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The presence of a good quality local high street
is one of the critical factors that drives demand in
the residential property market. Amongst the set
of qualities that add up to a good location such
as schools, good schools, good local shopping
is particularly valued by house hunters – and yet
the creation of new high streets is one of the most
difficult forms of development to reproduce within a
new-build scenario.
At the same time, the way we shop and the role of
retail in our leisure time is changing. The growth
of the internet as a shopping platform continues
unabated, yet does this provide a catalyst for the
reimagining of our high streets?
With conventional property practice geared towards
the production to: single use-class products,
configured on a simple, easy-to-manage basis, have
we lost the knowhow to build functional, mixeduse streets? There is also the popular belief in
mainstream and professional press, which argues
that conventional bricks-and-mortar retail is on a
terminal downward trajectory.
1950’s Maryleybone

2018 Maryleybone

And yet, despite all of this, our good quality
high streets are in fact thriving.
As a nation we need to build or regenerate more
neighbourhoods to satisfy property market demand
and to address social inequality, and creating new
local high streets is a critical aspect of making as
aspirational and competitive development. All too
often however, the commercial environment within
new build residential schemes and town centres
is an afterthought, assessed as a cost and liability
(which is to be minimised) with the primary focus
being on residential as the key value driver.
In 2017, Barton Willmore, Forty Asset Management
and Rightmove set out to understand, if possible,
the impact of a good local high street in terms of
residential values and quality of life within a local
sphere of influence, not just in London, but across
the urban and rural areas of the UK. The work
outside of London is ongoing, but here we present
some of our top-line findings for London, and some
of the key characteristics we believe are emerging in
terms of what a successful high street is made up of.

THE MARYLEBONE EFFECT
Up to the 1950s, Marylebone High Street had been a thriving
local retail street with the full range of local retailers supplying
daily life in an affluent London neighbourhood. However by
the 1960s however its butchers, bakers, fish and flower shops
had begun to disappear and by the 1980s the situation had
worsened to such an extent, that preponderance of shops were
occupied by charity retailers. The situation had become so bad
that a local commentator famously remarked that you could
fire a cannon ball down Marylebone High Street with no risk of
hitting anybody. And yet today it is considered one of the city’s
best streets.
Since 1997, when Marylebone High Street had 15 vacant
units and numerous charity shops, an eclectic mix of upmarket retailers, quirky specialists and boutiques have been
secured alongside some of the best cafes and restaurants in
London. Today demand for both Class A1 and A3 properties in
Marylebone is stronger than ever. The rebirth of Marylebone
Village was confirmed when it won Time Out’s “Best High
Street” Award in 2004.
A critical move in this renaissance was the appointment of
a young firm of agents who shared The Howard de Walden
Estate’s vision of curating a new street shopping experience
with a mix of established and entrepreneurial occupiers, and
who were not hidebound in seeking the covenant strength of
the multiples.

KEY CHARACTERISTICS OF
MARYLEBONE HIGH STREET
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OUR CASE STUDIES
Clearly Marylebone High Street is not a usual high street offer.
Located in the heart of London’s wealthiest areas and tourist
hub, the strength of single ownership and ability to curate the
whole street is unusual, but there are still lessons to be learnt
(over and above those relating to ownership and disposable
income).
In our research, we therefore undertook the same analysis of
High Street’s in:
•

Crouch End, London

•

Wanstead High Street, London

•

Dulwich Villages, London

•

Wapping Wharf, Bristol

•

Poundbury, Dorset

We also looked at two ‘control examples, at Canning Town and
Haywards Heath, where there was strong accessibility but a
lower quality/less well regarded High Street offer, to test our
thinking.
The Results
A full breakdown of the characteristics and data found will be
published in our final report, but in summary the Rightmove
house price data offered clear evidence of between 14% and
40% uplift in apartment and house sale prices when within 400m
of strong local high streets. What we also found through the
controls were, despite strong connectivity and a good location,
less well regarded High Street offers actually lowered local house
and apartment prices by as much as 28%.

P R E M I U M O F B E T W E E N 34% & 41%
TO LIVE CLOSER TO THE HIGH STREET

RESIDENT VALUES
Average Apartment (2016)

£1,941k
£1,373k

34%

UPLI FT
Average House (2016)

£5,116k
£3,827k

41%

UPLI FT

KEY
CHARACTERISTICS
IDENTIFIED
While the uplift in value we have
been able to demonstrate across
our case studies is interesting,
there are also some defining
principles of ‘Real Streets’
emerging from this study which
we need to be alive to when
seeking to generate new centres,
within mixed use schemes.
The delivery of commercial
uses and civic activities in close
proximity is known to reduce
the car dependency and improve
active transport methods, while
also creating a more active
street scene which can reinforce
a sense of community through
daily contact.
From the case studies and based
on the wide experience of the
research team, the following key
characteristics are observed
as critical to the delivery of a
successful local high street:

RETAIL CHARACTERISTICS

1

UNIT NUMBER & SIZE
All our successful high streets
demonstrated reasonably high
numbers of relatively small units, but this
characteristic was also reflected in our
control case studies so this alone will not
secure success.

2

BALANCE OF
OCCUPATION

All our successful high streets
contained a minimum of 60% independent
occupiers, but equally so did our controls.
Asset managers need to resist the inevitable
pressure to secure a predominance of
mainstream retailers in some of these
locations, and instead seek a fruitful balance.

3

DIVERSITY OF SHOPS &
CRITICAL MASS
What we start to see in our
more successful case studies is the
proliferation of independent/niche operators,
character/personal/entrepreneurial shops
which have then in some instances been
built upon thematically, with reference to the
specific trading opportunities in a particular
location. Providing access to grocers,
butchers, bakers, deli’s, hair salons and a
pub or bar, secure daily footfall as opposed
to specialist shops. It is notable that whilst
our controls feature these occupiers, it is
the successful streets that offer a broader
collective of key uses that combine to
enhance the overall offer.

4

6

5

7

CO-LOCATION OF
USES/DESTINATION
Other key characteristics of
successful high streets we observed
were the presence of public transport
stops, sufficient pull in parking,
proximity to community facilities
(school, doctors, etc), some office
occupation for daytime trade and
frequently a traditional street format to
facilitate passing trade.
SPECIFICATION
OF UNITS
Independent operators
struggle to cover fit-out costs of an
empty shell, Developers should define
a shop-front strategy that frames the
visual gateway, creating a distinct
street identity. This will improve the
street scape and public realm as well as
enhancing visitor experience. Providing
ready to trade space, able to receive a
tenants fittings, will help to underpin
lettings at an early stage, by lowering
the capital expenditure required by
an incoming tenant. Shorter, more
flexible lease terms also help to attract
the independent and deliver dynamic
occupiers to a street, faster.

STREET DESIGN
Most of our case studies
demonstrated traditional
street design with clearly defined street
surfaces or public realm, helping to
direct and secure passing trade, and
maintain the legibility of space. We are
convinced that there is a modern day
vernacular of a retail street, that can
fit into a mixed-use environment, that
takes from the established examples,
whilst responding to a modern
environment.
HIGH STREET
CURATION
Marylebone is the epitome of
this approach, but an active high street
management strategy can attract and
direct uses that work sympathetically to
achieve cross-pollination of symbiotic
businesses and in turn lead to growth
in character and appeal of an area.
We could only test this approach in
its purest form in Marylebone and
Poundbury, both of which offered
strong uplift in residential value, while
securing a strong tenant mix and
co-location. When delivering a newbuild urban village street, developers/
investors may do well to consider
retaining the commercial assets in a
single special purpose vehicle (SPV)
(SPV) to maximise the ability to curate
the retail environment as a whole.

What is clear is that there is a role for our
high streets in re-imagining our cities and
neighbourhoods, and whilst there is no one
single factor that generates success and
provision comes with a cost, long term asset
benefits can be secured.
It may of course be a case of chicken and
egg. What comes first? The successful
neighbourhood drives retail demand and
then reinforces the neighbourhood, or does
the quality of the high street or local centre
drive the success in the first instance?
In reality, both are probably inter-linked.
Successful towns and places require pride;
pride in place and a desire to visit, live and
remain. The High Street can, in our view,
play a central role in achieving the future
wellbeing of our cities, towns and places.

The final report with our full evidence
base will be published in Spring 2018,
and we hope it will serve to further inform
the debate around new and existing
High Street design and delivery.

Iain Painting
E: iain.Painting@bartonwillmore.co.uk

o
ep

rt

#Re
al

Str
ee

ts
R

Matthew Shefras
E: matthew@4ortyam.com

Graphic Design by Barton Willmore

www.bartonwillmore.co.uk

