e e staeeesraee e snreeeearaeeennes 20
Other (Please Write In ) I 21
NOTHING ...ttt s 22
DON"t KNOW ittt e e st e s s 23

SCRIPTER: MULTICODE.
FILTER: ASK ALL
INTERVIEWER: DO NOT PROMPT. PROBE FULLY.

Q.15 What do you currently dislike about <insert option from Q.B>, if anything? What else?

Appearance or character of the town centre.......cccccoeeevivieeeeeeeccnnnenn. 1
Lack of cleanliness of the town centre........cccceveiiiinciiiiieee e, 2
Difficult / eXpensive Parking.......ccccecveeeveeeiveecieeeeeeeeeeeseeceeeeereeeevee e 3
(O] g¥<{<Ty A o] [P P PP P PP PPPPPPPPPPPPPPRE 4
TOO EXPENSIBVE ..t iiiiiiiiiiie e 5
NO deals/No ProMOLIONS .....cccveeeveeeiieire e ecte et et 6
Itis hard to walk / cycle around .........ccceeeveevieecieecee e 7
Poor quality Of SHOPS.....ceiiiiiiiiiieiee e 8
POOr range Of SNOPS ..uuvviiiieiieicieeeee e e 9
Poor range of leisure facilities (e.g. cinema, theatre etc.) ................... 10
Poor range or quality places to eat .......ccocueeeeiiiiiiiiiieee e, 11
Poor range or quality of pubs or bars.........cccceeeiieiccie e, 12
Poor range or quality of services (e.g. banks, hairdressers etc.).......... 13
It is difficult to get to by bUS.....cooviviiecee e, 14
It is difficult to get to by train.......cccvvvviiiiii 15
Lack of safety of the town centre......ccceeevvieiiniiiiinc e, 16
Lack of parks Or OPeN SPACES.....ccccvieiiriiiieiiieeeriiee e 17
Lack of visitor accommodation or facilities..........cccoevveeiiiieeeincieeeenee, 18
Other (Please Write In ) TR 19
[N\ To oY1 o= SRR 20
DON"T KNOW .ttt ettt et s saaesba e s saeesars 21
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Ipsos MRBI

SCRIPTER: SINGLE CODE
FILTER: ASK ALL IN KILKENNY (CODES 1-5 FROM Q.B)
INTERVIEWER: DO NOT PROMPT. RECORD FIRST MENTION ONLY, PLEASE RECORD AS MUCH DETAIL AS POSSIBLE.

Q.16  Which street/Shopping Area/area of Kilkenny town have you visited, or do you intend to visit on your trip
today? (This includes retail parks on the outskirts of the city)

High Street/Main STreet .......ccvvecveeeeeeceeeeee et 1
MacDonagh Junction Shopping Centre ........cccoccvveeeecveeennnenn. 2
Market Cross Shopping Centre.......cccocveveeceeeeciieeeecree e, 3
Newpark Shopping CENtre ......cccccveeeevieeecceee e, 4
St KIeran’s Street ...ouii e e 5
Other (specify ) I 6
DON"t KNOW/FefUSed .......vviiieeeieiieeeeeeee e 7

SCRIPTER: MULTICODE. EXCLUDE ANSWER GIVEN AT Q.16
FILTER: ASK ALL IN KILKENNY (CODES 1-5 FROM Q.B) EXCLUDING DON’T KNOW/REFUSED AT Q,16
INTERVIEWER: DO NOT PROMPT. RECORD ALL OTHER RESPONSES NOT MENTIONED AT PREVIOUS QUESTION

Q.17  Which other streets/Shopping Areas/areas of Kilkenny town have you visited, or do you intend to visit on your
trip today? (This includes retail parks on the outskirts of the city) . Any others?

High Street/Main STreet .......ccvvecveeeeeeiieceee et 1
MacDonagh Junction Shopping Centre ........cccccovvveeeeeeecccnnnees 2
Market Cross Shopping Centre.......cccoccveeevccieeeeviieeeeree e, 3
Newpark Shopping CeNtre ......cccccoveeeecieeecceee e, 4
St Kieran’ Street. ...t 5
Other (specify ) I 6
DOoN’t KNOW/FefuSed .......veviieeeieiieeie et 7

SCRIPTER: OPEN END

FILTER: ASK ALL

INTERVIEWER: DO NOT PROMPT. RECORD FIRST MENTION, PLEASE RECORD AS MUCH DETAIL AS POSSIBLE. IF MORE
THAN ONE BRANCH IN THE CITY E.G. DUNNES STORES, WRITE IN LOCATION.

Q.18 What is the main shop and/or service, if any, you have visited, or intend to visit on your trip today?

1%t Shop/Service

DON't KNOW/TefUSEd ...evvvvieiiiiiiieeeieee ettt e 98

SCRIPTER: OPEN END

FILTER: ASK ALL EXCLUDING A)DON’T KNOW AT Q18

INTERVIEWER: RECORD SECOND MENTION, PLEASE RECORD AS MUCH DETAIL AS POSSIBLE. IF MORE THAN ONE
BRANCH IN THE CITY E.G. DUNNES STORES, WRITE IN LOCATION.

Q.19 Is there a second shop and/or service you have visited, or intend to visit on your trip today?

2" Shop/Service
DON’t KNOW/FEfUSEA ..o 98
NoO further shops ... e 99
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SCRIPTER: OPEN END

FILTER: ASK ALL EXCLUDING DON’T KNOW/REFUSED OR NO FURTHER SHOPS AT Q.19

INTERVIEWER: RECORD SECOND MENTION, PLEASE RECORD AS MUCH DETAIL AS POSSIBLE. IF MORE THAN ONE
BRANCH IN THE CITY E.G. DUNNES STORES, WRITE IN LOCATION.

Q.20 Lastly is there a third shop and/or service you have visited, or intend to visit on your trip today?

3" Shop/Service

DON't KNOW/TefUSEd ...evvevieiiiiiiiieeieee et ee e 98
NO further Shops ....ccueeeeeciiiecce e 99

SCRIPTER: OPEN END
FILTER: ASK ALL
INTERVIEWER

Q.21 Which shops/services, if any, are not currently available/open in <insert option from Q.B> that you travel to
another location to visit?

Supermarket/grocery StOres ........oceuvevieevreecreeeesreeseesveesve e 1
(05 1T UU ST 2
ReStaurants .....ccccceeeiiiii, 3
BarS/PUDS ..ccuveieiee ettt ettt et et 4
Clothing and shoe ShoPS ......ccceciiiivciiee e, 5
DIY StOI@S.ciiiiiiiiiiiiii e 6
ElECEIONICS 1ovieiiiee ettt e 7
Furniture and household goods .........cccccceeuveeivciieeecciee e, 8
Hairdresser/Darber. ... oeveeiieeeeeeeee e 9
(@] 0 =T o - 15N 10
TEALIE .. e e e 11
GYM/IQISUIE CENTIE.....ieitveeiieeeiee ettt etee et ertre e e e saee s 12
PrOMOtIONS/EVENTS....uviiiieeiiecieieeee e eeereeee e e s e e e e e s esnanees 13
A particular store (record name ) R 14
Other (please specify ) PSS 15
DoN’t KNOW/TefUSEd ......ccovviieeeieciiiccieecetee et 98
NO SHOP/SEIVICE. ...ceeeuieieieriecie ettt 99

SCRIPTER: SHOW BOX FOR EACH ANSWER, ALLOW NUMERIC VALUE 0 — 5000. WHOLE NUMBERS ONLY.
FILTER: ASK ALL
INTERVIEWER: RECORD TO THE NEAREST EURO. ENTER 0 IF NO MONEY SPENT.

Q.22 How much, if anything, did you spend, or do you intend to spend in <insert option from Q.B> on each of the
following today ...?

Clothes/household Other including eating
Groceries items/furniture out/ hairdresser etc.

€

ALLOW A DON’T KNOW OPTION FOR EACH, IF DON’T KNOW SELECTED SHOW ANSWER LIST BELOW:

INTERVIEWER: WOULD YOU BE ABLE TO ESTIMATE HOW MUCH YOU SPENT/INTEND TO SPEND USING THE
FOLLOWING SCALE?

Clothes/household Other including eating
Groceries items/furniture out/ hairdresser etc.

Less than €20................
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€20-€49.....ceeieveeivinnns
€50t0€99.....ccevvvvvrnnnnnn.
€100 to €199.........uuue....
€200 to €499..........u......
€500 to €999.........uuuen...
€1,000 or more.............
Nothing.......cccceveecveeenns
Refused/Don’t know.....

SCRIPTER: SINGLE CODE.
FILTER: ASK ALL
INTERVIEWER: DO NOT PROMPT.

Q.23  Thinking about a different topic. Online shopping includes purchasing goods or services on either laptop/PC or
Smartphone. How often, if at all, would shop online?

[ 1Y S SSRSRN 1
WEEKIY ... 2
IMONTNIY (e e e e e 3
[T o] (<] o U UUPN 4
N L2V PP PPPPN 5

CLASSIFICATION DETAILS:

Lastly just two questions to ensure we interview a broad cross section of the general public in this area.

Q.24 RECORD GENDER

Q.25 RECORD AGE

LESS than 20....ueieeei et e e e e e 1
20739 Lt e e e e e e e e e e e e et e a e e e e e e e arraaaaaaaan 2
A0-59 ..ot e e e e e —— e e e e e e e n et taaeeaaeeeenraaaees 3
(S0 0] gl o V=T OO PP P PP POPPPPPRPPPRPPPOOS 4
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.A Initially can | ask if you've already been interviewed today
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
No 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
52% 14% 9% 9% 6% 15% 10% 10% 9% 10% 10% 49% 51% 1% 28% 27% 33%

95 percent as lower case or *, 99 percent as UPPER CASE or **

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.B Interview Location
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Kilkenny Tt 300 300 80 52 51 33 84 0 0 0 0 0 150 150 49 97 73 81
52% 100% 100% 100% 100% 100% 100% 0% 0% 0% 0% 0% 53% 51% 75% 59% 46% 42%
100% 27% 17% 17% 1% 28% 0% 0% 0% 0% 0% 50% 50% 16% 32% 24% 27%
High Stree 80 80 80 0 0 0 0 0 0 0 0 0 49 31 13 32 18 17
14% 27% 100% 0% 0% 0% 0% 0% 0% 0% 0% 0% 17% 10% 20% 20% 1% 9%
100% 100% 0% 0% 0% 0% 0% 0% 0% 0% 0% 61% 39% 16% 40% 23% 21%
Dunnes on 52 52 0 52 0 0 0 0 0 0 0 0 17 35 5 8 17 22
9% 17% 0% 100% 0% 0% 0% 0% 0% 0% 0% 0% 6% 12% 8% 5% 11% 12%
100% 0% 100% 0% 0% 0% 0% 0% 0% 0% 0% 33% 67% 10% 15% 33% 42%
AlB opposi 51 51 0 0 51 0 0 0 0 0 0 0 31 20 18 9 13 11
9% 17% 0% 0% 100% 0% 0% 0% 0% 0% 0% 0% 1% 7% 28% 5% 8% 6%
100% 0% 0% 100% 0% 0% 0% 0% 0% 0% 0% 61% 39% 35% 18% 25% 22%
Market Crc 33 33 0 0 0 33 0 0 0 0 0 0 17 16 3 18 5 7
6% 11% 0% 0% 0% 100% 0% 0% 0% 0% 0% 0% 6% 5% 5% 11% 3% 4%
100% 0% 0% 0% 100% 0% 0% 0% 0% 0% 0% 52% 48% 9% 55% 15% 21%
McDonagh 84 84 0 0 0 0 84 0 0 0 0 0 36 48 10 30 20 24
15% 28% 0% 0% 0% 0% 100% 0% 0% 0% 0% 0% 13% 16% 15% 18% 13% 13%
100% 0% 0% 0% 0% 100% 0% 0% 0% 0% 0% 43% 57% 12% 36% 24% 29%
Ferrybank 56 0 0 0 0 0 0 56 0 0 0 0 32 24 4 17 19 16
10% 0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 0% 11% 8% 6% 10% 12% 8%
0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 0% 57% 43% 7% 30% 34% 29%
Callan 58 0 0 0 0 0 0 0 58 0 0 0 25 33 2 11 20 25
10% 0% 0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 9% 1% 3% 7% 13% 13%
0% 0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 43% 57% 3% 19% 34% 43%
Thomastov 50 0 0 0 0 0 0 0 0 50 0 0 22 28 4 11 13 22
9% 0% 0% 0% 0% 0% 0% 0% 0% 100% 0% 0% 8% 9% 6% 7% 8% 12%
0% 0% 0% 0% 0% 0% 0% 0% 100% 0% 0% 44% 56% 8% 22% 26% 44%
Graiguena 55 0 0 0 0 0 0 0 0 0 55 0 24 31 2 12 16 25
10% 0% 0% 0% 0% 0% 0% 0% 0% 0% 100% 0% 9% 10% 3% 7% 10% 13%

0% 0% 0% 0% 0% 0% 0% 0% 0% 100% 0% 44% 56% 4% 22% 29% 45%

wok wok wok wok wok wok wok wok Hok wk wk



Castlecom 58 0 0 0 0 0 0 0 0 0 0 58 28 30 4 16 16 22
10% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 100% 10% 10% 6% 10% 10% 12%
0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 100% 48% 52% 7% 28% 28% 38%

ok ok ok ok ok ok ok ok ok ok

95 percent as lower case or *, 99 percent as UPPER CASE or **

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.1 Do you live, work or shop regularly in option from Q.B or are you on holiday here?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Live here 339 179 46 30 34 17 52 36 34 23 35 32 172 167 48 89 99 103
59% 60% 58% 58% 67% 52% 62% 64% 59% 46% 64% 55% 61% 56% 74% 54% 63% 54%
53% 14% 9% 10% 5% 15% 1% 10% 7% 10% 9% 51% 49% 14% 26% 29% 30%
Shop regul 181 94 29 29 14 6 16 16 13 12 20 26 86 95 10 42 55 74
31% 31% 36% 56% 27% 18% 19% 29% 22% 24% 36% 45% 31% 32% 15% 26% 35% 39%
52% 16% 16% 8% 3% 9% 9% 7% 7% 11% 14% 48% 52% 6% 23% 30% 41%
Work here 109 72 33 12 8 5 14 5 7 6 9 10 57 52 8 56 33 12
19% 24% 41% 23% 16% 15% 17% 9% 12% 12% 16% 17% 20% 18% 12% 34% 21% 6%
66% 30% 1% 7% 5% 13% 5% 6% 6% 8% 9% 52% 48% 7% 51% 30% 1%
Shop occa 88 49 9 8 11 7 14 11 7 5 8 8 43 45 10 26 18 34
15% 16% 1% 15% 22% 21% 17% 20% 12% 10% 15% 14% 15% 15% 15% 16% 1% 18%
56% 10% 9% 13% 8% 16% 13% 8% 6% 9% 9% 49% 51% 11% 30% 20% 39%
On holiday 40 29 12 5 4 2 6 1 0 4 4 2 18 22 0 15 10 15
7% 10% 15% 10% 8% 6% 7% 2% 0% 8% 7% 3% 6% 7% 0% 9% 6% 8%
73% 30% 13% 10% 5% 15% 3% 0% 10% 10% 5% 45% 55% 0% 38% 25% 38%
College/scl 28 21 6 2 11 0 2 4 0 2 1 0 9 19 25 1 2 0
5% 7% 8% 4% 22% 0% 2% 7% 0% 4% 2% 0% 3% 6% 38% 1% 1% 0%
75% 21% 7% 39% 0% 7% 14% 0% 7% 4% 0% 32% 68% 89% 4% 7% 0%

* wok wok wok wk wk wk wk wk

95 percent as lower case or *, 99 percent as UPPER CASE or **

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.2 What town/area do you live in/near?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Kilkenny to 161 153 40 25 30 17 41 1 0 1 1 5 83 78 28 48 50 35
28% 51% 50% 48% 59% 52% 49% 2% 0% 2% 2% 9% 30% 26% 43% 29% 32% 18%
95% 25% 16% 19% 1% 25% 1% 0% 1% 1% 3% 52% 48% 17% 30% 31% 22%
Callan 76 22 11 0 4 2 5 0 52 1 1 0 34 42 8 19 21 28
13% 7% 14% 0% 8% 6% 6% 0% 90% 2% 2% 0% 12% 14% 12% 12% 13% 15%
29% 14% 0% 5% 3% 7% 0% 68% 1% 1% 0% 45% 55% 11% 25% 28% 37%
Castlecom 51 8 2 1 2 1 2 0 0 0 0 43 26 25 6 13 11 21
9% 3% 3% 2% 4% 3% 2% 0% 0% 0% 0% 74% 9% 8% 9% 8% 7% 11%
16% 4% 2% 4% 2% 4% 0% 0% 0% 0% 84% 51% 49% 12% 25% 22% 41%
Graiguena 50 5 1 2 1 0 1 0 0 2 42 1 23 27 4 10 15 21
9% 2% 1% 4% 2% 0% 1% 0% 0% 4% 76% 2% 8% 9% 6% 6% 10% 1%
10% 2% 4% 2% 0% 2% 0% 0% 4% 84% 2% 46% 54% 8% 20% 30% 42%
Thomastov 48 12 2 4 3 0 3 0 0 35 1 0 23 25 3 13 14 18
8% 4% 3% 8% 6% 0% 4% 0% 0% 70% 2% 0% 8% 8% 5% 8% 9% 9%
25% 4% 8% 6% 0% 6% 0% 0% 73% 2% 0% 48% 52% 6% 27% 29% 38%
Waterford 43 14 8 1 1 1 3 26 0 2 1 0 23 20 2 15 9 17
7% 5% 10% 2% 2% 3% 4% 46% 0% 4% 2% 0% 8% 7% 3% 9% 6% 9%
33% 19% 2% 2% 2% 7% 60% 0% 5% 2% 0% 53% 47% 5% 35% 21% 40%
Carlow 22 18 2 5 1 5 5 0 0 0 3 1 16 6 4 6 5 7
4% 6% 3% 10% 2% 15% 6% 0% 0% 0% 5% 2% 6% 2% 6% 4% 3% 4%
82% 9% 23% 5% 23% 23% 0% 0% 0% 14% 5% 73% 27% 18% 27% 23% 32%
Ferrybank 20 0 0 0 0 0 0 20 0 0 0 0 12 8 3 3 8 6
3% 0% 0% 0% 0% 0% 0% 36% 0% 0% 0% 0% 4% 3% 5% 2% 5% 3%
0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 0% 60% 40% 15% 15% 40% 30%
New Ross 10 2 1 0 0 0 1 5 0 0 3 0 5 5 0 5 2 3
2% 1% 1% 0% 0% 0% 1% 9% 0% 0% 5% 0% 2% 2% 0% 3% 1% 2%
20% 10% 0% 0% 0% 10% 50% 0% 0% 30% 0% 50% 50% 0% 50% 20% 30%
Wexford 10 8 1 2 2 2 1 2 0 0 0 0 4 6 0 2 3 5
2% 3% 1% 4% 4% 6% 1% 4% 0% 0% 0% 0% 1% 2% 0% 1% 2% 3%

80% 10% 20% 20% 20% 10% 20% 0% 0% 0% 0% 40% 60% 0% 20% 30% 50%

wok Hok 3 wk wk



Dublin

Tipperary

Laois

Gowran

Other

None

7
1%

1%

1%

1%

59
10%

1
0%

6
2%
86%

2%
86%

2%
1%

1%
80%

37
12%
63%

0
0%
0%

wok

3%
29%

0%
0%

3%
29%

1%
20%

9%
12%

0
0%
0%

ok

ok

0
0%
0%

2%
14%

0%
0%

0%
0%

21%
19%

0
0%
0%

ok

wok

ok

0
0%
0%

0%
0%

0%
0%

2%
20%

12%
10%

0
0%
0%

95 percent as lower case or *, 99 percent as UPPER CASE or **

ok

wok

ok

0
0%
0%

0%
0%

0%
0%

6%
40%

3
9%
5%

0
0%
0%

4
5%
57%

6%
71%

4%
43%

0%
0%

10
12%
17%

0
0%
0%

ok

wok

ok

0
0%
0%

0%
0%

1
2%
14%

0
0%
0%

2%
2%

0%
0%

ok

wok

3

0
0%
0%

0%
0%

0%
0%

0%
0%

10%
10%

0%
0%

ok

wok

3

0
0%
0%

0%
0%

0%
0%

1
2%
20%

7
14%
12%

1
2%
100%

ok

wok

ok

0
0%
0%

0%
0%

0%
0%

0%
0%

5%
5%

0%
0%

1
2%
14%

2%
14%

2%
14%

0%
0%

9%
8%

0%
0%

3
1%
43%

1%
57%

1%
43%

0%
20%

21
7%
36%

0
0%
0%

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>

1%
57%

1%
43%

1%
57%

1%
80%

38
13%
64%

0%
100%

wok

1
2%
14%

0%
0%

2%
14%

3%
40%

5%
5%

0%
0%

2
1%
29%

2%
43%

2%
43%

1%
40%

19
12%
32%

1
1%
100%

ok

wok

0
0%
0%

0%
0%

1%
14%

0%
0%

18
1%
31%

0%
0%

4
2%
57%

2%
57%

1%
29%

1%
20%

19
10%
32%

0
0%
0%



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.3 Which of the following best describes the place you travelled from today?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Where | liv 486 237 55 40 36 26 80 54 54 40 48 53 234 252 53 135 131 167
84% 79% 69% 77% 71% 79% 95% 96% 93% 80% 87% 91% 83% 85% 82% 82% 83% 87%
49% 1% 8% 7% 5% 16% 1% 1% 8% 10% 1% 48% 52% 1% 28% 27% 34%
Where | wc 34 20 6 6 2 3 3 1 2 4 4 3 20 14 1 15 11 7
6% 7% 8% 12% 4% 9% 4% 2% 3% 8% 7% 5% 7% 5% 2% 9% 7% 4%
59% 18% 18% 6% 9% 9% 3% 6% 12% 12% 9% 59% 41% 3% 44% 32% 21%
Hotel/B & E 24 18 9 4 2 2 1 0 0 3 2 1 9 15 1 9 6 8
4% 6% 11% 8% 4% 6% 1% 0% 0% 6% 4% 2% 3% 5% 2% 5% 4% 4%
75% 38% 17% 8% 8% 4% 0% 0% 13% 8% 4% 38% 63% 4% 38% 25% 33%
Where | sc 22 21 8 1 10 2 0 0 0 0 0 1 12 10 9 4 3 6
4% 7% 10% 2% 20% 6% 0% 0% 0% 0% 0% 2% 4% 3% 14% 2% 2% 3%
95% 36% 5% 45% 9% 0% 0% 0% 0% 0% 5% 55% 45% 41% 18% 14% 27%
Where | vit 2 1 1 0 0 0 0 0 0 1 0 0 1 1 0 0 1 1
0% 0% 1% 0% 0% 0% 0% 0% 0% 2% 0% 0% 0% 0% 0% 0% 1% 1%
50% 50% 0% 0% 0% 0% 0% 0% 50% 0% 0% 50% 50% 0% 0% 50% 50%
Other 9 3 1 1 1 0 0 1 2 2 1 0 5 4 1 1 5 2
2% 1% 1% 2% 2% 0% 0% 2% 3% 4% 2% 0% 2% 1% 2% 1% 3% 1%
33% 11% 11% 11% 0% 0% 11% 22% 22% 11% 0% 56% 44% 11% 11% 56% 22%

wok wok wk

95 percent as lower case or *, 99 percent as UPPER CASE or **

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.4 What was your main method of travel to option from Q.B today?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Car 339 163 51 28 19 13 52 30 39 37 33 37 151 188 23 95 93 128
59% 54% 64% 54% 37% 39% 62% 54% 67% 74% 60% 64% 54% 64% 35% 58% 59% 67%
48% 15% 8% 6% 4% 15% 9% 12% 1% 10% 1% 45% 55% 7% 28% 27% 38%
Walk 183 89 11 17 22 15 24 25 18 11 21 19 99 84 32 53 52 46
32% 30% 14% 33% 43% 45% 29% 45% 31% 22% 38% 33% 35% 28% 49% 32% 33% 24%
49% 6% 9% 12% 8% 13% 14% 10% 6% 11% 10% 54% 46% 17% 29% 28% 25%
Bus 20 18 3 2 5 3 5 1 0 1 0 0 8 12 7 6 3 4
3% 6% 4% 4% 10% 9% 6% 2% 0% 2% 0% 0% 3% 4% 11% 4% 2% 2%
90% 15% 10% 25% 15% 25% 5% 0% 5% 0% 0% 40% 60% 35% 30% 15% 20%
Train 12 12 9 1 1 0 1 0 0 0 0 0 7 5 1 6 3 2
2% 4% 1% 2% 2% 0% 1% 0% 0% 0% 0% 0% 2% 2% 2% 4% 2% 1%
100% 75% 8% 8% 0% 8% 0% 0% 0% 0% 0% 58% 42% 8% 50% 25% 17%
Bicycle 7 5 1 0 4 0 0 0 1 0 0 1 5 2 2 1 1 3
1% 2% 1% 0% 8% 0% 0% 0% 2% 0% 0% 2% 2% 1% 3% 1% 1% 2%
71% 14% 0% 57% 0% 0% 0% 14% 0% 0% 14% 71% 29% 29% 14% 14% 43%
Van 6 4 3 0 0 0 1 0 0 0 1 1 6 0 0 0 3 3
1% 1% 4% 0% 0% 0% 1% 0% 0% 0% 2% 2% 2% 0% 0% 0% 2% 2%
67% 50% 0% 0% 0% 17% 0% 0% 0% 17% 17% 100% 0% 0% 0% 50% 50%
Motorbike 2 2 0 1 0 1 0 0 0 0 0 0 2 0 0 1 0 1
0% 1% 0% 2% 0% 3% 0% 0% 0% 0% 0% 0% 1% 0% 0% 1% 0% 1%
100% 0% 50% 0% 50% 0% 0% 0% 0% 0% 0% 100% 0% 0% 50% 0% 50%
Coach 1 1 0 0 0 1 0 0 0 0 0 0 0 1 0 1 0 0
0% 0% 0% 0% 0% 3% 0% 0% 0% 0% 0% 0% 0% 0% 0% 1% 0% 0%
100% 0% 0% 0% 100% 0% 0% 0% 0% 0% 0% 0% 100% 0% 100% 0% 0%
Other 7 6 2 3 0 0 1 0 0 1 0 0 3 4 0 1 2 4
1% 2% 3% 6% 0% 0% 1% 0% 0% 2% 0% 0% 1% 1% 0% 1% 1% 2%
86% 29% 43% 0% 0% 14% 0% 0% 14% 0% 0% 43% 57% 0% 14% 29% 57%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.5 Where did you park today?
All who drove car/motorbike/van

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 347 169 54 29 19 14 53 30 39 37 34 38 159 188 23 96 96 132
On street 113 16 8 1 4 2 1 27 8 17 11 34 59 54 4 32 33 44
33% 9% 15% 3% 21% 14% 2% 90% 21% 46% 32% 89% 37% 29% 17% 33% 34% 33%
14% 7% 1% 4% 2% 1% 24% 7% 15% 10% 30% 52% 48% 4% 28% 29% 39%
Macdonag! 56 56 10 0 1 0 45 0 0 0 0 0 25 31 5 21 15 15
16% 33% 19% 0% 5% 0% 85% 0% 0% 0% 0% 0% 16% 16% 22% 22% 16% 1%
100% 18% 0% 2% 0% 80% 0% 0% 0% 0% 0% 45% 55% 9% 38% 27% 27%
Dunnes St 39 39 13 14 6 5 1 0 0 0 0 0 18 21 5 12 11 11
11% 23% 24% 48% 32% 36% 2% 0% 0% 0% 0% 0% 11% 11% 22% 13% 11% 8%
100% 33% 36% 15% 13% 3% 0% 0% 0% 0% 0% 46% 54% 13% 31% 28% 28%
Other 24 12 1 6 0 2 3 1 2 5 4 0 13 11 0 3 6 15
7% 7% 2% 21% 0% 14% 6% 3% 5% 14% 12% 0% 8% 6% 0% 3% 6% 1%
50% 4% 25% 0% 8% 13% 4% 8% 21% 17% 0% 54% 46% 0% 13% 25% 63%
Supervalu 22 0 0 0 0 0 0 0 18 2 2 0 8 14 0 3 9 10
6% 0% 0% 0% 0% 0% 0% 0% 46% 5% 6% 0% 5% 7% 0% 3% 9% 8%
0% 0% 0% 0% 0% 0% 0% 82% 9% 9% 0% 36% 64% 0% 14% 41% 45%
Market Crc 15 15 7 2 2 3 1 0 0 0 0 0 8 7 3 4 4 4
4% 9% 13% 7% 1% 21% 2% 0% 0% 0% 0% 0% 5% 4% 13% 4% 4% 3%
100% 47% 13% 13% 20% 7% 0% 0% 0% 0% 0% 53% 47% 20% 27% 27% 27%
Dropped o 14 12 5 2 3 1 1 0 0 0 1 1 5 9 5 5 3 1
4% 7% 9% 7% 16% 7% 2% 0% 0% 0% 3% 3% 3% 5% 22% 5% 3% 1%
86% 36% 14% 21% 7% 7% 0% 0% 0% 7% 7% 36% 64% 36% 36% 21% 7%
Thomastov 13 0 0 0 0 0 0 0 0 13 0 0 3 10 0 1 4 8
4% 0% 0% 0% 0% 0% 0% 0% 0% 35% 0% 0% 2% 5% 0% 1% 4% 6%
0% 0% 0% 0% 0% 0% 0% 0% 100% 0% 0% 23% 7% 0% 8% 31% 62%
Fair Green 9 4 0 1 3 0 0 0 1 0 4 0 4 5 0 4 3 2
3% 2% 0% 3% 16% 0% 0% 0% 3% 0% 12% 0% 3% 3% 0% 4% 3% 2%
44% 0% 1% 33% 0% 0% 0% 1% 0% 44% 0% 44% 56% 0% 44% 33% 22%
Callan 9 0 0 0 0 0 0 0 9 0 0 0 4 5 0 2 0 7
3% 0% 0% 0% 0% 0% 0% 0% 23% 0% 0% 0% 3% 3% 0% 2% 0% 5%

0% 0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 44% 56% 0% 22% 0% 78%

wok wok wok wok wok Hok 3 wk wk *



Aldi

Ormonde ¢

Car Park (1

Parnell Str
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.6 To what extent, if at all, does the availability of parking influence your decision to shop in option from Q.B?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
To alarge 161 78 17 14 5 5 37 27 16 13 18 9 82 79 8 47 49 57
28% 26% 21% 27% 10% 15% 44% 48% 28% 26% 33% 16% 29% 27% 12% 29% 31% 30%
48% 1% 9% 3% 3% 23% 17% 10% 8% 1% 6% 51% 49% 5% 29% 30% 35%
To some e 90 40 7 15 6 2 10 4 18 16 3 9 33 57 4 28 27 31
16% 13% 9% 29% 12% 6% 12% 7% 31% 32% 5% 16% 12% 19% 6% 17% 17% 16%
44% 8% 17% 7% 2% 11% 4% 20% 18% 3% 10% 37% 63% 4% 31% 30% 34%
No opinion 75 57 31 0 16 7 3 1 5 6 6 0 40 35 26 22 11 16
13% 19% 39% 0% 31% 21% 4% 2% 9% 12% 11% 0% 14% 12% 40% 13% 7% 8%
76% 41% 0% 21% 9% 4% 1% 7% 8% 8% 0% 53% 47% 35% 29% 15% 21%
Not that mi 57 33 10 5 8 6 4 0 4 6 4 10 33 24 4 20 13 20
10% 1% 13% 10% 16% 18% 5% 0% 7% 12% 7% 17% 12% 8% 6% 12% 8% 10%
58% 18% 9% 14% 11% 7% 0% 7% 11% 7% 18% 58% 42% 7% 35% 23% 35%
Not at all 194 92 15 18 16 13 30 24 15 9 24 30 93 101 23 47 57 67
34% 31% 19% 35% 31% 39% 36% 43% 26% 18% 44% 52% 33% 34% 35% 29% 36% 35%
47% 8% 9% 8% 7% 15% 12% 8% 5% 12% 15% 48% 52% 12% 24% 29% 35%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.7 Generally speaking, how far are you willing to walk from where you park, to the shops or services you intend to visit in option from Q.B?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
0--1 minute 26 5 1 1 1 0 2 5 1 7 2 6 13 13 3 3 8 12
5% 2% 1% 2% 2% 0% 2% 9% 2% 14% 4% 10% 5% 4% 5% 2% 5% 6%
19% 4% 4% 4% 0% 8% 19% 4% 27% 8% 23% 50% 50% 12% 12% 31% 46%
2--4 minute 158 38 6 7 4 2 19 30 26 18 21 25 86 72 9 39 45 65
27% 13% 8% 13% 8% 6% 23% 54% 45% 36% 38% 43% 31% 24% 14% 24% 29% 34%
24% 4% 4% 3% 1% 12% 19% 16% 11% 13% 16% 54% 46% 6% 25% 28% 41%
5--7 minute 157 75 23 9 10 9 24 9 23 18 15 17 66 91 16 50 43 48
27% 25% 29% 17% 20% 27% 29% 16% 40% 36% 27% 29% 23% 31% 25% 30% 27% 25%
48% 15% 6% 6% 6% 15% 6% 15% 1% 10% 1% 42% 58% 10% 32% 27% 31%
8--10 minu 106 83 30 12 19 6 16 6 2 3 6 6 56 50 20 32 26 28
18% 28% 38% 23% 37% 18% 19% 1% 3% 6% 1% 10% 20% 17% 31% 20% 17% 15%
78% 28% 11% 18% 6% 15% 6% 2% 3% 6% 6% 53% 47% 19% 30% 25% 26%
11--15 min 40 35 11 10 5 6 3 0 2 0 1 2 17 23 4 13 13 10
7% 12% 14% 19% 10% 18% 4% 0% 3% 0% 2% 3% 6% 8% 6% 8% 8% 5%
88% 28% 25% 13% 15% 8% 0% 5% 0% 3% 5% 43% 58% 10% 33% 33% 25%
16+ minute 21 18 4 3 3 0 8 0 0 1 1 1 7 14 1 4 7 9
4% 6% 5% 6% 6% 0% 10% 0% 0% 2% 2% 2% 2% 5% 2% 2% 4% 5%
86% 19% 14% 14% 0% 38% 0% 0% 5% 5% 5% 33% 67% 5% 19% 33% 43%
Other 2 1 0 0 0 1 0 0 0 0 1 0 1 1 0 1 0 1
0% 0% 0% 0% 0% 3% 0% 0% 0% 0% 2% 0% 0% 0% 0% 1% 0% 1%
50% 0% 0% 0% 50% 0% 0% 0% 0% 50% 0% 50% 50% 0% 50% 0% 50%
I never driy 67 45 5 10 9 9 12 6 4 3 8 1 35 32 12 22 15 18
12% 15% 6% 19% 18% 27% 14% 1% 7% 6% 15% 2% 12% 1% 18% 13% 10% 9%
67% 7% 15% 13% 13% 18% 9% 6% 4% 12% 1% 52% 48% 18% 33% 22% 27%
Up to 7 mil 341 118 30 17 15 11 45 44 50 43 38 48 165 176 28 92 96 125
59% 39% 38% 33% 29% 33% 54% 79% 86% 86% 69% 83% 59% 59% 43% 56% 61% 65%
35% 9% 5% 4% 3% 13% 13% 15% 13% 1% 14% 48% 52% 8% 27% 28% 37%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.8 How often do you come to option from Q.B nowadays, whether to shop or just to look around?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
More than 269 108 18 14 20 17 39 36 31 22 33 39 140 129 35 71 76 87
47% 36% 23% 27% 39% 52% 46% 64% 53% 44% 60% 67% 50% 44% 54% 43% 48% 46%
40% 7% 5% 7% 6% 14% 13% 12% 8% 12% 14% 52% 48% 13% 26% 28% 32%
2--3 times 96 54 11 16 13 1 13 9 12 6 9 6 42 54 12 26 24 34
17% 18% 14% 31% 25% 3% 15% 16% 21% 12% 16% 10% 15% 18% 18% 16% 15% 18%
56% 11% 17% 14% 1% 14% 9% 13% 6% 9% 6% 44% 56% 13% 27% 25% 35%
Once a we 67 37 14 7 5 4 7 3 6 11 4 6 27 40 5 23 14 25
12% 12% 18% 13% 10% 12% 8% 5% 10% 22% 7% 10% 10% 14% 8% 14% 9% 13%
55% 21% 10% 7% 6% 10% 4% 9% 16% 6% 9% 40% 60% 7% 34% 21% 37%
Less often 40 28 5 5 4 3 11 4 1 3 1 3 20 20 4 9 9 18
7% 9% 6% 10% 8% 9% 13% 7% 2% 6% 2% 5% 7% 7% 6% 5% 6% 9%
70% 13% 13% 10% 8% 28% 10% 3% 8% 3% 8% 50% 50% 10% 23% 23% 45%
Once ever 28 22 6 4 4 2 6 0 0 1 4 1 17 11 5 11 5 7
5% 7% 8% 8% 8% 6% 7% 0% 0% 2% 7% 2% 6% 4% 8% 7% 3% 4%
79% 21% 14% 14% 7% 21% 0% 0% 4% 14% 4% 61% 39% 18% 39% 18% 25%
2--3 times 27 21 10 1 2 3 5 1 1 1 2 1 12 15 3 6 12 6
5% 7% 13% 2% 4% 9% 6% 2% 2% 2% 4% 2% 4% 5% 5% 4% 8% 3%
78% 37% 4% 7% 11% 19% 4% 4% 4% 7% 4% 44% 56% 11% 22% 44% 22%
Once a mc 24 17 11 2 0 1 3 1 3 0 1 2 13 11 1 9 6 8
4% 6% 14% 4% 0% 3% 4% 2% 5% 0% 2% 3% 5% 4% 2% 5% 4% 4%
71% 46% 8% 0% 4% 13% 4% 13% 0% 4% 8% 54% 46% 4% 38% 25% 33%
First time 13 11 3 3 3 2 0 0 0 1 1 0 5 8 0 5 5 3
2% 4% 4% 6% 6% 6% 0% 0% 0% 2% 2% 0% 2% 3% 0% 3% 3% 2%
85% 23% 23% 23% 15% 0% 0% 0% 8% 8% 0% 38% 62% 0% 38% 38% 23%
Work here 13 2 2 0 0 0 0 2 4 5 0 0 5 8 0 4 6 3
2% 1% 3% 0% 0% 0% 0% 4% 7% 10% 0% 0% 2% 3% 0% 2% 4% 2%
15% 15% 0% 0% 0% 0% 15% 31% 38% 0% 0% 38% 62% 0% 31% 46% 23%

ok ok ok ok ok * ok ok ok

95 percent as lower case or *, 99 percent as UPPER CASE or **

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>

Q.9 How long will you spend in option from Q.B today?

All Respondents

Total
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.10 What was your main reason for visiting option from Q.B today?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Work 93 54 17 7 6 7 17 6 10 8 5 10 45 48 9 46 28 10
16% 18% 21% 13% 12% 21% 20% 11% 17% 16% 9% 17% 16% 16% 14% 28% 18% 5%
58% 18% 8% 6% 8% 18% 6% 1% 9% 5% 1% 48% 52% 10% 49% 30% 1%
Other groc 80 19 2 7 0 3 7 11 16 4 10 20 31 49 2 12 31 35
14% 6% 3% 13% 0% 9% 8% 20% 28% 8% 18% 34% 1% 17% 3% 7% 20% 18%
24% 3% 9% 0% 4% 9% 14% 20% 5% 13% 25% 39% 61% 3% 15% 39% 44%
Main week 60 19 2 9 0 2 6 6 7 4 18 6 18 42 1 17 20 22
10% 6% 3% 17% 0% 6% 7% 11% 12% 8% 33% 10% 6% 14% 2% 10% 13% 12%
32% 3% 15% 0% 3% 10% 10% 12% 7% 30% 10% 30% 70% 2% 28% 33% 37%
Meet frienc 56 39 9 7 16 1 6 5 2 4 3 3 26 30 17 7 13 19
10% 13% 1% 13% 31% 3% 7% 9% 3% 8% 5% 5% 9% 10% 26% 4% 8% 10%
70% 16% 13% 29% 2% 11% 9% 4% 7% 5% 5% 46% 54% 30% 13% 23% 34%
Browse 36 31 5 4 8 3 11 0 1 1 2 1 18 18 8 7 10 11
6% 10% 6% 8% 16% 9% 13% 0% 2% 2% 4% 2% 6% 6% 12% 4% 6% 6%
86% 14% 1% 22% 8% 31% 0% 3% 3% 6% 3% 50% 50% 22% 19% 28% 31%
Eating/mes 30 14 3 0 4 3 4 2 0 4 6 4 21 9 6 9 5 10
5% 5% 4% 0% 8% 9% 5% 4% 0% 8% 1% 7% 7% 3% 9% 5% 3% 5%
47% 10% 0% 13% 10% 13% 7% 0% 13% 20% 13% 70% 30% 20% 30% 17% 33%
Nothing in 27 13 10 0 0 1 2 5 2 3 2 2 20 7 1 12 3 11
5% 4% 13% 0% 0% 3% 2% 9% 3% 6% 4% 3% 7% 2% 2% 7% 2% 6%
48% 37% 0% 0% 4% 7% 19% 7% 1% 7% 7% 74% 26% 4% 44% 1% 41%
Clothes/Fo 26 26 9 5 2 4 6 0 0 0 0 0 3 23 6 9 5 6
5% 9% 1% 10% 4% 12% 7% 0% 0% 0% 0% 0% 1% 8% 9% 5% 3% 3%
100% 35% 19% 8% 15% 23% 0% 0% 0% 0% 0% 12% 88% 23% 35% 19% 23%
Clothes/Fo 23 23 6 1 3 4 9 0 0 0 0 0 21 2 4 10 4 5
4% 8% 8% 2% 6% 12% 11% 0% 0% 0% 0% 0% 7% 1% 6% 6% 3% 3%
100% 26% 4% 13% 17% 39% 0% 0% 0% 0% 0% 91% 9% 17% 43% 17% 22%
Bank/finan 20 5 2 1 0 0 2 2 7 5 1 0 10 10 1 2 5 12
3% 2% 3% 2% 0% 0% 2% 4% 12% 10% 2% 0% 4% 3% 2% 1% 3% 6%

25% 10% 5% 0% 0% 10% 10% 35% 25% 5% 0% 50% 50% 5% 10% 25% 60%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.11 What other reasons did you have for visiting option from Q.B today? Any others?
All except those with no main reason for visiting

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 550 287 70 52 51 32 82 51 56 47 53 56 261 289 64 152 154 180
Nothing in 184 58 15 6 6 9 22 28 28 25 20 25 93 91 20 43 51 70
33% 20% 21% 12% 12% 28% 27% 55% 50% 53% 38% 45% 36% 31% 31% 28% 33% 39%
32% 8% 3% 3% 5% 12% 15% 15% 14% 1% 14% 51% 49% 1% 23% 28% 38%
Other groc 83 35 6 14 4 1 10 7 14 11 8 8 27 56 1 21 30 31
15% 12% 9% 27% 8% 3% 12% 14% 25% 23% 15% 14% 10% 19% 2% 14% 19% 17%
42% 7% 17% 5% 1% 12% 8% 17% 13% 10% 10% 33% 67% 1% 25% 36% 37%
Eating/me: 82 62 18 8 14 3 19 2 4 4 7 3 34 48 14 26 14 28
15% 22% 26% 15% 27% 9% 23% 4% 7% 9% 13% 5% 13% 17% 22% 17% 9% 16%
76% 22% 10% 17% 4% 23% 2% 5% 5% 9% 4% 41% 59% 17% 32% 17% 34%
Browse 80 72 16 12 21 8 15 1 0 3 2 2 41 39 19 23 17 21
15% 25% 23% 23% 41% 25% 18% 2% 0% 6% 4% 4% 16% 13% 30% 15% 1% 12%
90% 20% 15% 26% 10% 19% 1% 0% 4% 3% 3% 51% 49% 24% 29% 21% 26%
Meet frienc 49 33 8 6 8 4 7 2 3 2 3 6 25 24 13 19 7 10
9% 11% 11% 12% 16% 13% 9% 4% 5% 4% 6% 11% 10% 8% 20% 13% 5% 6%
67% 16% 12% 16% 8% 14% 4% 6% 4% 6% 12% 51% 49% 27% 39% 14% 20%
Clothes/Fo 31 28 3 8 3 2 12 1 1 1 0 0 4 27 2 10 9 10
6% 10% 4% 15% 6% 6% 15% 2% 2% 2% 0% 0% 2% 9% 3% 7% 6% 6%
90% 10% 26% 10% 6% 39% 3% 3% 3% 0% 0% 13% 87% 6% 32% 29% 32%
Drinking/Vi 31 27 13 3 3 6 2 1 1 0 1 1 22 9 5 13 5 8
6% 9% 19% 6% 6% 19% 2% 2% 2% 0% 2% 2% 8% 3% 8% 9% 3% 4%
87% 42% 10% 10% 19% 6% 3% 3% 0% 3% 3% 71% 29% 16% 42% 16% 26%
Clothes/Fo 25 24 9 2 4 2 7 0 0 0 1 0 19 6 1 12 8 4
5% 8% 13% 4% 8% 6% 9% 0% 0% 0% 2% 0% 7% 2% 2% 8% 5% 2%
96% 36% 8% 16% 8% 28% 0% 0% 0% 4% 0% 76% 24% 4% 48% 32% 16%
Bank/finan 21 5 3 0 0 0 2 3 2 1 4 6 7 14 0 7 7 7
4% 2% 4% 0% 0% 0% 2% 6% 4% 2% 8% 11% 3% 5% 0% 5% 5% 4%
24% 14% 0% 0% 0% 10% 14% 10% 5% 19% 29% 33% 67% 0% 33% 33% 33%
Toiletries/c 13 6 4 1 0 0 1 0 4 0 3 0 3 10 0 6 4 3
2% 2% 6% 2% 0% 0% 1% 0% 7% 0% 6% 0% 1% 3% 0% 4% 3% 2%

46% 31% 8% 0% 0% 8% 0% 31% 0% 23% 0% 23% 77% 0% 46% 31% 23%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.12a In your opinion, what are the two main attractions, if any, of option from Q.B?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Close to hc 141 65 21 21 6 6 11 13 19 15 13 16 76 65 17 32 44 48
24% 22% 26% 40% 12% 18% 13% 23% 33% 30% 24% 28% 27% 22% 26% 20% 28% 25%
46% 15% 15% 4% 4% 8% 9% 13% 1% 9% 1% 54% 46% 12% 23% 31% 34%
No particul 58 18 14 0 1 2 1 15 13 8 2 2 26 32 5 20 16 17
10% 6% 18% 0% 2% 6% 1% 27% 22% 16% 4% 3% 9% 1% 8% 12% 10% 9%
31% 24% 0% 2% 3% 2% 26% 22% 14% 3% 3% 45% 55% 9% 34% 28% 29%
Good choit 49 38 5 3 7 11 12 0 0 2 7 2 22 27 5 18 9 17
8% 13% 6% 6% 14% 33% 14% 0% 0% 4% 13% 3% 8% 9% 8% 11% 6% 9%
78% 10% 6% 14% 22% 24% 0% 0% 4% 14% 4% 45% 55% 10% 37% 18% 35%
Attractive ¢ 37 31 5 9 9 1 7 0 0 0 3 3 19 18 4 5 11 17
6% 10% 6% 17% 18% 3% 8% 0% 0% 0% 5% 5% 7% 6% 6% 3% 7% 9%
84% 14% 24% 24% 3% 19% 0% 0% 0% 8% 8% 51% 49% 11% 14% 30% 46%
Free parkir 31 1 1 0 0 0 0 7 6 6 7 4 11 20 0 9 10 12
5% 0% 1% 0% 0% 0% 0% 13% 10% 12% 13% 7% 4% 7% 0% 5% 6% 6%
3% 3% 0% 0% 0% 0% 23% 19% 19% 23% 13% 35% 65% 0% 29% 32% 39%
Close to wi 27 14 7 1 2 0 4 1 4 2 1 5 15 12 1 1 9 6
5% 5% 9% 2% 4% 0% 5% 2% 7% 4% 2% 9% 5% 4% 2% 7% 6% 3%
52% 26% 4% 7% 0% 15% 4% 15% 7% 4% 19% 56% 44% 4% 41% 33% 22%
Safe envirc 25 16 6 1 6 0 3 0 0 0 7 2 15 10 4 9 5 7
4% 5% 8% 2% 12% 0% 4% 0% 0% 0% 13% 3% 5% 3% 6% 5% 3% 4%
64% 24% 4% 24% 0% 12% 0% 0% 0% 28% 8% 60% 40% 16% 36% 20% 28%
Good choi¢ 22 22 3 4 1 4 10 0 0 0 0 0 9 13 2 7 5 8
4% 7% 4% 8% 2% 12% 12% 0% 0% 0% 0% 0% 3% 4% 3% 4% 3% 4%
100% 14% 18% 5% 18% 45% 0% 0% 0% 0% 0% 41% 59% 9% 32% 23% 36%
The Castle 22 21 1 1 2 1 16 0 1 0 0 0 10 12 4 6 4 8
4% 7% 1% 2% 4% 3% 19% 0% 2% 0% 0% 0% 4% 4% 6% 4% 3% 4%
95% 5% 5% 9% 5% 73% 0% 5% 0% 0% 0% 45% 55% 18% 27% 18% 36%
Easy to ge 19 9 5 2 2 0 0 2 2 3 2 1 9 10 2 7 5 5
3% 3% 6% 4% 4% 0% 0% 4% 3% 6% 4% 2% 3% 3% 3% 4% 3% 3%

47% 26% 1% 1% 0% 0% 1% 1% 16% 1% 5% 47% 53% 1% 37% 26% 26%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.12b In your opinion, what are the two main attractions, if any, of option from Q.B?
All except those with no main attraction

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 518 282 66 52 50 31 83 41 45 42 53 55 255 263 60 143 141 174
Good choit 80 46 6 7 7 4 22 0 2 8 16 8 42 38 7 27 19 27
15% 16% 9% 13% 14% 13% 27% 0% 4% 19% 30% 15% 16% 14% 12% 19% 13% 16%
58% 8% 9% 9% 5% 28% 0% 3% 10% 20% 10% 53% 48% 9% 34% 24% 34%
No particul 68 6 1 2 1 0 2 17 12 10 7 16 42 26 8 15 15 30
13% 2% 2% 4% 2% 0% 2% 41% 27% 24% 13% 29% 16% 10% 13% 10% 1% 17%
9% 1% 3% 1% 0% 3% 25% 18% 15% 10% 24% 62% 38% 12% 22% 22% 44%
Close to hc 57 24 9 3 4 1 7 3 10 9 5 6 25 32 2 15 19 21
11% 9% 14% 6% 8% 3% 8% 7% 22% 21% 9% 11% 10% 12% 3% 10% 13% 12%
42% 16% 5% 7% 2% 12% 5% 18% 16% 9% 1% 44% 56% 4% 26% 33% 37%
Safe envirc 35 26 4 4 12 2 4 2 1 0 3 3 18 17 7 7 8 13
7% 9% 6% 8% 24% 6% 5% 5% 2% 0% 6% 5% 7% 6% 12% 5% 6% 7%
74% 11% 11% 34% 6% 11% 6% 3% 0% 9% 9% 51% 49% 20% 20% 23% 37%
Easy to ge 33 17 8 2 0 3 4 1 7 5 2 1 15 18 3 10 8 12
6% 6% 12% 4% 0% 10% 5% 2% 16% 12% 4% 2% 6% 7% 5% 7% 6% 7%
52% 24% 6% 0% 9% 12% 3% 21% 15% 6% 3% 45% 55% 9% 30% 24% 36%
Attractive ¢ 29 26 5 9 4 4 4 0 0 0 2 1 13 16 5 9 7 8
6% 9% 8% 17% 8% 13% 5% 0% 0% 0% 4% 2% 5% 6% 8% 6% 5% 5%
90% 17% 31% 14% 14% 14% 0% 0% 0% 7% 3% 45% 55% 17% 31% 24% 28%
Free parkir 27 6 1 1 4 0 0 4 6 0 6 5 13 14 2 10 4 11
5% 2% 2% 2% 8% 0% 0% 10% 13% 0% 11% 9% 5% 5% 3% 7% 3% 6%
22% 4% 4% 15% 0% 0% 15% 22% 0% 22% 19% 48% 52% 7% 37% 15% 41%
A particula 26 9 0 3 2 0 4 6 2 4 2 3 11 15 1 6 11 8
5% 3% 0% 6% 4% 0% 5% 15% 4% 10% 4% 5% 4% 6% 2% 4% 8% 5%
35% 0% 12% 8% 0% 15% 23% 8% 15% 8% 12% 42% 58% 4% 23% 42% 31%
Good choit 24 24 6 9 1 1 7 0 0 0 0 0 10 14 4 5 7 8
5% 9% 9% 17% 2% 3% 8% 0% 0% 0% 0% 0% 4% 5% 7% 3% 5% 5%
100% 25% 38% 4% 4% 29% 0% 0% 0% 0% 0% 42% 58% 17% 21% 29% 33%
Close to wi 18 14 8 1 1 3 1 0 0 2 1 1 12 6 1 6 8 3
3% 5% 12% 2% 2% 10% 1% 0% 0% 5% 2% 2% 5% 2% 2% 4% 6% 2%

78% 44% 6% 6% 17% 6% 0% 0% 1% 6% 6% 67% 33% 6% 33% 44% 17%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.13a In your opinion, what improvements, to option from Q.B, if any, would encourage you to visit or shop more often than you currently do?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Nothing/do 124 57 6 4 10 10 27 7 18 21 9 12 73 51 8 24 35 57
21% 19% 8% 8% 20% 30% 32% 13% 31% 42% 16% 21% 26% 17% 12% 15% 22% 30%
46% 5% 3% 8% 8% 22% 6% 15% 17% 7% 10% 59% 41% 6% 19% 28% 46%
More shop 90 26 11 8 3 2 2 22 15 9 8 10 31 59 9 31 27 23
16% 9% 14% 15% 6% 6% 2% 39% 26% 18% 15% 17% 1% 20% 14% 19% 17% 12%
29% 12% 9% 3% 2% 2% 24% 17% 10% 9% 11% 34% 66% 10% 34% 30% 26%
Cheaper/fr 53 52 8 6 8 1 29 0 0 0 1 0 23 30 7 22 12 12
9% 17% 10% 12% 16% 3% 35% 0% 0% 0% 2% 0% 8% 10% 11% 13% 8% 6%
98% 15% 1% 15% 2% 55% 0% 0% 0% 2% 0% 43% 57% 13% 42% 23% 23%
Fewer emg 53 24 7 8 4 3 2 1 5 1 18 4 26 27 3 13 13 24
9% 8% 9% 15% 8% 9% 2% 2% 9% 2% 33% 7% 9% 9% 5% 8% 8% 13%
45% 13% 15% 8% 6% 4% 2% 9% 2% 34% 8% 49% 51% 6% 25% 25% 45%
More parki 40 10 2 2 1 2 3 3 0 5 7 15 18 22 2 12 14 12
7% 3% 3% 4% 2% 6% 4% 5% 0% 10% 13% 26% 6% 7% 3% 7% 9% 6%
25% 5% 5% 3% 5% 8% 8% 0% 13% 18% 38% 45% 55% 5% 30% 35% 30%
More desic 21 6 3 1 0 0 2 2 3 5 3 2 6 15 2 4 6 9
4% 2% 4% 2% 0% 0% 2% 4% 5% 10% 5% 3% 2% 5% 3% 2% 4% 5%
29% 14% 5% 0% 0% 10% 10% 14% 24% 14% 10% 29% 1% 10% 19% 29% 43%
Better/mor 19 16 4 2 5 1 4 0 1 0 1 1 11 8 5 5 6 3
3% 5% 5% 4% 10% 3% 5% 0% 2% 0% 2% 2% 4% 3% 8% 3% 4% 2%
84% 21% 1% 26% 5% 21% 0% 5% 0% 5% 5% 58% 42% 26% 26% 32% 16%
More Pede 17 16 7 1 2 4 2 0 0 0 0 1 6 11 2 4 4 7
3% 5% 9% 2% 4% 12% 2% 0% 0% 0% 0% 2% 2% 4% 3% 2% 3% 4%
94% 41% 6% 12% 24% 12% 0% 0% 0% 0% 6% 35% 65% 12% 24% 24% 41%
Improve ac 15 10 4 2 3 0 1 0 1 1 1 2 8 7 2 2 3 8
3% 3% 5% 4% 6% 0% 1% 0% 2% 2% 2% 3% 3% 2% 3% 1% 2% 4%
67% 27% 13% 20% 0% 7% 0% 7% 7% 7% 13% 53% 47% 13% 13% 20% 53%
More facilit 15 6 3 0 0 2 1 5 2 0 0 2 8 7 3 6 5 1
3% 2% 4% 0% 0% 6% 1% 9% 3% 0% 0% 3% 3% 2% 5% 4% 3% 1%

40% 20% 0% 0% 13% 7% 33% 13% 0% 0% 13% 53% 47% 20% 40% 33% 7%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.13b In your opinion what improvements if any would encourage you to visit or shop more often than you currently do?
All except those with no main attraction

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 452 242 74 48 41 23 56 49 40 29 46 46 207 245 57 140 122 133
More shop 105 56 17 13 9 2 15 9 6 9 13 12 47 58 15 30 37 23
23% 23% 23% 27% 22% 9% 27% 18% 15% 31% 28% 26% 23% 24% 26% 21% 30% 17%
53% 16% 12% 9% 2% 14% 9% 6% 9% 12% 1% 45% 55% 14% 29% 35% 22%
Fewer emg 104 65 20 15 13 2 15 3 8 3 13 12 42 62 17 26 34 27
23% 27% 27% 31% 32% 9% 27% 6% 20% 10% 28% 26% 20% 25% 30% 19% 28% 20%
63% 19% 14% 13% 2% 14% 3% 8% 3% 13% 12% 40% 60% 16% 25% 33% 26%
Nothing/do 75 30 6 3 2 7 12 10 11 10 6 8 33 42 10 24 12 29
17% 12% 8% 6% 5% 30% 21% 20% 28% 34% 13% 17% 16% 17% 18% 17% 10% 22%
40% 8% 4% 3% 9% 16% 13% 15% 13% 8% 1% 44% 56% 13% 32% 16% 39%
More toilet: 71 49 12 19 10 1 7 0 2 5 10 5 21 50 13 15 18 25
16% 20% 16% 40% 24% 4% 13% 0% 5% 17% 22% 1% 10% 20% 23% 1% 15% 19%
69% 17% 27% 14% 1% 10% 0% 3% 7% 14% 7% 30% 70% 18% 21% 25% 35%
Improveme 57 30 11 5 8 2 4 7 1 5 11 3 25 32 6 19 15 17
13% 12% 15% 10% 20% 9% 7% 14% 3% 17% 24% 7% 12% 13% 11% 14% 12% 13%
53% 19% 9% 14% 4% 7% 12% 2% 9% 19% 5% 44% 56% 1% 33% 26% 30%
More parki 49 38 14 6 5 2 11 0 1 1 3 6 23 26 9 13 14 13
1% 16% 19% 13% 12% 9% 20% 0% 3% 3% 7% 13% 1% 1% 16% 9% 1% 10%
78% 29% 12% 10% 4% 22% 0% 2% 2% 6% 12% 47% 53% 18% 27% 29% 27%
Cheaper/fr 49 44 15 13 7 3 6 0 0 0 2 3 23 26 5 13 16 15
11% 18% 20% 27% 17% 13% 11% 0% 0% 0% 4% 7% 11% 11% 9% 9% 13% 11%
90% 31% 27% 14% 6% 12% 0% 0% 0% 4% 6% 47% 53% 10% 27% 33% 31%
More Pede 44 43 19 11 10 0 3 0 0 0 1 0 25 19 8 8 19 9
10% 18% 26% 23% 24% 0% 5% 0% 0% 0% 2% 0% 12% 8% 14% 6% 16% 7%
98% 43% 25% 23% 0% 7% 0% 0% 0% 2% 0% 57% 43% 18% 18% 43% 20%
More desic 39 20 8 4 2 0 6 4 1 3 3 8 14 25 6 20 8 5
9% 8% 11% 8% 5% 0% 11% 8% 3% 10% 7% 17% 7% 10% 1% 14% 7% 4%
51% 21% 10% 5% 0% 15% 10% 3% 8% 8% 21% 36% 64% 15% 51% 21% 13%
More seati 36 31 17 7 7 0 0 0 0 2 2 1 18 18 10 9 7 10
8% 13% 23% 15% 17% 0% 0% 0% 0% 7% 4% 2% 9% 7% 18% 6% 6% 8%

86% 47% 19% 19% 0% 0% 0% 0% 6% 6% 3% 50% 50% 28% 25% 19% 28%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.14 What do you currently like about option from Q.B, if anything? What else?
All Respondents

LOCATION
Total Kilkenny T High Stree Dunnes on AIB oppost Market Crc
Total 577 300 80 52 51 33
Appearanc 283 184 45 41 33 22
49% 61% 56% 79% 65% 67%
65% 16% 14% 12% 8%
Cleanlines: 223 176 42 34 33 23
39% 59% 53% 65% 65% 70%
79% 19% 15% 15% 10%
Convenien 208 112 29 24 24 7
36% 37% 36% 46% 47% 21%
54% 14% 12% 12% 3%
Range or ¢ 188 151 25 28 30 23
33% 50% 31% 54% 59% 70%
80% 13% 15% 16% 12%
Safety of tt 157 123 24 17 31 19
27% 41% 30% 33% 61% 58%
78% 15% 1% 20% 12%
Range or ¢ 144 116 17 18 26 22
25% 39% 21% 35% 51% 67%
81% 12% 13% 18% 15%
It is easy tc 140 99 17 23 25 10
24% 33% 21% 44% 49% 30%
71% 12% 16% 18% 7%
Habit / alw: 113 72 27 13 16 5
20% 24% 34% 25% 31% 15%
64% 24% 12% 14% 4%
Range or ¢ 103 82 8 12 15 18
18% 27% 10% 23% 29% 55%
80% 8% 12% 15% 17%
Parks or o} 96 79 8 12 18 15
17% 26% 10% 23% 35% 45%

82% 8% 13% 19% 16%
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.15 What do you currently dislike about option from Q.B, if anything? What else?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Congestior 103 80 39 12 16 5 8 5 0 1 5 12 65 38 24 33 15 31
18% 27% 49% 23% 31% 15% 10% 9% 0% 2% 9% 21% 23% 13% 37% 20% 10% 16%
78% 38% 12% 16% 5% 8% 5% 0% 1% 5% 12% 63% 37% 23% 32% 15% 30%
Difficult / e 92 77 27 17 9 1 23 1 1 4 3 6 44 48 8 26 27 31
16% 26% 34% 33% 18% 3% 27% 2% 2% 8% 5% 10% 16% 16% 12% 16% 17% 16%
84% 29% 18% 10% 1% 25% 1% 1% 4% 3% 7% 48% 52% 9% 28% 29% 34%
Too expen 64 59 27 8 14 6 4 0 0 0 2 3 37 27 15 21 14 14
11% 20% 34% 15% 27% 18% 5% 0% 0% 0% 4% 5% 13% 9% 23% 13% 9% 7%
92% 42% 13% 22% 9% 6% 0% 0% 0% 3% 5% 58% 42% 23% 33% 22% 22%
Poor range 63 26 8 7 9 1 1 4 14 5 5 9 21 42 12 14 20 17
1% 9% 10% 13% 18% 3% 1% 7% 24% 10% 9% 16% 7% 14% 18% 9% 13% 9%
41% 13% 11% 14% 2% 2% 6% 22% 8% 8% 14% 33% 67% 19% 22% 32% 27%
Lack of vis 35 25 13 2 9 0 1 0 1 2 7 0 17 18 11 7 7 10
6% 8% 16% 4% 18% 0% 1% 0% 2% 4% 13% 0% 6% 6% 17% 4% 4% 5%
71% 37% 6% 26% 0% 3% 0% 3% 6% 20% 0% 49% 51% 31% 20% 20% 29%
Lack of cle 34 18 5 8 1 2 2 2 2 6 3 3 15 19 2 5 9 18
6% 6% 6% 15% 2% 6% 2% 4% 3% 12% 5% 5% 5% 6% 3% 3% 6% 9%
53% 15% 24% 3% 6% 6% 6% 6% 18% 9% 9% 44% 56% 6% 15% 26% 53%
Lack of pai 34 26 12 6 5 0 3 3 0 1 1 3 19 15 8 13 6 7
6% 9% 15% 12% 10% 0% 4% 5% 0% 2% 2% 5% 7% 5% 12% 8% 4% 4%
76% 35% 18% 15% 0% 9% 9% 0% 3% 3% 9% 56% 44% 24% 38% 18% 21%
Poor range 30 21 13 1 5 1 1 4 0 2 3 0 14 16 6 14 5 5
5% 7% 16% 2% 10% 3% 1% 7% 0% 4% 5% 0% 5% 5% 9% 9% 3% 3%
70% 43% 3% 17% 3% 3% 13% 0% 7% 10% 0% 47% 53% 20% 47% 17% 17%
No deals/n 29 25 15 3 7 0 0 0 0 0 1 3 19 10 9 7 4 9
5% 8% 19% 6% 14% 0% 0% 0% 0% 0% 2% 5% 7% 3% 14% 4% 3% 5%
86% 52% 10% 24% 0% 0% 0% 0% 0% 3% 10% 66% 34% 31% 24% 14% 31%
Poor qualit 26 20 7 5 6 0 2 1 0 2 0 3 10 16 6 9 6 5
5% 7% 9% 10% 12% 0% 2% 2% 0% 4% 0% 5% 4% 5% 9% 5% 4% 3%

77% 27% 19% 23% 0% 8% 4% 0% 8% 0% 12% 38% 62% 23% 35% 23% 19%
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33% 17% 17% 0% 0% 0% 0% 17% 33% 0% 17% 17%
95 percent as lower case or *, 99 percent as UPPER CASE or **
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19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.16 Which street/Shopping Area/area of Kilkenny town have you visited, or do you intend to visit on your trip today? (This includes retail parks on the outskirts of the city)
Allin Kilkenny

LOCATION GENDER AGE
Total Kilkenny T«High Stree Dunnes on AIB oppost Market Crc McDonagh Male Female 15-20 20-39 40-59 60 or over
Total 300 300 80 52 51 33 84 150 150 49 97 73 81
MacDonag 91 91 5 6 3 0 77 40 51 17 30 18 26
30% 30% 6% 12% 6% 0% 92% 27% 34% 35% 31% 25% 32%
100% 5% 7% 3% 0% 85% 44% 56% 19% 33% 20% 29%
High Stree 72 72 31 12 23 3 3 40 32 6 24 25 17
24% 24% 39% 23% 45% 9% 4% 27% 21% 12% 25% 34% 21%
100% 43% 17% 32% 4% 4% 56% 44% 8% 33% 35% 24%
St Kieran's 40 40 2 30 6 1 1 19 21 4 4 15 17
13% 13% 3% 58% 12% 3% 1% 13% 14% 8% 4% 21% 21%
100% 5% 75% 15% 3% 3% 48% 53% 10% 10% 38% 43%
Market Crc 37 37 7 2 1 24 3 18 19 3 18 10 6
12% 12% 9% 4% 2% 73% 4% 12% 13% 6% 19% 14% 7%
100% 19% 5% 3% 65% 8% 49% 51% 8% 49% 27% 16%
Newpark S 4 4 1 1 0 2 0 2 2 0 1 0 3
1% 1% 1% 2% 0% 6% 0% 1% 1% 0% 1% 0% 4%
100% 25% 25% 0% 50% 0% 50% 50% 0% 25% 0% 75%
Other 3 3 1 0 2 0 0 2 1 1 1 0 1
1% 1% 1% 0% 4% 0% 0% 1% 1% 2% 1% 0% 1%
100% 33% 0% 67% 0% 0% 67% 33% 33% 33% 0% 33%
Don't know 53 53 33 1 16 3 0 29 24 18 19 5 11
18% 18% 41% 2% 31% 9% 0% 19% 16% 37% 20% 7% 14%
100% 62% 2% 30% 6% 0% 55% 45% 34% 36% 9% 21%

*% *% * *% *% *%

95 percent as lower case or *, 99 percent as UPPER CASE or **

*20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.17 Which other streets/Shopping Areas/areas of Kilkenny town have you visited, or do you intend to visit on your trip today? (This includes retail parks on the outskirts of the city). Any others
All in Kilkenny except those that Don't Know which streets or shopping areas they have/will visit

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB oppost Market Crc McDonagh Male Female 15-20 20-39 40-59 60 or over
Total 247 247 47 51 35 30 84 121 126 31 78 68 70
High Stree 87 87 8 27 7 18 27 34 53 10 31 23 23
35% 35% 17% 53% 20% 60% 32% 28% 42% 32% 40% 34% 33%
100% 9% 31% 8% 21% 31% 39% 61% 11% 36% 26% 26%
Market Crc 52 52 16 15 9 3 9 28 24 9 22 13 8
21% 21% 34% 29% 26% 10% 1% 23% 19% 29% 28% 19% 11%
100% 31% 29% 17% 6% 17% 54% 46% 17% 42% 25% 15%
St Kieran's 31 31 10 7 4 3 7 11 20 2 13 8 8
13% 13% 21% 14% 1% 10% 8% 9% 16% 6% 17% 12% 1%
100% 32% 23% 13% 10% 23% 35% 65% 6% 42% 26% 26%
MacDonag 28 28 10 2 6 8 2 17 11 3 9 14 2
11% 11% 21% 4% 17% 27% 2% 14% 9% 10% 12% 21% 3%
100% 36% 7% 21% 29% 7% 61% 39% 1% 32% 50% 7%
Newpark S 11 11 3 3 1 2 2 3 8 1 7 3 0
4% 4% 6% 6% 3% 7% 2% 2% 6% 3% 9% 4% 0%
100% 27% 27% 9% 18% 18% 27% 73% 9% 64% 27% 0%
Other 7 7 2 3 0 0 2 5 2 0 2 1 4
3% 3% 4% 6% 0% 0% 2% 4% 2% 0% 3% 1% 6%
100% 29% 43% 0% 0% 29% 71% 29% 0% 29% 14% 57%
Don't know 8 8 1 2 1 1 3 4 4 3 2 2 1
3% 3% 2% 4% 3% 3% 4% 3% 3% 10% 3% 3% 1%
100% 13% 25% 13% 13% 38% 50% 50% 38% 25% 25% 13%
No other st 78 78 10 6 14 5 43 40 38 7 18 20 33
32% 32% 21% 12% 40% 17% 51% 33% 30% 23% 23% 29% 47%
100% 13% 8% 18% 6% 55% 51% 49% 9% 23% 26% 42%

*k * *k * *k

95 percent as lower case or *, 99 percent as UPPER CASE or **

* 20/06/19 Ipsos MRBI, Block 3, Blackrock Business Park, Carysfort Avenue, Blackrock, Dublin Tel: 01 438 9000 <JL><J+>*19022764/RP Page 0<JR><MR3>



19022764 : NEXUS PLANNING KILKENNY TOWN<JC><U>
Q.18 What is the main shop and/or service, if any, you have visited, or intend to visit on your trip today?
All Respondents

LOCATION GENDER AGE
Total Kilkenny T High Stree Dunnes on AIB opposi Market Crc McDonagh Ferrybank Callan Thomastov Graiguena Castlecom Male Female 15-20 20-39 40-59 60 or over
Total 577 300 80 52 51 33 84 56 58 50 55 58 281 296 65 164 157 191
Supervalu 59 5 1 2 0 1 1 0 29 8 17 0 26 33 2 13 21 23
10% 2% 1% 4% 0% 3% 1% 0% 50% 16% 31% 0% 9% 11% 3% 8% 13% 12%
8% 2% 3% 0% 2% 2% 0% 49% 14% 29% 0% 44% 56% 3% 22% 36% 39%
Dunnes 55 55 5 10 8 4 28 0 0 0 0 0 26 29 7 13 18 17
10% 18% 6% 19% 16% 12% 33% 0% 0% 0% 0% 0% 9% 10% 1% 8% 1% 9%
100% 9% 18% 15% 7% 51% 0% 0% 0% 0% 0% 47% 53% 13% 24% 33% 31%
Spar/ Euro 33 0 0 0 0 0 0 11 0 0 0 22 19 14 4 8 11 10
6% 0% 0% 0% 0% 0% 0% 20% 0% 0% 0% 38% 7% 5% 6% 5% 7% 5%
0% 0% 0% 0% 0% 0% 33% 0% 0% 0% 67% 58% 42% 12% 24% 33% 30%
ALDI 26 0 0 0 0 0 0 12 7 0 7 0 12 14 0 9 12 5
5% 0% 0% 0% 0% 0% 0% 21% 12% 0% 13% 0% 4% 5% 0% 5% 8% 3%
0% 0% 0% 0% 0% 0% 46% 27% 0% 27% 0% 46% 54% 0% 35% 46% 19%
Penneys 18 17 3 4 1 7 2 1 0 0 0 0 5 13 4 9 2 3
3% 6% 4% 8% 2% 21% 2% 2% 0% 0% 0% 0% 2% 4% 6% 5% 1% 2%
94% 17% 22% 6% 39% 1% 6% 0% 0% 0% 0% 28% 72% 22% 50% 1% 17%
Supermark 17 0 0 0 0 0 0 0 0 0 11 6 4 13 0 4 4 9
3% 0% 0% 0% 0% 0% 0% 0% 0% 0% 20% 10% 1% 4% 0% 2% 3% 5%
0% 0% 0% 0% 0% 0% 0% 0% 0% 65% 35% 24% 76% 0% 24% 24% 53%
Bank 16 4 2 1 0 0 1 2 7 2 0 1 6 10 1 4 3 8
3% 1% 3% 2% 0% 0% 1% 4% 12% 4% 0% 2% 2% 3% 2% 2% 2% 4%
25% 13% 6% 0% 0% 6% 13% 44% 13% 0% 6% 38% 63% 6% 25% 19% 50%
Post Office 14 1 1 0 0 0 0 5 3 4 0 1 7 7 0 5 3 6
2% 0% 1% 0% 0% 0% 0% 9% 5% 8% 0% 2% 2% 2% 0% 3% 2% 3%
7% 7% 0% 0% 0% 0% 36% 21% 29% 0% 7% 50% 50% 0% 36% 21% 43%
Chemist/P| 9 1 0 0 0 0 1 0 3 2 1 2 4 5 0 1 1 7
2% 0% 0% 0% 0% 0% 1% 0% 5% 4% 2% 3% 1% 2% 0% 1% 1% 4%
1% 0% 0% 0% 0% 1% 0% 33% 22% 1% 22% 44% 56% 0% 1% 1% 78%
Walshe's 9 0 0 0 0 0 0 9 0 0 0 0 4 5 0 2 3 4
2% 0% 0% 0% 0% 0% 0% 16% 0% 0% 0% 0% 1% 2% 0% 1% 2% 2%

0% 0% 0% 0% 0% 0% 100% 0% 0% 0% 0% 44% 56% 0% 22% 33% 44%
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