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1 INTRODUCTION 

1.1 PURPOSE OF THE REPORT 

The purpose of this report is to assess the impact that the leisure elements of the 

proposed Westwood development are likely to have on the vitality and viability of 

nearby town centres, and the delivery of proposed development in nearby centres. 

This is to satisfy guidance in the National Planning and Policy Framework (NPPF). 

The report is an addendum to the Retail Impact Assessment which has been 

undertaken by CBRE. 

1.2 STRUCTURE OF THE REPORT 

This Leisure Impact Assessment is structured as following: 

 Section 2 – provides an overview of the Westwood scheme, the strategic 

rationale behind it and explains the proposed concept and uses. 

 Section 3 – explains key considerations and the methodology used to assess the 

impact of leisure elements of the scheme. 

 Section 4 – assesses the impact of leisure elements of the scheme, divided by 

those that are likely to draw a large proportion of their audiences from far 

distance and those that are likely to draw most of their audiences from relatively 

local areas.  

 Section 5 – summarises the conclusions. 

 Appendices – these contain details of provision of different types of leisure 

facility in the area, assessment of the size and nature of the markets that 

Westwood would serve, and more detail about the proposed scheme and its 

rationale. 
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2 THE PROJECT 
Westwood is a proposed development at Junction 27 of the M5, near Tiverton in 

Devon.  

The entire scheme covers c.90ha, with three main elements: 

i a leisure destination of c.1.1m sq ft
1
; 

ii a commercial logistics park of c.754,000 sq ft; 

iii a retirement village of 240 units 

The purpose of this report is to assess the impact of the leisure destination.  

It is envisaged as a unique leisure attraction that will act as a visitor hub and 

gateway to Devon and Cornwall. 

This section provides an overview of the leisure scheme. There is more detail on 

the vision, strategy and content for the destination in a separate document called 

‘Westwood Leisure Destination Strategy & Concept’. Appendix 3 has a copy. 

2.1 SITE LOCATION 

Figure 1: Site location map 

 

 

1 Gross Internal Area (GIA) 
2 There is detail about each of these market catchments in Appendix 2. 
3 The total % of trip types adds up to more than 100% because some of those 
sampled quote more than one reason as the main purpose for the trip. 
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Figure 2: Site aerial and indicative location of Leisure Destination 

 

2.2 STRATEGIC RATIONALE 

The proposed leisure destination is a response to the special character of the site 

and, in particular, the quality of its location in terms of prominence, accessibility 

and convenience for tourists. 

The scheme responds to the desire of Mid Devon District Council, at corporate 

level, for a visitor destination of unique character and regional significance.  

It is an alternative to residential development, designed to create a large and 

diverse range of employment opportunities, and stimulate economic activity in 

other parts of the district and other parts of the region. 

It integrates commercially attractive elements with semi-commercial and non-

commercial elements to create a package of uses that will have broad appeal and 

which could not otherwise be delivered. 

THE STRATEGY 

 

J27

Strategic Principles

Genuinely Unique Create a leisure attraction that is genuinely unique and different to anything else

A Mosaic of Experiences Create a “Mosaic” of attractive and distinctive Experiences.

Critical Mass Create enough critical mass to entice tenants and to be financially viable.

Heart of the West Country Create a high quality tourism hub in the heart of the West Country.

Day Visits & Short Breaks Create a destination for day visits and short breaks

All Year, Day and Night Create a business mix to reduce seasonality and foster a thriving night time 
economy.

For Local People Create an outstanding recreational resource for local people.

Made & Sold in the West 
Country

Create a major outlet for goods and services made in the West Country.

Stimulating Jobs & 
Business

Create a major source of jobs and Business Opportunities.
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2.3 CONCEPT SUMMARY 

Westwood is envisaged as a unique leisure destination at the heart of the South 

West, and showcase for the finest activities and products the region has to offer. 

The proposed leisure destination is a mix of attractions that involve physical activity 

and those which do not. It is rare, perhaps unique, in that respect. It will have a 

quantum of hotel accommodation on site, making it a form of resort unlike any 

other in the UK. 

This is a response to the character of its location. It is rural, but also accessible, 

especially to tourists. 

Figure 3: Westwood concept summary and brand hierarchy 

 

The centrepiece and “wow factor” will be provided by a surf lagoon and beach. 

The surf lagoon will provide perfect surfing waves in an inland location and will 

form the focal point for a variety of supporting outdoor activities such as beachside 

play, cycling trails, aerial high ropes, and adrenaline attractions. 

It will also provide the backdrop and unique selling point for the “non-active” leisure 

elements of the scheme, which will include an artisan village, a sport retail village, 

a designer outlet centre, the primary visitor orientation centre for the West Country, 

an indoor family visitor attraction, a garden centre, a cinema and a group of 

restaurants, most of them on a boardwalk overlooking the lagoon. 
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These will all be set in an attractive environment that will be pleasant and vibrant 

by day and by night, at all times of the year and in all weather conditions. 

2.4 AREA SCHEDULE 
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3 METHODOLOGY 

3.1 GENERAL APPROACH 

Our approach is based on the guidance in the National Planning Policy Framework 

(NPPF, 2012) that defines a specific range of leisure uses as ‘main town centre 

uses’. 

 

Main Town Centre Uses (NPPF 2012) 

‘retail development (including warehouse clubs and factory outlet centres), leisure, 

entertainment facilities, the more intensive sport and recreational 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 and tourism development (including theatres, museums, 

galleries and concert halls, hotels and conferences facilities)’ 

 

On this basis, the main destination leisure elements of the proposed scheme at 

Westwood are not likely to be classified as Town Centre uses. 

 Westwood Reef – an outdoor activity park with surf lagoon, beach, cycle, play 

and adventure facilities.  

 West Country Visitor Centre (part of Westwood Square) – a regionally 

significant visitor centre that provides information services for the region and 

showcases the West Country visitor offer (20,000 sq ft GIA) 

 Indoor Family Attraction (part of Westwood Square) – a major indoor family 

attraction, the precise nature of which is as yet undefined. It is envisaged as a 

20,000 sq ft GIA facility, possibly housing an indoor themed maze, or miniature 

world attraction.  

There are leisure elements in the scheme that are defined as Town Centre uses in 

the NPPF including Cinema, Food and Beverage, Hotel/Conference Centre and 

Concert Hall.  

3.2 SEQUENTIAL TESTING  

Westwood is an integrated scheme with the different elements contributing to the 

viability of the others, so it is not easy to disaggregate them. 

NPPF states that: 

 ‘local planning authorities should apply a sequential test to planning applications 

for main town centre uses that are not in an existing town centre and are not in 
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accordance with an up-to-date Local Plan. They should require applications for 

main town centre uses to be located in town centres, then in edge of centre 

locations and only if suitable sites are not available should out of centre sites be 

considered. When considering edge of town centre and out of centre proposals, 

preference should be given to accessible sites that are well connected to the 

town centre’. (Section 2, para 24 NPPF 2012). 

 ‘When assessing applications for retail, leisure and office development outside of 

town centres, which are not in accordance with an up-to-date Local Plan, local 

planning authorities should require an impact assessment if the development is 

over a proportionate, locally set floorspace threshold (if there is no locally set 

threshold, the default threshold is 2,500 sq m).This should include assessment 

of: 

 the impact of the proposal on existing, committed and planned public and 

private investment in a centre or centres in the catchment area of the 

proposal; and 

 the impact of the proposal on town centre vitality and viability, including local 

consumer choice and trade in the town centre and wider area, up to five 

years from the time the application is made. For major schemes where the 

full impact will not be realised in five years, the impact should also be 

assessed up to ten years from the time the application is made. (Section 2, 

para 26 NPPF 2012). 

 ‘Where an application fails to satisfy the sequential test or is likely to have 

significant adverse impact on one or more of the above factors, it should be 

refused’. (Section 2, para 27 NPPF 2012). 

The CBRE Retail Impact Assessment makes the case that the various elements of 

the proposed development cannot be disaggregated from one another and that any 

other more appropriate sites would need to be capable of accommodating the 

development in its entirety. 

The Bus Station site in Exeter is identified as the only possible alternative option 

that is even vaguely realistic of accommodating the entire scheme but it is 

dismissed on the grounds that it is unsuitable through being both too small and 

because it is being promoted for other, alternative leisure uses. 

The location has been chosen because of the proximity to Junction 27 of M5, the 

A361 North Devon link road and Tiverton Parkway mainline rail station. The site is 

adjacent to major strategic transport routes by road and rail, which collectively 

provide a gateway to the south west and the entrance to “holiday-country”. It is a 

unique opportunity in this respect, positioned on the main road/rail transport artery 

into and out of Devon and Cornwall, which annually carries around 21 million 

vehicles and 400,000 rail passengers. A high profile development demands a high 

profile location and this site is a unique proposition.  
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3.3 APPROACH TO EVALUATING IMPACT 

The core methodology of the approach taken in this study is based on: 

 Defining the markets that are expected to make use of the different elements 

of the leisure offer, and the spatial boundaries that they represent. This 

includes day visit and tourism markets. 

 Estimating the number of visits expected annually from each of the market 

segments and the expenditure that is expected to emanate from them. 

 Analysing the existing provision of the individual components in the catchment 

area, by location, notably town centres, in quantitative and qualitative terms. 

 Estimating the amount of expenditure in each catchment area on the different 

leisure elements of the offer. 

 Assessing the impact on expenditure generated by each leisure facility at 

Westwood on expenditure in other locations in the catchment area.  

 



FINAL  

j1411 westwood leisure destination impact assessment final.docx/2014-07-08 

10:42  

COLLIERS INTERNATIONAL 12 of 64 

4 ASSESSMENT 

4.1.1 CATEGORISING THE LEISURE ELEMENTS 

There are, in broad terms, three categories of pure leisure use planned at 

Westwood. They have been categorised as follows: 

 Major Attractions - Westwood Reef, Indoor Family Attraction, Concert Hall. 

 Subsidiary Attractions – Cinema, Restaurants, Craft Brewery 

 Tourist Services - West Country Visitor Centre 

Each of these leisure elements will have different appeal to different market 

catchments
2
. The destination elements such as the surf lagoon/activity park will 

have a larger catchment pull and can be expected to have a high appeal to people 

planning day trips from within 90 minutes’ drive. Uses like the cinema and 

restaurants are likely, by contrast, to have highest appeal to people making trips 

from under 30 minutes’ drive away.  

Figure 4 summaries the different market segments, their estimated size and the 

relative likely appeal of each of the leisure categories to those markets.  

Figure 4: Elements of the leisure offer and their appeal to different markets 

 

Source: CACI, Visit England GBTS, Visit Britain IPS 

4.1.2 THE VISITOR CENTRE 

There is no obvious reason why the third category, the Visitor Centre, would have 

a negative impact on any other place. The objective is that it would have a positive 

impact by promoting other destinations. It has therefore not been included in the 

assessment. 

 

2 There is detail about each of these market catchments in Appendix 2. 

Elements:
Market  

Size

Surf/Activity Park

Indoor Family 

Attraction/Concert 

Hall

Cinema 

Restaurants 

Craft Brewery

Visitor Centre

MARKET SEGMENT

Day Trips from 0-15 Mins 62k Medium High Low

Day Trips from 15-30 Mins 355k Medium High Low

Day Trips from 30-90 Mins 3,100k High Low Low

Holiday makers within about 30 mins 905k High High High

Other Tourists within about 30 mins 1,076k Medium Medium Low

Holiday makers c.30-60 mins 5,322k Medium Low High

Other Tourists c.30.60 mins 4,100k Low Low Low
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4.1.3 THE CONCERT HALL 

The Concert Hall is in a different category to any other element of the scheme. A 

site is provided for it in the scheme in response to the aspiration of the Two Moors 

International Festival of Chamber Music (2MF) to build a nationally significant 

cultural venue akin to the home of the Aldeburgh Festival at Snape Maltings. 

The proposed concert hall would offer a major attraction for the region and would 

be located in a high profile and accessible location. The opportunity is significant, 

but it is recognised that delivery of a facility on this scale, with the aspiration of 

becoming a national cultural destination is ambitious and therefore likely to be 

long-term. However the allocation is one that will prevail for the life of the Local 

Plan (to 2033) and therefore it is appropriate to plan positively for its inclusion and 

delivery now as part of the masterplanning process. The Westwood proposals 

therefore include provision of a site able to accommodate a venue to meet the 

requirements of 2MF and will, through the planning process, anticipate the impacts 

associated with its delivery, to ensure that the environmental assessment process 

is entirely robust.  

Delivery and the on-going operation of the venue will be dependent on a robust 

business plan and likely patronage from the public and private sectors, including 

such bodies as Arts Council England. In the present financial climate there is a 

general lack of public sector funding and it is currently unclear how the future of 

such a venue would be secured. The scheme is being designed to facilitate 

delivery, but not to be dependent on such, with the signature leisure attractions 

focussing on outdoor activities and the attractions of the region.  At this stage 

therefore it is anticipated that the early phases of the scheme would not include the 

proposed concert hall and that the specification of the building and facility may 

change as the business plan is finalised. 

This report does not at this stage include an impact assessment of the concert hall 

on the basis that its delivery is likely to be some way off and final details of the 

venue may be subject to change. Its inclusion has been informed by the patrons of 

2MF who have expressed a particular interest in the Westwood opportunity given 

the location of the site at the gateway to the region and proximity to both of the 

National Parks. 

4.2 MAJOR ATTRACTORS 

This section of the report assesses the impact of elements of the scheme that will 

draw their customers largely from special day trips made either from a home 

location or holiday accommodation. Many will involve a long journey. Many tourists 

will also visit them while en route from their home to their holiday destination, 

and/or coming back again. 
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The main element is the proposed Westwood Reef which will contain surfing, 

cycling, play, an aerial ropes course and adrenaline attractions. It will also be a 

venue for outdoor events.  

There will be an Indoor Family Attraction, the form of which has still to be defined, 

but is envisaged as a ticketed attraction such an indoor labyrinth or miniature 

world. It is likely to be a bespoke attraction because there is not an established 

market for attractions like this. There are very few attractions of this nature in any 

towns and cities in the UK and it is highly unlikely that, without Westwood, any 

such attraction would be developed in any town or city centre in the region. 

Appendix 1 has details of the attractions and leisure facilities in the towns and 

cities that are located within about 1 hour of Junction 27. It shows that there are no 

leisure destinations with the combination of facilities that have much similarity to 

the offer that Westwood will provide. 

The aim of this section is to provide an indication of the share of the market that 

Westwood might take and, therefore, to give an indication of the scale of impact 

that might be expected on other destinations in its area. 

OVERVIEW OF TOURISM DAY TRIPS 

The national tourist boards of England, Scotland and Wales have, since 2011, 

commissioned an annual survey of “tourism day trips”. It is based on a survey of 

38,000 UK residents annually and is completed over the course of the year. 

Tourism Day Trips are defined as trips which: 

 Involve participation in one of fifteen leisure activities; 

 Have lasted at least three hours (including travel); 

 Are not for an activity which is undertaken "very regularly"; 

 Are in a destination outside the respondent's place of residence (or place of work 

if this was the start point of the trip). The exceptions to this are trips to special 

public events, live sporting events and visitor attractions. 

Figure 5 shows the number of trips taken for different purposes by residents of 

Great Britain and by residents of the South West.  

The 15 leisure activities are divided into purposes which might involve a visit to 

Westwood to enjoy the Beach Park or Indoor Family Attraction, and those which 

might involve a visit to Westwood to have a meal or do some shopping. 
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Figure 5: Purposes of day trips in Great Britain & the South West, 2012
3
 

 

Source: Great Britain Day Visits Survey (TNS 2012) 

The National Travel Survey
4
  is another source of information about day trips. It 

has a looser definition of day trips and thus records larger numbers of trips per 

person. It has, however, been recording on a consistent basis for a long time and 

shows that the number of day trips taken has increased over time. The impact of 

the Credit Crunch on this upward trend appears to have been short lived. The 

growth trend can be expected to continue as the economy recovers after the 

recession. 

 

3 The total % of trip types adds up to more than 100% because some of those 
sampled quote more than one reason as the main purpose for the trip. 

4
 The National Travel Survey (NTS) is the primary source of data on personal travel patterns in 

Great Britain. The NTS is an established household survey which has been running continuously 
since 1988. It is designed to monitor long-term trends in personal travel and to inform the 
development of policy. The Department for Transport (DfT) has, since 2002, commissioned the 

National Centre for Social Research to conduct the survey fieldwork. Data collection consists of a 
face-to-face interview and a one week self-completed written travel diary. Approximately 20,000 
individuals, in 8,000 households, participate in the NTS each year. 

Annual 

Trips 

(Millions)

Trips Per 

Person % of total

Annual 

Trips 

(Millions)

Trips Per 

Person % of total

PRIMARY ATTRACTOR VISITS

Going to visitor attractions such as a historic house, 

garden@ theme park@ museum@ zoo@ etc. 129 2 8% 9 2 7%

Going on general days out/ to explore an area 213 3 12% 19 4 14%

Going on day trips/excursions for other leisure purpose 

not mentioned above 91 1 5% 8 1 6%

Undertaking outdoor leisure activities such as walking, 

cycling@ golf@ etc. 277 4 16% 27 5 20%

Taking part in sports, including events or competitions 81 1 5% 4 1 3%

Total: 791 13 46% 67 13 49%

SECONDARY ATTRACTOR VISITS

Going out for a meal 406 6 24% 30 6 22%

'Special' shopping for items that you do not regularly buy 210 3 12% 16 3 12%

Going out for entertainment - to a cinema, concert or 

theatre 147 2 9% 10 2 7%

Total: 763 12 45% 55 10 40%

OTHER DAY TRIPS

Visiting friends or family for leisure 583 9 34% 49 9 36%

Going on a night out to a bar, pub and/or club 276 4 16% 16 3 12%

Taking part in other leisure activities such as hobbies, 

evening classes@ etc (outside of your home) 107 2 6% 9 2 7%

Watching live sporting events (not on TV) 123 2 7% 11 2 8%

Going to special public event such as a festival, 

exhibition@ etc. 78 1 5% 5 1 4%

Going to special events of a personal nature such as a 

wedding, graduation@ christening@ etc. 71 1 4% 3 1 2%

Going on days out to a beauty/health centre/spa, etc. 29 0 2% 1 0 0%

TOTAL ALL DAY TRIPS: 2,822 45 165% 216 41 158%

GREAT BRITAIN SOUTH WEST
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Figure 6: Annual day trips per person from National Travel Survey  

 

The National Travel Survey also shows how, predictably, people are more likely to 

go relatively short distances for day trips rather than long distances, although many 

people do travel long distances for day trips on occasion. 

Figure 7: Number of long trips per person by distance travelled (2008-2012) 

 

Source: National Travel Survey 2012 

ESTIMATING DESTINATION DAY TRIP MARKET SIZE 

Figure 8 estimates the number of “destination” trips of a type that might involve 

visiting Westwood for purposes other than going there to eat or shop for each of 

the main market segments that it will appeal to. It assumes that people living or 

staying close to Westwood are more likely to visit than those who are not. This 

suggests that there are about 22 million annual trips that Westwood would be 

looking to take a share of. 

Figure 8: Size of market for special destination trips to Westwood 

 

Trips per person per year

1995/97 1998/00 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Entertainment / public activity 40 39 48 46 50 52 49 48 43 44 47 49

Sport: participate 23 25 19 20 19 17 16 18 20 20 18 17

Holiday: base 10 11 11 11 10 12 11 11 11 12 11 11

Day trip 20 18 22 24 24 27 27 28 30 28 28 30

Other including just walk 44 44 39 39 40 42 45 38 44 43 42 44

Length Day Trip Other Leisure

50 to under 75 miles 11 10

75 to under 100 miles 10 9

100 to under 150 miles 6 10

150 to under 250 miles 4 7

250 to under 350 miles 2 5

350 miles and over 4 2

Total 37 9

Market  

Size

Annual 

Trips Made Annual Trips

Day Trips from 0-15 Mins 62k 20 1,240k

Day Trips from 15-30 Mins 355k 10 3,550k

Day Trips from 30-90 Mins 3,100k 7 21,700k

Holiday makers within about 30 mins 700k 4 2,800k

Other Tourists within about 30 mins 600k 1 600k

Holiday makers c.30-60 mins 4,800k 1 4,800k

Other Tourists c.30.60 mins 4,100k 0.5 2,050k

Total: 36,740k
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VISITOR FORECAST AND MARKET PENETRATION ANALYSIS 

Figure 9 shows the predicted visitors to the different components of Westwood 

Reef and the Indoor Family Attraction, and how the total annual visitation is made 

up by the different market segments. 

Figure 9: Predicted visits and market segmentation to different destination 

elements 

 

Figure 10 shows the estimate of market share that each of the destination leisure 

elements is forecast to take.  

This is, inevitably, crude but does suggest that the proportion of each individual 

market that Westwood would be looking to secure would be relatively low.  

The biggest is likely to be tourists staying within about 30 minutes but, even if the 

destination elements at Westwood did much better than expected, it would still 

account for only a small fraction of the trips made by that market.  

Market growth is likely to deal easily with that additional capacity and, given that 

Westwood is likely to motivate trips that would not be made otherwise, and to 

induce people to travel further than they otherwise would do, it is unlikely that it will 

Surfers Water Play 

Park

High Ropes 

Park

Adrenaline 

Attractions

General 

Park Entry

Ticketed 

Events

Bike Park 

Attractions

Westwood 

Reef Total

Indoor 

Attraction

Days open:

Busy 90 90 90 90 90 4 90 90

Moderate 80 55 55 80 80 4 80 120

Quiet 80 55 55 80 80 80 155

Total: 250 200 200 250 250 250 365

Average visits per day:

Busy 300 600 200 300 560 2,500 240 500

Moderate 200 400 100 125 330 1,000 120 300

Quiet 50 200 40 50 136 40 100

Total: 188 435 129 164 351 138 760

Annual Visits: 47,000 87,000 25,700 41,000 87,680 14,000 34,400 336,780 96,500

Percentage From Each Market

Day Trips from 0-15 mins 5% 8% 8% 8% 8% 8% 8% 8% 8%

Day Trips from 15-30 mins 25% 23% 23% 23% 23% 23% 23% 23% 23%

Day Trips from 30-90 mins 25% 15% 15% 15% 15% 15% 15% 16% 15%

Holiday makers within about 30 mins 15% 28% 28% 28% 28% 28% 28% 26% 28%

Other Tourists within about 30 mins 10% 5% 5% 5% 5% 5% 5% 6% 5%

Holiday makers c.30-60 mins 15% 18% 18% 18% 18% 18% 18% 18% 18%

Other Tourists c.30.60 mins 5% 3% 3% 3% 3% 3% 3% 3% 3%

Total: 100% 100% 100% 100% 100% 100% 100% 100% 100%

Visits From Each Market

Day Trips from 0-15 mins 2,350 6,960 2,056 3,280 7,014 1,120 2,752 25,532 7,720

Day Trips from 15-30 mins 11,750 20,010 5,911 9,430 20,166 3,220 7,912 78,399 22,195

Day Trips from 30-90 mins 11,750 13,050 3,855 6,150 13,152 2,100 5,160 55,217 14,475

Holiday makers within about 30 mins 7,050 24,360 7,196 11,480 24,550 3,920 9,632 88,188 27,020

Other Tourists within about 30 mins 4,700 4,350 1,285 2,050 4,384 700 1,720 19,189 4,825

Holiday makers c.30-60 mins 7,050 15,660 4,626 7,380 15,782 2,520 6,192 59,210 17,370

Other Tourists c.30.60 mins 2,350 2,610 771 1,230 2,630 420 1,032 11,043 2,895

Total: 47,000 87,000 25,700 41,000 87,680 14,000 34,400 336,780 96,500

WESTWOOD REEF
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have more than a marginal impact on other destinations through taking business 

from them.  

It is more likely to benefit other destinations by attracting more people into the 

area. 

Figure 10: Estimate of market share for different destination elements 

 

4.3 SUBSIDIARY ATTRACTORS (CINEMA/F&B) 

The food and beverage offer and cinema at Westwood will be used on a regular 

basis by many people who live in the local area in addition to tourists staying in the 

area and those visiting from further afield. 

This section assesses the local market for these uses, as well as existing and likely 

provision in the area. 

Most people will not make a special trip from far afield especially for these 

elements of the scheme as they will have equivalent provision closer to home. 

Many will, however, enjoy them as an adjunct to a trip that is mainly for the 

purpose of enjoying other elements of the scheme. Figure 11 shows the travel 

distance to the main communities in the area and summarises our judgement of 

the relative appeal that the restaurant and cinema offer will have to people who live 

in them in terms the frequency with which they are likely to use those facilities. 

Surfers Water Play 

Park

High Ropes 

Park

Adrenaline 

Attractions

General 

Park Entry

Ticketed 

Events

Bike Park 

Attractions

Westwood 

Reef Total

Indoor 

Attraction

Visits From Each Market

Day Trips from 0-15 mins 2,350 6,960 2,056 3,280 7,014 1,120 2,752 25,532 7,720

Day Trips from 15-30 mins 11,750 20,010 5,911 9,430 20,166 3,220 7,912 78,399 22,195

Day Trips from 30-90 mins 11,750 13,050 3,855 6,150 13,152 2,100 5,160 55,217 14,475

Holiday makers within about 30 mins 7,050 24,360 7,196 11,480 24,550 3,920 9,632 88,188 27,020

Other Tourists within about 30 mins 4,700 4,350 1,285 2,050 4,384 700 1,720 19,189 4,825

Holiday makers c.30-60 mins 7,050 15,660 4,626 7,380 15,782 2,520 6,192 59,210 17,370

Other Tourists c.30.60 mins 2,350 2,610 771 1,230 2,630 420 1,032 11,043 2,895

Total: 47,000 87,000 25,700 41,000 87,680 14,000 34,400 336,780 96,500

Market Size (Total Annual Trips Available)

Day Trips from 0-15 mins 1,240k 1,240k 1,240k 1,240k 1,240k 1,240k 1,240k 1,240k 1,240k

Day Trips from 15-30 mins 3,550k 3,550k 3,550k 3,550k 3,550k 3,550k 3,550k 3,550k 3,550k

Day Trips from 30-90 mins 21,700k 21,700k 21,700k 21,700k 21,700k 21,700k 21,700k 21,700k 21,700k

Holiday makers within about 30 mins 2,800k 2,800k 2,800k 2,800k 2,800k 2,800k 2,800k 2,800k 2,800k

Other Tourists within about 30 mins 600k 600k 600k 600k 600k 600k 600k 600k 600k

Holiday makers c.30-60 mins 4,800k 4,800k 4,800k 4,800k 4,800k 4,800k 4,800k 4,800k 4,800k

Other Tourists c.30.60 mins 2,050k 2,050k 2,050k 2,050k 2,050k 2,050k 2,050k 2,050k 2,050k

Total: 36,740k 36,740k 36,740k 36,740k 36,740k 36,740k 36,740k 36,740k 36,740k

Market Share (forecast as % of total market available) 

Day Trips from 0-15 mins 0.19% 0.56% 0.17% 0.26% 0.57% 0.09% 0.22% 2.06% 0.62%

Day Trips from 15-30 mins 0.33% 0.56% 0.17% 0.27% 0.57% 0.09% 0.22% 2.21% 0.63%

Day Trips from 30-90 mins 0.05% 0.06% 0.02% 0.03% 0.06% 0.01% 0.02% 0.25% 0.07%

Holiday makers within about 30 mins 0.25% 0.87% 0.26% 0.41% 0.88% 0.14% 0.34% 3.15% 0.97%

Other Tourists within about 30 mins 0.78% 0.73% 0.21% 0.34% 0.73% 0.12% 0.29% 3.20% 0.80%

Holiday makers c.30-60 mins 0.15% 0.33% 0.10% 0.15% 0.33% 0.05% 0.13% 1.23% 0.36%

Other Tourists c.30.60 mins 0.11% 0.13% 0.04% 0.06% 0.13% 0.02% 0.05% 0.54% 0.14%

Total: 0.13% 0.24% 0.07% 0.11% 0.24% 0.04% 0.09% 0.92% 0.26%

WESTWOOD REEF
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Figure 11: Appeal of restaurants/cinema to people in different towns in the region 

 

4.3.1 RESTAURANTS AND BARS 

THE PLAN 

The masterplan includes about 70,000 sq ft of A3 use that includes restaurants 

overlooking the lagoon, eating places in the Artisan Village, restaurants and coffee 

shops adjoining the designer outlet shopping, and the surf café. It is likely to 

represent about 17 units altogether. A high proportion of the occupiers will be 

national brands. 

Each unit might be expected to have an average turnover of about £1 million
5
, 

representing a total turnover of c.£17 million per annum. 

SIZE OF THE LOCAL MARKET 

Defra’s Family Food report
6
 records that the average Briton spends about £12.00 

per week in restaurants and bars. 

Figure 12: Average Weekly Expenditure on Food and Drink outside the home 

 

Source: Family Food, Defra 

 

5 That is, for example, the average turnover of restaurants in the Gondola group, 

which includes Pizza Express, Zizzi, ASK, Prezzo and Byron Hamburgers. Source: 
Annual Accounts 2011/12. 

6
 ‘Family Food’ is an annual publication by the Department of the Environment, Food and 

Agriculture (Defra) which provides detailed statistical information on purchased quantities, 

expenditure and nutrient intakes derived from both household and eating out food and drink. Data 

is collected for a sample of households in the United Kingdom using self-reported diaries of all 

purchases, including food eaten out, over a two week period. 

Miles Minutes

Regular Visits Cullompton 5 8

Tiverton 7 10

Occasional Visits Taunton 14 20

Exeter 18 25

Crediton 19 31

Bridgewater 24 27

Burnham on Sea 33 34

Rare Visits Barnstaple 35 43

Torquay 38 47

Yeovil 40 48

Source: RAC

2009 2010 2011 2012

Amount per person per week £11.3 £11.7 £11.9 £12.1

Versus previous year 2.9% 2.4% 1.3%
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Figure 13 shows the amount of annual expenditure on eating and drinking outside 

the house that might be expected assuming that the average person living in each 

area has the potential to spend roughly the same as the national average
7
. It also 

shows an estimate for 2020 assuming 3% real annual growth per annum resulting 

from population growth and increased average expenditure on eating out
8
. 

Figure 13: Estimated current size of markets for eating out within reasonable 

drive time of Westwood  

 

CURRENT PROVISION 

Figure 14 shows the number of restaurants listed by Trip Advisor in and around 

each of the towns
9
 in the vicinity of Westwood. It lists those that are part of national 

brands
10

 

Figure 14: Restaurants
11

 within about 30 minutes of Junction 27 

 

Source: Trip Advisor 
 

7 This is a reasonable assumption. The area is relatively affluent. The average spend 
per head on eating out is likely to be less than in big cities but higher than in many 
other parts of the country. 
8 Which is likely to be strong following the end of the recession. 
9 This is, of course, relatively rough. Some places will be double counted because 
they are between towns and some rural establishments will be missed. 
10 It is likely that a few will have been missed. 
11 Includes food pubs and coffee shops, but not takeaways. 

Area Population

Annual 

Expenditure

Annual 

Expenditure 2020

Residents 0-15 Mins 62k £38,688k £46,426k

Residents 15-30 Mins 355k £221,520k £265,824k

Residents 30-90 Mins 980k £611,520k £733,824k

Average spend per person per week: £12.00

Restaurants Brands

WITHIN 15 MINUTES

Cullompton 29

Tiverton 53 Costa Coffee

WITHIN 30 MINUTES

Taunton 194 Zizzi, Prezzo, Pitcher & Piano, Pizza Hut, 

Harvester, Olive Tree, Caffe Nero, Pizza Express, 

Nando's, Caffe Nero, Costa Coffee, McDonald's, 

Starbucks, Burger King, Brewer's Fayre, Harvester

Exeter 401 Zizzi, Olive Tree, Wagamama, Carluccios, Bella 

Italia, Pizza Hut, Yo!Sushi, Prezzo, Nando's, Pizza 

Express, La Tasca, Strada, ASK, Giraffe, Costa 

Coffee, Caffe Nero, Starbucks, McDonalds, 

Kentucky Fried Chicken, Toby, Jamies, Michael 

Caine, Café Rouge, Pitcher & Piano, Burger King, 

Brewer's Fayre, Harry Ramsden

Crediton 30

Bridgewater 84 Prezzo, McDonalds, Brewers Fayre,  Costa, 

Burger King

Burnham on Sea 54
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It shows that the predominantly branded type of offer that Westwood will provide 

will not be one that currently exists in the 15 minute zone. Residents of the area 

currently have to go to Exeter or Taunton for that style. Demand for branded 

restaurants has grown exponentially in the past 15 years or so, and continued 

unabated during the recession. Independent restaurants are likely to dominate in 

terms of numbers across the country for the foreseeable future because they 

provide a local service to people and many people do not like branded restaurants. 

The branded sector does, however, provide a service that many people prefer 

these days. 

It is unlikely that there will be a significant development of the branded restaurant 

offer in Tiverton and Cullompton because of the relatively small size of their local 

catchments. It is likely that a few outlets will open but it is likely that Westwood is 

the only option for the area in terms of a wide choice of restaurants that are part of 

national chains, plus some independents of a different nature to those existing. 

It is likely, therefore, that there is substantial leakage of A3 spend out of the area 

and/or not as much is spent on eating out in the area as would be the case if there 

was a more  comprehensive offer. This appears to be confirmed by estimating the 

total turnover of the restaurants in the area and comparing it with what the market 

size would be if people were spending the same as the national average. There is 

a gap of about £14 million per annum assuming average turnover of £300,000 per 

restaurant
12

. This is about a third of the market size. It is probably bigger in reality. 

Figure 15: Indicative estimate of total turnover of restaurants and comparison 

with estimated market size 

 

IMPACT OF WESTWOOD 

The c.17 additional eateries at Westwood would add about 20% to the stock of 

restaurants and cafés in the 0-15 minute travel zone, although at least twice that in 

terms of the number of restaurant covers because the Westwood units will be 

larger. It will add about 2.2% to the stock of restaurants in the 30 minute zone.  

Figure 16 estimates the amount of business that the eateries might generate from 

each drive time zone if they did £17 million annual turnover (c.£1 million each), and 

also how much they might generate if they did 50% better than that. It is shown for 

the estimated market sizes in both 2014 and 2020. 

 

12 It is likely to be more than this because it is not likely that the average turnover of 
the restaurants in this area is as high as £300,000.  

Restaurants

Turnover Per 

Restaurant

Est Annual Turnover 

of Restaurants

Est Market 

Size Difference

0-15 Minutes 82 £300k £24,600k £38,688k (£14,088k)

15-30 Minutes 763 £300k £228,900k £221,520k £7,380k



FINAL  

j1411 westwood leisure destination impact assessment final.docx/2014-07-08 

10:42  

COLLIERS INTERNATIONAL 22 of 64 

Figure 16: Estimated source of business for Westwood eateries 

 

It suggests that, while the scheme will certainly provide strong competition for local 

restaurants and pubs, most of the business it generates locally is likely to be that 

which is either latent or displaced to other locations because the style of offer does 

not currently exist locally. The impact beyond is not likely to be large in relation to 

the amount of expenditure that there is there.  

The main other development of this kind of offer in the region is likely to be the 

second phase of Princesshay on the Bus station site in Exeter
13

, which is 

understood to have an undisclosed amount for restaurant/café use planned. The 

relatively small addition to provision that Westwood would create suggests that it is 

unlikely to have more than a marginal impact on the viability of that scheme. 

It is also unlikely to have a significant impact on any forthcoming restaurant/café 

provision at Moor Exchange or in Cranbrook town centre
14

 since the type of offer, 

and visitor, will be quite different to the local level markets that will sustain these 

two locations. Whilst these two projects are significant developments, they are not 

considered to be major leisure-led projects and are therefore less relevant for 

these purposes.  

4.3.2 CINEMA 

MARKET TRENDS 

Cinema-going in the UK was at its peak in the 1930s and even relatively small 

towns had cinemas of large capacity, often more than one.  

The advent of television and, later, VCR, caused it to decline sharply in the post 

war years. That led to closure of cinemas, often converted to bingo, which 

exacerbated the decline. 1984 was the nadir. The decline was stemmed by the 

 

13 Further details on the Bus station development are presented in Appendix 2.1. 
14 Further details on Moro Exchange and Cranbrook are presented in Appendix 2.2 
and 2.3 

% of Westwood 

Business  Market Size

Westwood 

Eateries 

Turnover

Westwood 

Market 

Share

Westwood 

Eateries 

Turnover

Westwood 

Market 

Share

2014 MARKET SIZE

0-15 mins 30% £38,688k £5,100k 13% £7,500k 19%

15-30 mins 40% £221,520k £6,800k 3% £10,000k 5%

30 mins + 30% £611,520k £5,100k 1% £7,500k 1%

Total: 100% £871,728k £17,000k 2% £25,000k 3%

2020 MARKET SIZE

0-15 mins 30% £46,426k £5,100k 11% £7,500k 16%

15-30 mins 40% £265,824k £6,800k 3% £10,000k 4%

30 mins + 30% £733,824k £5,100k 1% £7,500k 1%

Total: 100% £1,046,074k £17,000k 2% £25,000k 2%

Assuming £25 million 

turnover

Assuming £17 million 

turnover
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advent of multiplexes, the first purpose-built one opening in 1985. There has been 

steady underlying growth since then. Admissions in 2012 were the third highest in 

the past 40 years, after 2002 and 2009.  

Figure 17 shows the number of admissions to UK cinemas since 2000. It is 

affected considerably year to year by the nature and success of films released.  

There appears to have been a small underlying decline in annual admissions in the 

first half of the last decade, which has subsequently reversed, despite the 

recession. The underlying trend currently seems to be growth in admissions of 

about 1.5% per annum. 

Figure 17: Annual Admissions to UK Cinemas 

 

Source: CAA/Rentrack from BFI Statistical Yearbook 2013 

Box office takings have increased at a considerably faster pace than admissions. 

They were £1.1 billion nationally in 2012
15

. Takings were 70% higher in 2012 than 

in 2001, although admissions were only 10% higher. Takings were 6% higher in 

2012 than 2011. 

647 films were released in Britain in 2012, more than 12 a week. The top 20 films 

typically account for about half of all takings, with the next 30 accounting for 25%. 

There is no shortage of product, however. 

The advent of digital projectors has had a major impact on the economics of 

cinemas. The physical cost and inconvenience of distributing rolls of film has been 

slashed and it is no longer necessary to have a projectionist for each screen. One 

person can run all the programming of a multiplex from a laptop computer. It has 

also made it possible to vary the programming for individual screens. A specific 

screen would, until recently, normally show one film for every performance for a 

week. It will now typically have different films at different times of the day and 

 

15 CAA/Rentrak 
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different times of the week, according to demand. Digital projectors have also been 

responsible for the growth in live projection of cultural events, which is now a 

popular feature of most cinemas. 

Digital projection also means that small cinemas no longer have to do their own 

programming. They can contract that to a specialist such as Artificial Eye. 90% of 

UK cinemas now have digital projectors. 

The cinema market is dominated by three large operators of multiplexes, but there 

is a flourishing niche called “independent”
16

. They provide an experience that is 

different from the main operators, often featuring a bar, sometimes a restaurant, 

and more diverse programming. They often run membership schemes that 

generate a large part of their revenue. They aim at a more mature market than the 

main operators. 

The result of these changes is that small community based cinemas have once 

again become viable. This reflects in a big spurt in opening of “traditional” cinemas 

in the past few years, as shown in Figure 18.  

There are many examples around the country of small independent cinemas, often 

in historic buildings, and of theatres and other venues that also show cinema. 2012 

was the first year since 1984 when the number of traditional screens increased 

more than the number of multiplex screens. 

Figure 18: Number of cinemas in the UK 

Source: Dodona Research, BFI RSU analysis 

There are 6 screens for every 100,000 people in the UK. This is considerably lower 

than countries such as the USA (12.6), France (9.0), Australia (8.7), Spain (8.3) 

and Italy (6.4). It does not mean that there is only demand for 6 screens per 

100,000 people. The average is brought down by the fact that there is still little or 
 

16 In reality, some individual cinemas and some relatively small groups. 



FINAL  

j1411 westwood leisure destination impact assessment final.docx/2014-07-08 

10:42  

COLLIERS INTERNATIONAL 25 of 64 

no provision in many rural areas and towns, and most cinemas in rural areas are 

only 1 or 2 screens. Many areas sustain many more than 6 screens per 100,000. 

Figure 19: Cinema Screens per Site, 2012 

 

Source: Dodona Research, BFI RSU analysis 

CINEMA DEMAND IN THE AREA OF JUNCTION 27 

The 0-15 minute area around Junction 27 would have about 4 screens if cinema 

going there was in line with the national average of 6 screens per 100,000 people, 

6 screens if it were an average of 9 screens per 100,000 people. 

The population of the 0-30 minute band can support about 25 screens assuming 6 

screens per 100,000, and 38 assuming 9 screens per 100,000. 

Figure 20: Cinemas that the population might support assuming 6 screens per 

100,000 and 9 screens per 100,000 

 

Figure 21 shows the existing cinema provision within 30 minutes’ drive from the 

site. 

There are currently 2 screens within 15 minutes’ drive of the site – 1 screen at the 

Tivoli in Tiverton and 1 screen at the Wellesley in Wellington.  

There are 26 screens in Exeter, Exmouth, Taunton and Bridgwater, which are 

approximately within 15-30 minutes’ drive (the 3 in Exmouth are, arguably, just 

outside 30 minutes).  

Current provision is, therefore, about the same in the 30 minute radius as the 

national average would imply. There is probably scope for significant additional 

provision because the national average is less than the normal demand in an area. 

Town/city centre 3.8

Out of town 9.8

Edge of Centre 8.9

Suburban 1.8

Rural 1.4

Total 5

0-15 mins 0-30 mins

Tiverton Taunton

Cullompton Bridgwater

Wellington Exeter

Exmouth

Population in the band 2014 62,260          417,442          

Cinema screens assuming 6 per 100,000 4                   25                   

Cinema screens assuming 9 per 100,000 6                   38                   

Projected population 2024 67,203          443,613          

Cinema screens assuming 6 per 100,000 4                   27                   

Cinema screens assuming 9 per 100,000 6                   40                   
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Figure 21: Cinema Screens within 30 minutes of Junction 27 

 
  

0-15 Minutes Screens

Tiverton 1

Wellington 1

Sub-total 2

15-30 Minutes

Taunton 8

Bridgwater 2

Exeter 13

Exmouth 3

Sub-total 26

Total: 28
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Figure 22: Map of local cinema supply 

 



FINAL  

j1411 westwood leisure destination impact assessment final.docx/2014-07-08 

10:42  

COLLIERS INTERNATIONAL 28 of 64 

The British go to the cinema 2.7 times per annum on average. People living within 

the 15 minute boundary of Junction 27 will, if they follow that pattern, make about 

184,000 visits to the cinema annually. It is likely that the cinema in Tiverton 

accounts for no more than 25,000 of those
17

. We understand that there is a plan to 

renovate the Tivoli to create a 3-screen cinema. It is still likely to only account for a 

relatively small portion of the local market.  

Cinemas are different to other occupiers in that they do not normally pay a 

commercial rent, a rent, in other words, that gives the developer a good return on 

investment in its own right. They are subsidised by developers because of their 

effect in attracting visitors. That, in turn, allows the developer to sign up 

restaurants, which do pay a commercial rent. Cinemas are like department stores 

in shopping malls in this respect – they are the “anchor” that developers sign up 

first. That is why a multi-screen cinema is likely to be more deliverable at 

Westwood than any other location in the vicinity. 

It is probable that a renovated Tivoli cinema could thrive in Tiverton even with the 

presence of a multiscreen cinema at Westwood.  

It would do that by providing an offer that was different and particular attuned to 

people living in close proximity to it. 

 

17 Assumes about 70 customers a day. 
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5 CONCLUSIONS 
The following summarises the conclusions reached in the analysis: 

 Westwood will be different to any other destination in the region and will add a 

fresh dimension to the mix of visitor attractions in Mid Devon and the wider area. 

 The destination attractions planned for Westwood will, while being major 

attractors, only need to capture a small proportion of the market there is in the 

area for day trips from home and from holiday accommodation. A high proportion 

of those trips will be trips that would not otherwise be made to Devon. It is 

unlikely that there would be any negative impact on other attractions. It is more 

likely that the impact would be positive as a result of extra visitors being attracted 

to the area and as a result of Westwood’s role in signposting tourists to 

attractions in the region. 

 It is unlikely that the suite of indoor attractions could otherwise be developed in a 

comprehensive manner at a town centre location within the region. 

 It is likely that there is currently a large amount of leakage of restaurant spend 

out of the area around Junction 27 and suppressed demand because the 

existing offer is limited. The restaurants at Westwood are likely to retain more of 

this money and, above all, release latent demand by providing an offer that is 

different to that which exists. That offer could only be provided with any scale at 

Westwood because of development economics. 

 Westwood will, although providing a substantial A3 offer, only make a marginal 

impact on places like Taunton and Exeter because the addition to stock will be 

small in relation to what there is currently and the revenue it would take from that 

area will be small in relation to the amount of restaurant turnover in those 

locations. 

 It is considered there is a high likelihood of latent demand for a multiplex cinema 

as locals must currently travel considerable distances to multiplex cinemas 

showing a range of new film releases. The cinema at Westwood is likely to 

attract some custom from places like Taunton and Exeter, but the amount that 

represents will be small in relation to the market size. There appears to be 

capacity in the whole 30 minute drive time zone from Junction 27 for substantial 

increase in provision. 

 The advent of digital projection means that it will be possible for small local 

cinemas to operate in town centres in the area alongside a multi-screen cinema 

at Westwood. Westwood probably represents the only opportunity for residents 

in the area to have a wide selection of films. That is because of the economics of 

developing multi-screen cinemas. 
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1 LOCAL LEISURE SUPPLY & 

MAPS 
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Figure 23: Leisure audit of Tiverton, Cullompton and Crediton 

 

 

 

TIVERTON
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

Tivoli Cinema 32 Fore Street EX16 6LD Merlin 1 screen £6.50 n.a Small, local town centre cinema with plans for 3 screens

Visitor Attractions & Play

Knighthayes Court & Gardens Bolham, Tiverton EX16 7RQ National Trust - £8.10 112,000 Heritage house, gardens, function/wedding venue

Tiverton Castle Park Hill, Tiverton EX16 6RP Private - £7.00 n.a Castle with 4 x self catering apts

Tiverton Museum of Mid Devon Life Beck's Square, Tiverton EX16 6PJ Charitable Trust - £4.50 10,000 Local heritage museum

Monster Mansion Heathcoat Way, Tiverton EX16 4DB Private - £4.45 n.a Childrens indoor play frame, café and party centre at local football club

Performing Arts Venues

Tiverton Community Arts Theatre Bolham Road EX16 6SQ Charitable Trust 300 seats £5-15 n.a Mixed amateur and touring shows in school / volunteer theatre

Sports, Fitness & Swimming

Exe Valley Leisure Centre Bolham Road EX16 6SG Mid Devon Leisure - £2-6 n.a Main pool, learner pool, fitness studio, tennis courts, astro pitch

Petroc College Gym Bolham Road EX16 6SH Petroc - £17.50/month n.a Public access gym run at Further Education college

Willows Health & Fitness Fore Street EX16 6LH Willows Health & Fitness - £25/month n.a Small, private membership gym

Outdoor Activity Centres

n.a - - - - - - -

CULLOMPTON
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

n.a. - - - - - - -

Visitor Attractions & Play

Killerton House Broadclyst EX15 3LE National Trust - £9.60 180,000 Estate house and gardens

Coldharbour Mill Working Wool Museum Uffculme, Cullompton EX15  3EE Coldharbour Mill Trust - £7.00 8,000 Mill museum/tour experience with shop/café

Devon Railway Centre Bickleigh EX16 8RG Private - £7.80 n.a. Heritage attraction with model village, steam train rides, play areas

Diggerland Verbeer Manor, Cullompton EX15 2PE Private - £19.95 n.a. Outdoor digger attraction

Performing Arts Venues

n.a. - - - - - - -

Sports, Fitness & Swimming

Culm Valley Sports Centre Meadow Lane, Cullompton EX15 1LL Mid Devon Leisure - £2-6 n.a. Fitness studios, sports hall, astro pitch, squash courts, sauna

Outdoor Activity Centres

Quad World Exeter Road, Bradninch EX5 4LB Private - £25.00 n.a. Outdoor quad bike track and centre, £25 for 45 min experience

Land Rover Experience Wessington Farm, Awliscombe, Honiton EX14 3NU Private - £225 / half day n.a. 35 acre off road driving course

CREDITON
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

n.a - - - - - - -

Visitor Attractions & Play

Waie to Play The Waie Inn, Zeal Monachorum EX17 6DF The Waie Inn - £3.50 n.a Indoor play centre at pub with rooms

Performing Arts Venues

Crediton Arts Centre East Street, Crediton EX17 3AX Friends of Crediton Arts Centre Trust - £4-8 c.10,000 Self funded, volunteen led arts organisation

Sports, Fitness & Swimming

Lords Meadow Leisure Centre Commercial Road, Crediton EX17 1ER Mid Devon Leisure - £2-6 n.a Main pool, learner pool, gym, fitness studio, sports hall, tennis, squash courts, sauna

Outdoor Activity Centres

n.a - - - - - - -



 

 

F
I
N

A
L
 

j1
4
1

1
 w

e
s
tw

o
o
d

 le
is

u
re

 d
e
s
tin

a
tio

n
 im

p
a
c
t a

s
s
e
s
s
m

e
n
t fin

a
l.d

o
c
x
/2

0
1

4
-0

7
-0

8
 1

0
:4

2
  

C
O

L
L
IE

R
S

 IN
T

E
R

N
A

T
IO

N
A

L
 

3
4
 o

f 6
4

 

Figure 24: Leisure supply map of Tiverton, Cullompton and Crediton 
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Figure 25: Leisure audit of Wellington, Taunton & Bridgwater 

 

 

TAUNTON & WELLINGTON
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

Wellesley Cinema/Theatre 50 Mantle Street, Wellington TA21 8AU S&K Entertainment Ltd 1 screen / 375 seats £6.00 n.a 1937 art deco venue with 230 seats in stalls+145 circle

Odeon Taunton Heron Gate, Riverside, Taunton TA1 2LP Odeon 8 screens / 1597 seats £8.00 n.a Out of town multiplex

Hollywood Bowl Heron Gate, Riverside, Taunton TA1 2LP Hollywood Bowl 22 lanes £5.50 n.a Out of town bowling and entertainment centre

Visitor Attractions & Play

AJ's Activity Centre Frobisher Way, Taunton TA2 6BB Ajs - £4.00-£5.00 n.a Edge of town indoor play centre

Sheppey Cider Farm/Museum Three Bridges, Bradford-on-Tone TA4 1ER Sheppey's - £3.00 n.a Cider farm, museum , shop in rural location

Hestercombe Gardens Cheddon Fitzpaine, Taunton TA2 8LG Charitable Trust - £8.00-£9.00 n.a Heritage house, gardens and outdoor play

West Somerset Railway Bishops Lydeard TA4 3RU Charitable Trust - £15.00-£17.00 201,000 Hertiage rail attraction and ride

The Race Trac Bridge Street, Taunton TA1 1UB Private - £5.00-£15.00 n.a Indoor, virtual drive/kart racing

Performing Arts Venues

Wellesley Cinema/Theatre 50 Mantle Street, Wellington TA21 8AU S&K Entertainment Ltd 375 seats £5.00-£15.00 n.a Occasional theatre use in cinema

Brewhouse Theatre (reopening) Coal Orchard, Taunton TA11JL Taunton Deane Borough Council 350 seats £5.00-£15.00 n.a Council acquired theatre and plans to reopen in 2014

Sports, Fitness & Swimming

Wellington Sports Centre Corams Lane,  Wellington TA21 8AL Tone Leisure - £35-£40 /month n.a Main pool, gym, fitness studio, sports hall, sauna, squash courts, soft play

Virgin Active Taunton East Reach, Taunton TA1 3HT Virgin Active - £50-£65 n.a National health club operation in town centre, with pool

Activate Fitness 30a Bridge Street, Taunton TA1 1UB Private - £33-£45 /month n.a Local private gym/fitness club in town centre

Elect Fitness Gym Viney Street, Taunton TA1 3FB Private - £20 /month n.a Local private gym/fitness club in town centre

Wellsprings Leisure Centre Cheddon Road, Taunton TA2 7QP Tone Leisure - £3.00-£6.00 n.a Edge of town leisure centre with gym, fitness, sports hall, tennis

Blackbrook Pavillion Blackbrook Way, Taunton TA1 2PX Tone Leisure - £3.00-£6.00 n.a Edge of town leisure centre with gym, fitness, sports hall, tennis, climbing, soft play

Taunton Pool Station Road, Taunton TA1 1PB Tone Leisure - £3.00-£6.00 n.a Town centre indoor pool

Outdoor Activity Centres

Vivary Adventure Centre / High Ropes Vivary Park, Taunton TA1 3QE Tone Leisure - £12.00-£20.00 n.a High ropes course in town centre park

Wimbleball Lake Country Park Dulverton, Exmoor TA22 9NU SW Lakes Trust - - n.a Country park with watersports, trails, fishing, café, camping

Sailing/Kayaking/Rowing - - - - £20.00 n.a £3-4 car parking

High Ropes - - - - £10.00 n.a Pay per activity

MTB/Cycle Routes - - - - Free n.a

BRIDGWATER
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

Scott Cinema Penel Orlieu, Bridgwater TA6 3PH Scott Cinemas 2 screens / 345 seats £6.00 n.a Former 1930's town centre art deco cinema

Visitor Attractions & Play

Willow Play Village Wylds Road, Bridgwater TA6 4BH Private - £4.00-£5.00 n.a Indoor soft play centre

Cannington Walled Gardens Church Street, Cannington TA5 2HA Bridgwater College - £3.50 n.a Walled garden and café

Tropicaria Zoo Washford Cross, Watchet TA23 0QB Private - £9.00 n.a Wildlife park attraction

Performing Arts Venues

Bridgwater Arts Centre Castle Street, Bridgwater TA6 3DD Chariable Trust 173 seats £5.00-£12.00 n.a Local theatre, gallery and bar

Sports, Fitness & Swimming

Trinity Sports & Leisure Chilton Street, Bridgwater TA6 3JA 1610 - £4.00-£6.00 n.a 6-lane 25m pool, Learner pool, sports hall, gym, studio, café

Robert Blake & Elwood Leisure Hamp Avenue, Bridgwater TA6 6AW 1610 - £4.00-£6.00 n.a Gym, fitness studio, sports hall

Unique Health & Fitness Huntworth Gate, Bridgwater TA6 6LQ Private - £48 /month n.a Local private gym/fitness club in town centre

Quantock Lodge Leisure Over Stowey, Bridgwater TA5 1HD Private - £30 /month n.a Pool, gym, sports hall

Outdoor Activity Centres

Middlemoor Water Park Woolavington TA7 8DN Private - - n.a Watersports lake, club house, go karting

Water Skiing - - - - £20.00 n.a

Wake Boarding - - - - £20.00 n.a

Jet Skiing - - - - £40.00 n.a

Go Karting - - - - £10.00 n.a

Mine Head Eye Mart road, Minehead TA24 5DU Community Interest Co. - - n.a Community run skatepark/youth centre

Indoor Climbing - - - - £3.00-£6.00 n.a

Indoor Skate Park - - - - £3.00-£6.00 n.a
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Figure 26: Leisure supply map of Wellington, Taunton, Bridgwater 
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Figure 27: Leisure audit of the Barnstaple area 

 

BARNSTAPLE
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

Scott Cinemas Bouport Street, Barnstaple EX31 1SR Scott Cinemas 4 screens / 530 seats £6.00 n.a Former 1930's town centre art deco cinema, purchased and converted in 1999100 seats

Lets Go Entertainment Centre Braunton Road, Barnstaple EX31 1lG Lets Go - n.a Edge of town mixed entertainment centre 

Tenpin  bowling - - - - £6.95 - -

Synthetic Ice rink - - - - £6.45 - -

Kareoke pods - - - - £5.00 - -

Laser Tag - - - - £5.95 - -

Snooker/pool hall - - - - £2.95 - -

Visitor Attractions & Play

Arlington Court & Carriage Museum Arlington EX31 4LP National Trust - £9.00 90,000 Heritage house, gardens, museum

Quince Honey Farm Nortyh Road, South Molton EX36 3AZ Private - £5.95 n.a Honey farm with bee exhibition, soft play, café and shop, employs c21 people

The Big Sheep Farm Attraction Abbotsham Rd, Bideford EX39 5AP Private - £12.95 n.a Multi -activity/indoor/outdoor farm centre

Cobbaton Combat Collection Chittlehampton, Umberleigh EX37 9RZ Private - £7.00 9,700 Military equipment collection/museum

Combe Martin Wildlife and Dinosaur Park Combe Martin, Ilfracombe EX34 0NG Private - £13.99 70,000 Small zoo attraction with dinosaur show

Exmoor Zoological Park South Stowford EX31 4SG Private - £11.95 44,000 Small zoo attraction

Ilfracombe Aquarium Ilfracombe Harbour EX34 9EQ Private - £4.25 40,000 Small aquarium attraction

Ilfracombe Museum Wilder Road, Ilfracombe EX34 8AF Trust - £3.00 16,000 Indepenent local museum, non-funded

Watermouth Castle &  Theme Park Berrynarbor, Ilfracombe EX34 9SL Private - £12.50 85,000 Multi -activity/indoor/outdoor castle theme park

Performing Arts Venues

The Queens Theatre Bouport Street, Barnstaple EX31 1SY North Devon Theatre's Trust 680 seats Touring venue with mixed performance programme, reopened in 1996.

Landmark Theatre Seafront, Wilder Road, Ilfracombe EX34 9BZ North Devon Theatre's Trust 480 seats Touring venue with cinema capability + 200 capacity flat floor space

Sports, Fitness & Swimming

North Devon Leisure Centre Seven Brethren Bank, Barnstaple EX31 2AP Parkwood Community Leisure £3.60-£7.95 n.a. Main pool, learner pool, gym, fitness studio, sports hall, sqush, soft play, indoor bowling, creche, cafe

Inspiration Fitness Fishleigh Road, Barnstaple EX31 3UD Private £32/month n.a. Private gym/fitness club

Floor ONE Fitness Gammon Walk, Barnstaple EX31 1DJ Private £34/month n.a. Private gym/fitness club

Fitness Factory Rolle Street, Barnstaple EX31 1JN Private £33/month n.a. Private gym/fitness club

Outdoor Activity Centres

Devon Karting Centre Braunton Road, Barnstaple EX31 1HN Private £25 n.a. Outdoor 650m go-karting track

Southdown Adventure Southdown, Yarnscombe EX31 3LZ Private £25 n.a. Mixed activity centre - quad bikes, clay shooting, paintball, zorbing etc

Ultimate Adventure Centre Abbotsham Rd, Bideford EX39 5AP Private £25 n.a. Mixed activity centre - Assault Course, High Ropes

Mud Mayhem Ilfracombe EX34 9RJ Private £50 Off road driving and quad biking

Croyde Surf Academy Croyde EX33 1QE Private £35 Surf school

Lyndon Wake Surf School Croyde EX33 1PA Private £30 Surf school
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Figure 28: Leisure supply map of Barnstaple area 
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Figure 29: Leisure audit of Exeter area 

 

EXETER
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

Vue Exeter Summerland Gate, Cheeke Street, Exeter EX1 2DD Vue 7 screens /  1037 seats £8.88 n.a Multiplex cinema in town centre, slightly off pitch location. NB next to bus station develoment site with lieusre plans

Odeon Exeter Sidwell Street, Exeter EX4 6PL Odeon 4 screens /  944 seats £8.00 n.a Secondary high-street location off town centre

Picturehouse Exeter 51 Bartholemew Street, Exeter EX4 3AJ Picturehouse 2 screens / 299 seats £8.20 n.a Mixed, adult programme with licensed bar, town centre location

Savoy Cinema Exmouth Strand Gardens, Exmouth EX8 1HP Scott Cinemas 3 screens / 305 seats £6.00 n.a Former 1930's town centre art deco cinema

Tenpin Exeter Havenbanks Retail Park, Water Lane EX2 8BY Tenpin 22 lanes £6.99 n.a National bowling centre operator with amusements and sports bar in out of town retail park

Visitor Attractions & Play

Exeter Cathedral 1 The Cloisters, Exeter EX1 1HS CofE - £6.00 118,000 Cathedral

Crealy Great Adventure Park Sidmouth Road, Exeter Ex5 1DR Crealy 100 acres / 60 activities £16.95 200,000 Family theme/adventure park east of Exeter - sites in Devon (1989) and Cornwall (2004)

RAMM Queen Street, Exeter EX4 3RX Exeter City Council - Free 250,000 City museum

Castle Drogo Drewsteignton, Exeter EX6 6PB National Trust - £8.70 113,000 Heritage attraction/garden

World of Country Life Westdown Lane, Sandy Bay, Exmouth EX8 5BY World of Country Life - £10.85 n.a Farm attraction with animals, play areas, café etc

Darts Farm Village Topsham, Exeter EX3 0QS Darts Farm - Free n.a Local produce food hall and mixed retail

Performing Arts Venues

Exeter Corn Exchange George Street, Exeter EX1 1BU Exeter City Council 500 seats £5.00-£25.00 n.a 500 capacity venue in city centre

Exeter Northcott Theatre Stocker Road, Exeter EX4 4QB Charitable Trust 460 seats £5.00-£25.00 n.a Touring, mixed performance shows located on Uni campus

Exeter Barnfield Theatre Barnfield Road, Exeter EX1 1SN Barnfield Theatre Ltd - Charity 270 seats £5.00-£20.00 n.a Local producing theatre

Exeter Phoenix Bradninch Place, Gandy Street, Exeter EX4 3LS Charitable Trust 216 seats £7.00-£12.00 n.a Mixed contemporary arts centre

The Bike Shed Theatre 162 Fore Street, Exeter EX4 3AT Private 60 seats £7.00-£12.00 n.a Small private producing theatre

Sports, Fitness & Swimming

David Lloyd Leisure Exeter Sandy Park Way, Exeter EX2 7NN David Lloyd Leisure - £80-£100 /month n.a Out of town members health/fitness club with indoor/outdoor pools and tennis courts

Fitness First Exeter Tudor Street, Exeter EX4 3BR Fitness First - £25-£40 /month n.a Town centre gym/fitness centre - gym/studio, no pool

Sweat & Stretch Devon House, Paris Street, Exeter EX1 2JB Sweat & Stretch - £25-£35 /month n.a Indepenent town centre gym

Precision Fitness & Performance Oak Tree Place, Manaton Close, Matford EX2 8WA Precision - £25-£35 /month n.a Indepenent out-of-town gym

Topsham Outdoor Pool Fore Street, Topsham EX3 0HF Charitable Trust - £3.50 n.a Community/volunteer run, seasonal, out door swimming pool

Riverside Leisure Centre Cowick Street, Exeter Ex4 1AF Parkwood Community Leisure - £4.00-£8.00 n.a Local authority leisure centre with gym, studios, 2 x pools, sports hall, 2 x squash, crech, soft play, party room, café

Northbrook Pool/Golf Beacon Lane, Exeter EX4 8LZ Parkwood Community Leisure - £3.00-£5.00 n.a Local authority indoor swimming pool and golf

Pyramids Leisure Centre Heavitree Road, Exeter EX1 2LA Parkwood Community Leisure - £3.00-£5.00 n.a Local authority leisure centre with gym, studios, 2 x pools, boxing, sauna

Exeter Arena Exhibition Field, Exeter EX4 8NT Parkwood Community Leisure - £3.00-£5.00 n.a Athletics track and gym

Clifton Hill Sports Centre Clifton Hill, Exeter EX1 2DJ Parkwood Community Leisure - £3.00-£5.00 n.a Local authority centre with gym, studios, sports hall, 2 x squash

Wonford Sports Centre Rifford Road, Exeter EX2 6NF Parkwood Community Leisure - £3.00-£5.00 n.a Local authority centre with gym, sports gall, astro pitch

Outdoor Activity Centres

Quay Climbing Centre Haven Road, Exeter EX2 8AX Quay Climbing - £8.00 n.a South West's largest indoor climbing centre + Clip n Climb

Haven Banks Outdoor Education Centre Haven Road, Exeter EX2 8DP Devon County Council/Exeter College - £20.00-£40.00 /day n.a Major outdoor activity and waer sports education centre on Quayside

Go Ape Haldon Forest Bullers Hill, Kennford EX6 7XR Go Ape - £30.00 16,000 High ropes course in forest

Haldon Forest Country Park Bullers Hill, Kennford EX6 7XR Forestry Commission - £3-4 / car 280,000 Forest country park with walking, cycling, horse trails with cycle hire,café

Exe Wake Watersports Exmouth Marina EX8 1DU Private - £50 n.a Wakeboarding/waterskiing centre
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Figure 30: Leisure supply map of Exeter 
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Figure 31: Leisure audit of the Torquay area 

 

TORQUAY
Leisure & Entertainment Address Post Code Operator Quantum Av. Adult Entry £ Visits Per Year Description/Comment

Central Cinema 29 Abbey Road, Torquay TQ2 5 NQ Merlin Cinemas 4 screens £5.00 n.a Acquired 2-screen Odeon in 2000, expanded to 4-screen 3D

Vue Cinema Torbay The Esplanade, Paignton TQ4 6AG Vue 9 screens / 1568 £7.68 n.a Town centre multiplex

AMF Bowling Torquay Torwood Street, Torquay TQ1 1DZ AMF Bowling 21 lanes £5.50 n.a Town centre bowling and entertainment centre

Visitor Attractions & Play

Greenway Garden Greenway Road, Galmpton TQ5 0ES National Trust - £9.40 86,000 Agatha Christie's former house and garden

Paignton Pier Paignton Sands, Paignton TQ4 6BW Private - Free 563,000 Indoor/outdoor family seaside amusements on pier

Paignton Zoo Totnes Road, Paignton TQ4 7EU Trust - £15.95 462,000 Zoo attraction in edge of town location

Wizz Kidz Play Centre Brixham TQ5 8UA Private - £3.50 18,000 Indoor play centre

South Devon Railway Buckfastleigh TQ11 0DZ Trust - £12.40 102,000 Hertiage rail attraction and ride

Splashdown Quaywest Waterpark Goodrington Sands, Tanners Road, Paignton TQ4 6LN Lemur Waterparks Ltd - £13.00 n.a Outdoor water park/flume rides on seafront

Rainbow Funhouse Torwood Gardens Rd, Torquay TQ1 1EQ Private - £4.25 n.a Indoor play centre, town centre

Performing Arts Venues

Princess Theatre Torquay Torbay Road, Torquay TQ2 5EZ Ambassador Theatre Group 1500 capacity £20-30 n.a Large 1960's seafrton receiving venue

Palace Theatre, Paignton Palace Avenue, Paignton TQ3 3HF Torbay Council 380 capacity £15 n.a Local receiving and amateur producing venue

Babbacombe Theatre Babbacombe Downs, Torquay TQ1 3LU Private 600 capacity £16 n.a Local receiving and amateur producing venue

Toads Little Theatre St Marks Road, Meadfoot, Torquay TQ1 2EL Private 250 capacity £12 n.a Amateur producing theatre company

Sports, Fitness & Swimming

Torbay Leisure Centre Penwill Way, Paignton TQ4 5JR Parkwood Community Leisure - £3.00-£8.00 n.a Main pool, learner pool, gym, fitness studio, sports hall, sqush, soft play, indoor bowling, creche, cafe

Riviera International Centre / Waves Leisure Pool Chestnut Avenue, Torquay TQ2 5LZ Torbay Council 1500 venue £3.00-£9.00 n.a 1500 capacity event venue, gym and leisure pool

Admiral Swimming Centre Higher Ranscombe Road, Brixham TQ5 9HF Private 4 lane pool £4 n.a Indoor community 4 lane 25m pool

Torbay Velopark Penwill Way, Paignton TQ4 5JR Torbay Council - £2.00 n.a Outdoor, off road cycling track

Outdoor Activity Centres

Battlefield LIVE Torbay Dartmouth Road, Churston, Brixham TQ5 0JT Private - £15 n.a Outdoor, infra-red combat game

River Dart Adventures River Dart Country Park, Ashburton TQ13 7NP Private - £4-£8 n.a Outdoor, adventure/high ropes/play park

Decoy Country Park Newton Abbott TQ12 1EB Teignbridge Borough Council - Free entry n.a Country park, outdoor recreation and play - skate/bmx/sailing/canoeing/fishing
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Figure 32: Leisure supply map of Torquay area 

 
 



FINAL 

j1411 westwood leisure destination impact assessment final.docx/2014-07-08 10:42  

COLLIERS INTERNATIONAL 43 of 64 

2 OTHER MAJOR LEISURE-LED 

DEVELOPMENTS 

2.1 BUS AND COASH STATION, EXETER 

Exeter Core Strategy identifies the Bus Station site as the major development 

opportunity in the city centre. The site is identified as being suitable for mixed use 

development, including retail and leisure.  

Local Plan Policy KP3 is a site specific policy relating to the Bus Station site. It 

provides for a development of: 

‘an enhanced bus station, commercial leisure facilities, including potentially a multi-

screen cinema, retail floor space, an extended street market, short stay car parking 

and possibly non-family housing’. 

According to the Council’s published ‘Development Principles’
18

, one of the guiding 

principles states ‘The development will be a retail and leisure led mixed use 

development, incorporating a new bus station’. ‘The street level experience is 

envisaged as being mainly retail units with cafes and restaurants. The site offers 

the opportunity to complement these retail elements with a significant leisure 

element, and in addition there is potential for hotels, residential and office uses.’ 

Figure 33: Aerial view and site boundary of the Bus Station site, Exeter 

 

 

18 Bus and Coach Station Development Principles, Exeter City Council, June 2012 
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Land Securities are understood to be the preferred development partner and are 

reported to be submitting an outline planning application for the whole site early 

next year. 

Details of the plans are not publically available but the concept is understood to 

divide the site into three parts: 

1 A Commercial Leisure/Retail Centre – possibly to include a multi-screen 

cinema, bowling and a selection of restaurants/cafes. 

2 Public Leisure Centre
19

 – a £20m local authority leisure centre due for 

completion in 2018 with 25m swimming pool, 20m training pool, fitness suite, 

health suite, 3 x studios, climbing wall, soft play/crèche and a cafe. 

3 New Bus Station. 

Figure 34: Illustration of proposed new pool complex on Exeter bus station site 

 

Source: Exeter Express and Echo 

2.2 MOOR EXCHANGE, J29 

This is included for information but is not considered a major leisure 

scheme. 

Moor Exchange is planned as a new out of town retail complex on the Honiton 

Road to the east of Exeter by J29 of the M5. 

Initial plans have been made public reported to provide for local level retailing 

needs and will include a provision for some restaurants/cafés. 

The target opening date is 2016. A planning application is yet to be made.  

 

19 Referenced in Exeter Express and Echo June 26th 2014. 
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It is not understood to include any commercial leisure uses. 

2.3 CRANBROOK TOWN CENTRE, EAST DEVON 

This is included for information but is not considered a major leisure 

scheme. 

Cranbrook is a new town community in planning and under development to the 

north of Exeter airport on the B3174 (London Road). 

Outline planning permission has been secured for 2,900 homes, with around 500 

homes already delivered and occupied in 2014. 

Details of the development of a Cranbrook Town Centre are in preparation. The 

Employment and Retail Strategy (2008) describes consent for 6,700 m2 of retail 

floorspace, including A3 and A4 uses. 

When delivered the town centre plans are likely to include a certain amount of 

restaurant/café provision, most likely of a relatively small scale, independent 

nature. It is unlikely to have a significant commercial leisure anchor such as a 

multi-screen cinema. 
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3 MARKET DEMAND 

ASSESSMENT 
This section outlines the potential market catchment for Westwood. It focuses on 

two main groups: 

 Potential Day Visitors – people who live within 1.5 hours drive of the site, split 

into zones covering 30, 60 and 90 minutes. 

 Tourists: 

 Domestic overnight visitors staying within certain Local Authorities in two 

defined areas: 

 Inner Zone (roughly 30 minutes’ drive): Mid Devon, Exeter, East Devon and 

Taunton Deane. 

 Outer Zone (roughly 30-60 minutes’ drive): the rest of Devon, the rest of 

Somerset, North and West Dorset and Bristol/Avon.  

 International visitor data is available at the county/unitary authority level and is 

shown separately. 

3.1 LOCAL RESIDENTS 

Figure 35 shows a map which, according to the programming of CACI, covers 

approximately 15 minute drive from the location of Westwood. The area covers 

Tiverton, Cullompton, Willand, Wellington and reaches to the outskirts of Taunton. 

People here will find it easiest to visit Westwood and are likely to have the highest 

propensity to visit leisure facilities such as the restaurants and cinema. About 

65,000 people live in that area in about 26,400 households
20

. The population is 

projected to increase by about 4% to about 65,000 in 2018, and by about another 

4% to 67,000 in 2024. 

Figure 36 has a detailed profile of the population of the area using the ACORN 

consumer classification system. It shows that the area is dominated by a mix of 

affluent residents, including commuters, in countryside homes and villages, with 

more financially stretched families and pensioners in the towns. 
 

 

20 CACI. 
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Figure 35: Area roughly 15 minutes’ drive from Junction 27 

 

Source: Colliers International GIS mapping, based on CACI data 
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Figure 36: Profile of the 15 minute area using ACORN segmentation
21

 

 

Source: CACI, 2014 estimate based on census data 
 

 

21 Copyright CACI Ltd 

 Acorn Type Description Profile % for Area % for Base Index 0 100 200

1 Affluent Achievers 12,164 19.5 22.2 88

1.A Lavish Lifestyles 6 0.0 1.3 1

1.B Executive Wealth 6,151 9.9 12.1 82

1.C Mature Money 6,007 9.6 8.8 109

2 Rising Prosperity 1,157 1.9 8.7 21

2.D City Sophisticates 0 0.0 3.2 0

2.E Career Climbers 1,157 1.9 5.6 33

3 Comfortable Communities 23,731 38.1 27.4 139

3.F Countryside Communities 12,344 19.8 6.5 306

3.G Successful Suburbs 5,634 9.0 6.0 151

3.H Steady Neighbourhoods 1,353 2.2 8.4 26

3.I Comfortable Seniors 2,634 4.2 2.6 165

3.J Starting Out 1,766 2.8 4.0 71

4 Financially Stretched 19,162 30.8 23.8 129

4.K Student Life 224 0.4 2.4 15

4.L Modest Means 6,994 11.2 7.9 142

4.M Striving Families 7,979 12.8 8.7 148

4.N Poorer Pensioners 3,965 6.4 4.9 131

5 Urban Adversity 5,373 8.6 17.0 51

5.O Young Hardship 2,464 4.0 5.0 79

5.P Struggling Estates 2,229 3.6 7.4 49

5.Q Difficult Circumstances 680 1.1 4.6 24

6 Not Private Households 673 1.1 0.9 126

6.R Not Private Households 673 1.1 0.9 126

Total 62,260
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3.2 POTENTIAL DAY VISITS 

This section examines the market for people who might visit Westwood from home. 

It includes local people discussed in the previous section. 

3.2.1 CATCHMENT POPULATIONS 

90 minutes is the maximum that people will drive for a day trip to a leisure 

destination in most cases, although some will go further on occasion. 

Figure 38 is a map showing drive time areas for 30, 60, 90 and 120 minutes’ drive. 

The 90 minute to 2 hour zone, marked yellow on the map, extends to places like 

Truro and South Wales and, while some people will travel from there, it has been 

excluded from the assessment. 

About 3.5m people live within 90 minute drive of J27 of the M5. 

The people likely to have the highest propensity to visit for a day trip are those 

living in the 30 minute band, because of proximity. That is about 417,000 people. It 

includes Exeter and Taunton. The next band of 30-60 minutes has another 

981,000 people, and the farthest band of 60-90 minutes’ has another 2.1m. 

The relatively small number of people living within 60 minutes means that the offer 

at Westwood has to have a critical mass and destination impact to reach larger 

population catchments from further afield. 

Figure 37: Summary of population catchments by drive time 2014 

 

Source: CACI, 2014 estimate based on census data 

Catchment Population 2014 % of total

0-30 mins 417,000 12%

30-60 mins 981,000 28%

60-90 mins 2,135,000 60%

Target Market 3,533,000 100%
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Figure 38: Drive time population catchment map for J27 of M5 (EX16 7HD) 

 

Source: Colliers International GIS mapping, based on CACI data 

3.2.2 AGE PROFILE 

The numbers marked in red in Figure 39 show age bands where there is higher 

representation than the national average. It shows that the population across all 

three rings is more weighted to people over the age of 55 than in Britain generally. 

Figure 39: Age profile summary by catchment 

 

Source: CACI, 2014 estimate based on census data 

UK

AGE 0-30 mins 30-60 mins 60-90 mins Average

0 - 4 5.8% 5.4% 6.0% 6.3%

5 - 14 10.5% 10.7% 11.0% 11.3%

15 - 24 13.6% 10.3% 13.3% 12.7%

25 - 34 12.2% 10.0% 12.9% 13.9%

35 - 44 12.0% 11.4% 12.4% 13.1%

45 - 54 13.8% 14.5% 14.1% 14.0%

55 - 64 11.9% 13.6% 11.7% 11.3%

65 - 69 6.0% 7.4% 5.8% 5.4%

70 - 74 4.4% 5.4% 4.3% 3.9%

75 - 79 3.7% 4.4% 3.4% 3.2%

80 - 84 3.0% 3.4% 2.6% 2.4%

85+ 3.1% 3.7% 2.5% 2.3%
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3.2.3 ACORN PROFILE OVERVIEW 

Acorn is a socio-demographic segmentation tool owned by the data company CACI 

which categories the UK’s population into demographic types and consumer 

profiles. Figure 40 shows the makeup of the three drive time catchment 

populations as segmented by the six main Acorn categories, and compares them 

to the national average. 

A consistent story across the three catchment areas is the high percentage of the 

Comfortable Communities category. This group represents over a third of 

residents and is significantly higher than the national average. This category is 

described as ‘middle-of-the-road Britain, stable families and empty nesters in semi-

rural locations who generally own their own home. Most people are comfortably off. 

They may not be very wealthy, but they have few major financial worries.’ 

There is a notably high proportion of Affluent Achievers in the 30-60 minute 

catchment. This group are typically affluent professional families and wealthy 

retirees who have time and money. These people are a key target market for the 

middle-upper market positioning of Westwood.  

The numbers of people categorised as Rising Prosperity and Urban Adversity 

are low across the catchments, which reflects the rural nature of the area. 

Figure 40: Acorn consumer classification summary by catchment  

 

 

Source: CACI, 2014 estimate based on census data 

Total

Acorn Categories 0-30 mins 30-60 mins 60-90 mins UK Average 0-90

Affluent Achievers 23% 29% 23% 22%

Rising Prosperity 4% 3% 7% 9%

Comfortable Communities 34% 35% 32% 27%

Financially Stretched 27% 23% 25% 24%

Urban Adversity 11% 9% 12% 17%

Not Private Households 1% 2% 1% 1%

Total Catchment Population 417,000 981,000 2,135,000 3,533,000

% of total population in catchment

0%
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3.2.4 30 MINUTES CATCHMENT 

There are an estimated 417,000 people living within 30 minutes’ drive, with an 

older age profile than the national average, especially in the 55+ categories. 

Population is forecast to grow by about 6% to 444,000 over the next 10 years, with 

the majority of the growth forecast in the same 55+ categories. 

Figure 41: 0-30 population by age – 2014 estimate and 2024 forecast 

 

Source: CACI, 2014 estimate based on census data 

The 30 minute catchment is characterised by a mix of comfortable rural 

communities, the financially stretched and mature wealth. 

The most well represented Acorn category is Comfortable Communities with 

143,000, or 34% of the total, which is 7%pts higher than the national average. 

The second largest category is Financially Stretched with around 112,000 

people, 27% of the total population, 3%pts more than the national average. This 

category includes families on modest incomes, pensioners and students.  

There is also significant wealth in the area with two groups of Affluent Achievers 

both recording over 40,000 people each. Executive Wealth and Mature Money take 

in the affluent professional families in Exeter and Taunton and wealthy retirees who 

have the time and money to enjoy life. This group should be a primary target for 

repeat visits and spend at Westwood. 

AGE UK Index Difference

2014 0-30 mins % of total Average Av =100 2024 2014 v 2024

0 - 4 24,080 6% 6% 91 23,730 -1%

5 - 14 43,919 11% 11% 93 52,133 19%

15 - 24 56,778 14% 13% 107 53,027 -7%

25 - 34 50,938 12% 14% 88 53,064 4%

35 - 44 49,972 12% 13% 92 51,926 4%

45 - 54 57,693 14% 14% 98 50,101 -13%

55 - 64 49,858 12% 11% 105 58,206 17%

65 - 69 25,118 6% 5% 112 24,389 -3%

70 - 74 18,542 4% 4% 113 23,107 25%

75 - 79 15,346 4% 3% 113 22,310 45%

80 - 84 12,396 3% 2% 123 14,841 20%

85+ 12,782 3% 2% 133 16,779 31%

Total 417,422 100% 100% 443,613 6%
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Figure 42: Consumer profile of 0-30 minute catchment 

 

Source: CACI/Acorn Population Profile 

3.2.5 30-60 MINUTES CATCHMENT 

There are an estimated 980,000 people living within 30-60 minutes’ drive. It is also 

characterised by higher than average older age groups.   

The population is under represented in the 15-44 age groups by comparison to the 

national average. 

Population is forecast to grow by about 8% to over 1m by 2024, especially in the 

70+ age groups. 

UK Difference

# Acorn profile Total % of total Average v UK Av.

Affluent Achievers 94,145 23% 22% 0.4%

1.A Lavish Lifestyles 406 0% 1% -1.2%

1.B Executive Wealth 43,867 11% 12% -1.6%

1.C Mature Money 49,872 12% 9% 3.1%

Rising Prosperity 17,916 4% 9% -4.4%

2.D City Sophisticates 2,085 0% 3% -2.7%

2.E Career Climbers 15,831 4% 6% -1.8%

Comfortable Communities 142,982 34% 27% 6.9%

3.F Countryside Communities 50,182 12% 7% 5.5%

3.G Successful Suburbs 31,752 8% 6% 1.6%

3.H Steady Neighbourhoods 20,127 5% 8% -3.6%

3.I Comfortable Seniors 15,554 4% 3% 1.1%

3.J Starting Out 25,367 6% 4% 2.1%

Financially Stretched 112,194 27% 24% 3.1%

4.K Student Life 17,785 4% 2% 1.9%

4.L Modest Means 37,268 9% 8% 1.0%

4.M Striving Families 38,643 9% 9% 0.6%

4.N Poorer Pensioners 18,498 4% 5% -0.5%

Urban Adversity 44,555 11% 17% -6.3%

5.O Young Hardship 18,816 5% 5% -0.5%

5.P Struggling Estates 14,927 4% 7% -3.8%

5.Q Difficult Circumstances 10,812 3% 5% -2.0%

Not Private Households 5,630 1% 1% 0.4%

6.R Not Private Households 5,630 1% 1% 0.4%

TOTAL 417,422 100%

0-30 mins drive
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Figure 43: 30-60 minute populations by age – 2014 estimate and 2024 forecast 

 

Source: CACI, 2014 estimate based on census data 

The 30-60 minute catchment is characterised by a stronger representation of 

Affluent Achievers and continued presence of the Comfortable Communities 

throughout the market towns and villages of Devon, Somerset and Dorset. 

The Mature Money group within the Affluent Achievers category has the largest 

single group population with around 166,000, or 17% of the total, which is 8%pts 

higher than the national average. People in this group are described as: 

‘Older, empty nesters and retired couples who often own their house outright with 

no mortgage payments…In their leisure time they enjoy gardening, walking, 

photography or golf. They appreciate good food and wine and will go on regular 

holidays. They often shop at Waitrose, Marks & Spencer and John Lewis. 

The Executive Wealth group also has good representation at around 111,000 

people, which is in line with the national average. 

Comfortable Communities has the highest total numbers of people of any of the 

categories with 345,000, 35% of the total, especially in the Countryside 

Communities group (139,000), 14% of the total and higher than national average.  

The Financially Stretched category also maintains presence with significant 

populations that are on par with the national average. Given the lack of a 

significant urban centre in the area, there are not many students. 

The Rising Prosperity category illustrated by City Sophisticates and Career 

Climbers are also under represented which is consistent with the largely rural 

catchment.   

AGE UK Index Difference

2014 30-60 mins % of total Average Av =100 2024 2014 v 2024

0 - 4 52,737 5% 6% 87 53,409 1%

5 - 14 104,472 11% 11% 94 123,642 18%

15 - 24 100,621 10% 13% 88 93,921 -7%

25 - 34 97,896 10% 14% 77 105,030 7%

35 - 44 111,521 11% 13% 88 114,598 3%

45 - 54 142,198 15% 14% 102 123,197 -13%

55 - 64 133,418 14% 11% 116 155,188 16%

65 - 69 72,680 7% 5% 130 67,695 -7%

70 - 74 52,625 5% 4% 129 65,384 24%

75 - 79 42,923 4% 3% 128 64,762 51%

80 - 84 33,284 3% 2% 135 41,701 25%

85+ 36,149 4% 2% 152 48,341 34%

Total 980,524 100% 100% 1,056,868 8%
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Figure 44: Consumer profile of 30-60 minute catchment 

 

Source: CACI/Acorn Population Profile 

3.2.6 60-90 MINUTES CATCHMENT 

There are an estimated 2.1m people living within 60-90 minutes’ drive. It includes 

the cities of Plymouth and Bristol. 

The age profile of the catchment is slightly biased towards the older age groups, 

but nothing like to the extent of the 0-30 and 30-60 catchments. 

Population is forecast to grow by about 7% to about 2.3m by 2024. 

UK Difference

# Acorn profile Total % of total Average v UK Av.

Affluent Achievers 279,452 29% 22% 6.3%

1.A Lavish Lifestyles 2,313 0% 1% -1.1%

1.B Executive Wealth 110,786 11% 12% -0.8%

1.C Mature Money 166,353 17% 9% 8.2%

Rising Prosperity 26,288 3% 9% -6.0%

2.D City Sophisticates 122 0% 3% -3.2%

2.E Career Climbers 26,166 3% 6% -2.9%

Comfortable Communities 345,321 35% 27% 7.8%

3.F Countryside Communities 139,308 14% 7% 7.7%

3.G Successful Suburbs 72,100 7% 6% 1.4%

3.H Steady Neighbourhoods 55,837 6% 8% -2.7%

3.I Comfortable Seniors 47,162 5% 3% 2.2%

3.J Starting Out 30,914 3% 4% -0.8%

Financially Stretched 221,644 23% 24% -1.2%

4.K Student Life 2,317 0% 2% -2.2%

4.L Modest Means 99,947 10% 8% 2.3%

4.M Striving Families 82,075 8% 9% -0.3%

4.N Poorer Pensioners 37,305 4% 5% -1.1%

Urban Adversity 92,506 9% 17% -7.6%

5.O Young Hardship 60,927 6% 5% 1.2%

5.P Struggling Estates 15,981 2% 7% -5.8%

5.Q Difficult Circumstances 15,598 2% 5% -3.0%

Not Private Households 15,313 2% 1% 0.7%

6.R Not Private Households 15,313 2% 1% 0.7%

TOTAL 980,524 100%

30-60 mins drive
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Figure 45: 60-90 minute population by age – 2014 estimate and 2024 forecast 

 

Source: CACI, 2014 estimate based on census data 

The consumer profile for the 60-90 minute catchment is more broadly balanced 

and reflective of the national average than the 0-30 and 30-60 minute catchments. 

Of the six main Acorn categories, Comfortable Communities is the only one with 

a total population significantly above the national average (+5%). The mix of 

groups in this category is well balanced with Steady Neighbourhoods providing the 

largest number of people. 

Affluent Achievers and Financially Stretched are both marginally above, but 

generally in line with, the national averages for their respective category totals. 

Executive Wealth, Mature Money and Striving Families all have more than 200,000 

people each. 

The numbers of people categorised as Rising Prosperity and Urban Adversity 

are also closer to the national average than for the 0-30 and 30-60 catchments.  

AGE UK Index Difference

2014 60-90 mins % of total Average Av =100 2024 2014 v 2024

0 - 4 128,257 6% 6% 92 131,096 2.2%

5 - 14 234,186 11% 11% 95 275,100 17.5%

15 - 24 284,461 13% 13% 98 268,693 -5.5%

25 - 34 275,466 13% 14% 86 307,532 11.6%

35 - 44 263,822 12% 13% 92 277,946 5.4%

45 - 54 300,610 14% 14% 101 262,040 -12.8%

55 - 64 249,331 12% 11% 108 291,187 16.8%

65 - 69 124,691 6% 5% 117 118,461 -5.0%

70 - 74 90,985 4% 4% 116 109,557 20.4%

75 - 79 73,300 3% 3% 115 103,799 41.6%

80 - 84 56,239 3% 2% 120 67,905 20.7%

85+ 53,751 3% 2% 127 72,403 34.7%

Total 2,135,099 100% 100% 2,285,719 7.1%
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Figure 46: Consumer profile of 60-90 minute catchment 

 

Source: CACI/Acorn Population Profile 

3.3 TOURISTS 

People taking holidays in the region and/or en route to their holiday, will be a major 

market for Westwood. This section assesses the size and nature of that market. 

3.3.1 THE SOUTH WEST  

The South West is the leading domestic visitor region in the UK.  

Of the c.103m overnight trips made by British tourists each year (including 

business trips), the South West consistently ranks as the best performing region 

with around 19% of all trips, 25% of all bed nights and 22% of spend.  

UK Difference

# Acorn profile Total % of total Average v UK Av.

Affluent Achievers 487,846 23% 22%

1.A Lavish Lifestyles 7,596 0% 1% -0.9%

1.B Executive Wealth 250,163 12% 12% -0.4%

1.C Mature Money 230,087 11% 9% 2.0%

Rising Prosperity 141,604 7% 9%

2.D City Sophisticates 56,634 3% 3% -0.5%

2.E Career Climbers 84,970 4% 6% -1.6%

Comfortable Communities 689,878 32% 27%

3.F Countryside Communities 180,124 8% 7% 1.9%

3.G Successful Suburbs 118,635 6% 6% -0.4%

3.H Steady Neighbourhoods 196,514 9% 8% 0.8%

3.I Comfortable Seniors 61,075 3% 3% 0.3%

3.J Starting Out 133,530 6% 4% 2.3%

Financially Stretched 532,244 25% 24%

4.K Student Life 57,845 3% 2% 0.3%

4.L Modest Means 183,619 9% 8% 0.7%

4.M Striving Families 209,679 10% 9% 1.1%

4.N Poorer Pensioners 81,101 4% 5% -1.1%

Urban Adversity 261,823 12% 17%

5.O Young Hardship 105,850 5% 5% 0.0%

5.P Struggling Estates 79,376 4% 7% -3.7%

5.Q Difficult Circumstances 76,597 4% 5% -1.0%

Not Private Households 21,704 1% 1%

6.R Not Private Households 21,704 1% 1% 0.1%

TOTAL 2,135,099 100%

60-90 mins drive
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Figure 47: Domestic tourism in England by region, 2012/2013 yearly average 

 

Source: Visit England 2012/2013 Great Britain Tourism Survey 

The market is dominated by UK residents. International visitors make up around 

10% of staying trips to the South West. 

There are about 26m trips to England by international visitors per year, including 

for business, of which around 2m, or 8%, visit the South West. 

Figure 48: International visits 2010-2012 3 year average 

 

Source: International Passenger Survey 2010-2012 

3.3.2 DOMESTIC TOURIST CATCHMENT 

In order to analyse the potential domestic tourist catchment area for Westwood, 

two areas of collated Local Authority data have been defined: 

 Inner Zone (roughly 30 minutes’ drive): Mid Devon, Exeter, East Devon and 

Taunton Deane. 

 Outer Zone (roughly 30-60 minutes’ drive): the rest of Devon, the rest of 

Somerset, North and West Dorset and Bristol/Avon. 

These zones have been used for the domestic visitor analysis since the data is 

made available at the local authority level. International visitor data is available at 

the county/unitary authority level and is shown separately.  

Figure 49 illustrates the two defined zones with the Inner Zone shown in blue and 

the outer zone shown in green.  

2012/2013

Total

Average 

Trips

% of 

Total

Total 

Average 

Overnights

% of 

Total

Total 

Average 

Spend

% of 

Total

South West 20m 19% 75m 25% £4,234m 22%

South East 18m 17% 49m 16% £2,786m 15%

North West 14m 14% 37m 12% £2,557m 13%

London 12m 12% 28m 9% £2,788m 15%

Yorkshire & Humber 11m 10% 29m 10% £1,800m 9%

East of England 9m 9% 29m 10% £1,545m 8%

West Midlands 9m 8% 21m 7% £1,276m 7%

East Midlands 8m 8% 22m 7% £1,221m 6%

North East 4m 4% 11m 4% £760m 4%

ENGLAND TOTAL 103m 100% 303m 100% £19,095m 100%

2010-2012 3 yr average England South West

% of England

 Total

Trips 26.4m 2.1m 8%

Overnights 202.8m 17.0m 8%

Spend £15,513m £95m 1%
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Figure 49: Summary of Inner and Outer Domestic Tourist Catchment Zones 

 

 

There are about 1.33m domestic overnight trips per year to the Inner Zone area. 

This number excludes an assumption for Business trips and so only represents 

those trips for holidays, visiting friends and family and studying.  

There are about 695,000 trips per year to the Inner Zone for pure holiday 

purposes. 

Figure 50: Inner zone domestic tourism trips 2010-2012 (3 yr average) 

 

Source: Visit England 2010-2012 Great Britain Tourism Survey 

INNER ZONE: OUTER ZONE: Surrounding Counties

say within 30 mins drive say within 30-60mins drive

Mid Devon Rest of Devon

Exeter Rest of Somerset

East Devon North/West Dorset

Taunton Deane Bristol & Avon

TARGET MARKET SIZE TARGET MARKET SIZE

1.33m 7.58m 

INNER ZONE

Domestic Trips 3yr average 2010-12 Total Trips Holiday only

Mid Devon 162,000           63,000            

Exeter 451,000           163,000          

East Devon 616,000           391,000          

Taunton Deane 334,000           78,000            

TOTAL 1,563,000        695,000          

 - Business trip (15%) 234,450

TOTAL - excluding Business 1,328,550        
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There are about 7.6m domestic overnight trips per year to the Outer Zone area
22

. 

There are about 4.8m trips per year to the Outer Zone for pure holiday reasons. 

Figure 51: Outer zone domestic tourism trips 2010-2012 (3 yr average) 

 

Source: Visit England 2010-2012 Great Britain Tourism Survey 

3.3.3 INTERNATIONAL TOURIST CATCHMENT 

International trips to Devon, Somerset, Dorset and Bristol/Avon provide an 

additional 1.4m tourism trips to the catchment area per year (excluding business 

trips). 

Figure 52: International trips by county, 3 yr average 2010-2012 

 

The total estimated tourism catchment for Westwood within about 60 minutes’ drive 

is about 10m total trips per year (excluding business), and about 6.2m pure holiday 

trips. 

Figure 53: Summary of total tourism potential market 

 

Source: Visit England 2010-2012 Great Britain Tourism Survey, International Passenger 
Survey 2010-2012 

 

22 About 30-60 minutes’ drive from the Westwood site. This also excludes an 
assumption for Business trips and so only represents those trips for holidays, visiting 
friends and family and studying 

OUTER ZONE (Surrounding Counties)

Domestic Trips 3yr average 2010-12 Total Trips Holiday only

Rest of Devon 3,929,000        2,462,000       

Rest of Somerset 1,505,000        932,000          

North and West Dorset 786,000           452,000          

Bristol & Avon 2,697,000        983,000          

TOTAL 8,917,000 4,829,000

 - Business trip (15%) 1,337,550

TOTAL - excluding Business 7,579,450        

International Trips Holiday VFR Business Other Study Total

Devon 210,000 141,000 41,000 14,000 12,000 418,000

Somerset 224,000 153,000 47,000 10,000 8,000 442,000

Dorset 145,000 122,000 39,000 11,000 28,000 345,000

Bristol & Avon 124,000 151,000 105,000 14,000 7,000 401,000

Total 703,000 567,000 232,000 49,000 55,000 1,606,000

Total - excluding business 1,374,000

Total trips

(Exc Business) Holiday Only

Domestic Visits 8.9m 5.5m 

Inner Zone 1.3m 695,000          

Outer Zone 7.6m 4.8m 

International Visits 1.4m 703,000          

TOTAL 10.3m 6.2m 
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3.3.4 SEASONALITY 

The main visitor season in Devon runs from Easter (April) through to October half 

term. The seven months from April to October account for 77% of the year’s visits. 

July and August account for nearly 30% of all visits to Devon. 

Figure 54: Monthly split of all tourists to Devon (% of total) 

 

Source: Value of Tourism in Devon 2011, South West Research Company 
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1 SUMMARY 

1.1 INTRODUCTION 

The purpose of this report is to explain the overall strategy and vision for the 

leisure destination component of the proposed Westwood development at Junction 

27 of the M5, near Tiverton in Devon. 

The entire scheme covers c.90ha. It has three elements: 

i a leisure destination of c.1.1m sq ft
1
; 

ii a commercial logistics park of c.754,000 sq ft; 

iii a retirement village (to be defined) 

This report outlines the rationale for, and nature of, the proposed leisure 

destination. 

1.2 COLLIERS’ CONTRIBUTION 

Colliers International Destination Consulting were asked to undertake three tasks 

relating to the leisure-destination section of the scheme: 

1 Strategy and Concept – to refine and describe the strategy and concept for 

the overall destination. That is contained in this report. 

2 Leisure Input to Development Appraisal – to provide analysis of the likely 

financial contribution from the proposed Visitor Centre, Beach/Cycle Park and 

Family Indoor Attraction as input to a viability appraisal being prepared by 

CBRE. That is contained in a second report.  

3 Leisure Impact Assessment – to assess the likely impact of the leisure 

elements of the scheme on other locations in the area, as an addition to the 

main assessment of impact done by CBRE. That is in a third report. 

Colliers International is a property services company. It provides a full range of 

property related services including planning, valuation, property management, 

agency and investment. It includes teams specialising in sales and letting for 

residential, retail, food and beverage, and offices. It has ten UK offices. 

The Destination Consulting team is unique to a property services company. It 

provides consulting services primarily to places that seek to attract visitors. That 

covers a diverse range of both commercial and semi-commercial sites including 

cultural facilities, heritage sites, shopping and entertainment complexes, hotels and 

resorts, parks and gardens. The team works on projects large and small across the 

UK and in many countries abroad.  
 

1 Gross Internal Area (GIA) 
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1.3 SITE LOCATION 

Figure 1: Site location map 

 

Figure 2: Site aerial and indicative location of Leisure Destination 

 

J27



CONFIDENTIAL 

j1411 westwood leisure destination strategy & concept final.docx/2014-06-24 

09:22  

COLLIERS INTERNATIONAL 6 of 32 

1.4 STRATEGIC RATIONALE 

The proposed leisure destination is a response to the special character of the site 

and, in particular, the quality of its location in terms of prominence, accessibility 

and convenience for tourists. 

The scheme responds to the desire of Mid Devon District Council, at corporate 

level, for a visitor destination of unique character and regional significance.  

It is an alternative to residential development that would create a large and diverse 

range of employment opportunities, and stimulate economic activity in other parts 

of the district. 

It integrates commercially attractive elements with semi-commercial and non-

commercial elements to create a package of uses that will have broad appeal and 

which could not otherwise be delivered. 

THE STRATEGY 

 

1.5 CONCEPT SUMMARY 

Westwood is envisaged as a unique leisure destination at the heart of the South 

West.  

Westwood will be the visitor gateway to Devon and Cornwall, with the West 

Country taking centre stage in a series of attractions, galleries and stores that 

showcase the finest activities and products the region has to offer. 

The proposed leisure destination is a mix of attractions that involve physical activity 

and those which do not. It is rare, perhaps unique, in that respect. 

It will have a quantum of hotel accommodation on site, making it a form of resort 

unlike any other in the UK. 

Strategic Principles

Genuinely Unique Create a leisure attraction that is genuinely unique and different to anything else

A Mosaic of Experiences Create a “Mosaic” of attractive and distinctive Experiences.

Critical Mass Create enough critical mass to entice tenants and to be financially viable.

Heart of the West Country Create a high quality tourism hub in the heart of the West Country.

Day Visits & Short Breaks Create a destination for day visits and short breaks

All Year, Day and Night Create a business mix to reduce seasonality and foster a thriving night time 
economy.

For Local People Create an outstanding recreational resource for local people.

Made & Sold in the West 
Country

Create a major outlet for goods and services made in the West Country.

Stimulating Jobs & 
Business

Create a major source of jobs and Business Opportunities.
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This is a response to the character of its location. It is rural, but also accessible, 

especially to tourists. 

The centrepiece and “wow factor” will be provided by a surf lagoon and beach. 

The surf lagoon will provide perfect surfing waves in an inland location and will 

form the focal point for a variety of supporting outdoor activities such as beachside 

play, cycling trails, aerial high ropes, and adrenaline attractions. 

It will also provide the backdrop and unique selling point for the “non-active” leisure 

elements of the scheme, which will include an artisan village, a sport retail village, 

a designer outlet centre, the primary visitor orientation centre for the West Country, 

an indoor family visitor attraction, a garden centre, a cinema and a group of 

restaurants, most of them on a boardwalk overlooking the lagoon. 

These will all be set in an attractive environment that will be pleasant and vibrant 

by day and by night, at all times of the year and in all weather conditions. 

Figure 3: Westwood concept summary and brand hierarchy 
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1.6 AREA SCHEDULE 

 

WESTWOOD - a unique leisure destination in the heart of the South West
Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Reef  - Surf Lagoon & Beach

Outdoor Leisure Destination  - Water/Sand Play

 - Cycling & Segway Trails

 - Aerial High-Ropes Adventure 5,000

 - Adrenaline Attractions

 - Bandstand/Event Lawn

 - Activity Pavilion 10,000

 - Boardwalk restaurants/cafes A3 30,000

Sub-total 45,000

Westwood Sports Village  - Experience-led, Try & Buy Retail A1 60,000

Outdoor Activity Retail  - Activity leisure 30,000

Sub-total 90,000

Westwood Artisan Village  - Restaurants/Cafes A3 20,000

Independent ,local producers of  - Food Retail A1 20,000

food, drink and crafts  - Artisan Village (non-food) A1 25,000

(make & sell)  - Wine/Cider Centre A1/A4 5,000

 - Cookery School D1 5,000

 - Craft Brewery B2 10,000

 - Food Wholesale B8 15,000

 - Food Research B1 (b) 5,000

 - Food Process/Prep B2 20,000

Sub-total 125,000

Westwood Square  - West Country Visitor Centre A2 20,000

Entertainment Piazza  - Indoor Family Attraction D2 25,000

 - Cinema D2 50,000

 - Lifestyle Outlet Village A1 180,000

 - Restaurants/Cafes A3 20,000

Sub-total 295,000

Westwood Resort  - Hotel 1: Full Service 100-rooms 60,000

Short break accommodation/venue  - Conference/Concert Venue 400,000

Sub-total 460,000

Westwood Garden

Regional plant/horticultural centre  - Garden Centre 25,000

Sub-total 25,000

Westwood @J27

Traveller services  - Services, fuel etc 21,000

 - Hotel 2 - Branded Budget 100-rooms 60,000

Sub-total 81,000

TOTAL GIA SQFT 1,121,000
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2 THE STRATEGY 
This section explains the strategy underpinning the scheme for the leisure 

destination and the rationale for it. 

2.1 GENUINELY UNIQUE 

Create a leisure attraction that is genuinely unique and different to anything 

else. 

The strategy is to create a destination that is different to anything else in Britain so 

that it has an abnormal level of appeal to locals, people who live further afield, and 

tourists visiting the area. 

The first key differentiator from other destinations is the proposed mix of active and 

non-active leisure activities and the use of a surf lagoon to create a standout 

feature at the heart of the scheme. 

Westwood will be rare, if not unique, in combining attractions that involve physical 

activity – especially surfing, cycling and climbing – with leisure activities that are of 

a more sedentary nature, especially shopping and eating and drinking. 

The second key differentiator is more emphasis than normal for modern 

development of stimulating local-orientated artisan activity, reflecting the rural 

nature of the location and the ambition to create a unique destination. 

The surfing lake is the focus of both active and non-active leisure.  

The active leisure offer takes place there, and the non-active leisure uses it as a 

backdrop and point of interest. 

The active leisure element is not expected to contribute directly to the financial 

viability of the scheme. It is expected to make a profit, but not to the extent that it 

could provide a return on the investment needed to establish it. 

The same is true of elements of the non-active leisure offer, notably the proposed 

West Country Visitor Centre, elements of the Artisan Village, the indoor family 

attraction and the cinema. 

They rely on cross subsidy by other elements of the scheme. Their purpose is to 

make Westwood a genuinely unique and leisure-orientated development. 

There is a type of mixed-activity, leisure orientated destination in the UK that 

Westwood will have some commonality with. Examples include: 

 Trentham Gardens – near Junction 15 on the M6, on the outskirts of Stoke on 

Trent. It is centred on historic gardens and park that cover some 300 acres (1.2 

km²). They have been restored as a visitor attraction by St Modwen Properties 

plc, a development company that specialises in regeneration. The total 
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development cost was about £120 million. It has a substantial retail offer in the 

form of a destination shopping village, with 50 tenants, most of which are not 

present on most high streets, and a large Garden Centre. It combines that with a 

range of visitor attractions that include a restored Italianate garden, a monkey 

forest, which allows visitors to roam through a forest where 140 Barbary 

Monkeys roam, and a high rope attraction. Its mix of non-High Street shopping, 

distinctive leisure, and an attractive environment, has been popular with the 

public. http://www.trentham.co.uk/trentham-gardens. 

 Reghed – a development by Westmoreland Ltd about one mile from Junction 40 

of the M6 (the main entrance to the Northern Lake District) near Penrith in 

Cumbria. It is an interesting building in a former quarry that opened in 2000. The 

centrepiece is a large format cinema which has a film about Cumbria during the 

day, and mainstream films in the evening. It was not a major success at opening, 

but has become more so as it has focused more on providing a shopping and 

eating/drinking offer that is a bit different to the norm and which is quality 

orientated. It is now one of the most visited destinations in the Lake District. 

www.rheged.com 

 Lomond Shores – a public sector led development at the south end of Loch 

Lomond. It combines a destination retail offer with a mix of attractions that are 

both ticketed (notably, a Sea Life Centre) and free (such as play and Loch-side 

walks). www.lochlomondshores.com 

All of those developments combine a range of speciality shopping, eating and 

drinking, and visitor attractions. 

There are also other destinations that are models for individual parts of the scheme 

proposed for Westwood, such as the Mill Yard at Staveley in Cumbria, which is a 

successful Artisan Village, and Magna, near Rotherham, which has a successful 

water and sand play attraction. 

There are no other developments, however, with the same type of mix and 

character as proposed for Westwood. It will be genuinely distinctive. 

2.2 A MOSAIC OF EXPERIENCES 

Create a “Mosaic” of attractive and distinctive Experiences. 

The proposed scheme is divided into a number of zones. 

This follows the basic commercial principle that businesses prefer to locate in 

proximity to other businesses of similar nature. That results in the formation of 

business “clusters”. The best mixed-use developments are made up of a “mosaic” 

of attractive clusters. 

The strategy is to create this at Westwood, in a way that is different to anywhere 

else and, in particular, provides environments for unique local businesses to thrive.  

http://www.trentham.co.uk/trentham-gardens
http://www.rheged.com/
http://www.lochlomondshores.com/
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A number of factors will influence the cluster pattern. 

SUITABLE PROPERTY 

Businesses will only occupy units that are the right size and character to suit their 

operation. They also often look for a style of built environment that matches the 

style of their offer. 

The plan, therefore, is to divide the development into sections aimed at different 

types of business with business unit sizes, form and lease terms that suits them. 

Each section will have a style that accentuates the character of the zone. 

OPPORTUNITIES TO LOCATE ALONGSIDE LIKE-MINDED OPERATORS 

A second factor influencing cluster patterns is adjacencies. Almost all businesses 

seek to locate close to other businesses that are like-minded and share a similar 

customer base. They create critical mass in so doing. 

Businesses typically group together on a functional basis. Restaurants invariably 

locate near other restaurants, fashion shops invariably locate near other fashion 

shops, for example. 

There is nearly always a division between areas which are dominated by 

businesses that are part of branded chains and those which are dominated by 

independent businesses. 

Independents and brands do not mix except in exceptional circumstances. This is 

true of all town and city centres and almost all out of town developments. 

Most conventional town centre and out of town shopping centres almost entirely 

ignore independents. 

The strategy at Westwood is to have both a strong independent-orientated offer 

and a strong branded offer, different in both cases from the offer in normal high 

streets and out of town developments. This is seen as the best way of making the 

development both a truly unique leisure destination and financially sustainable. 

The strategy at Westwood is, therefore, to create zones that are differentiated both 

by function and by whether they are dominated by branded businesses or by 

independent businesses. It will be rare, perhaps unique, in doing this. 

2.3 CRITICAL MASS 

Create enough critical mass to entice tenants and to be financially viable. 

The local catchment area is relatively small, so the scheme must work as a 

destination if it is to successfully attract tenants and, thereafter, attract customers. 

The strategy is for the scheme to have enough critical mass that it can do this. This 

is necessary for it to make a good return and, in so doing, make the investment 

worthwhile and ensure that there will be on-going investment in the site. 
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2.4 THE HEART OF THE WEST COUNTRY  

Create a high quality tourism hub in the heart of the West Country. 

Junction 27 is a natural point for a major service hub for tourists: 

 It is at a centre point of the South West and can fairly claim to be at the heart of 

the region. 

 It is at the entrance to Devon which, psychologically, represents, for many 

people, the entrance to “holiday country”. 

 It is at the point where many people turn off the motorway on to the A361, which 

goes to North Devon. 

 It is, in driving time, about half way between the major conurbations of the 

Midlands and Cornwall. 

 It is adjacent to Tiverton Parkway rail station and connected to long distance 

cycling trails. 

The strategy is to make the most of these attributes to position Westwood as a 

natural place to break a journey. 

The intention is that the ability to break a journey at Westwood will be seen by 

many as one of the highlights of taking a holiday in Devon or Cornwall. The aim is 

to persuade many families, in particular, that an overnight stay at Westwood, going 

to or from their final destination, would be a major enhancement to their holiday. 

2.5 DAY VISITS & SHORT BREAKS 

Create a destination for day visits and short breaks. 

The strategy is to create a destination with enough appeal and critical mass that 

people will visit it from considerable distance to enjoy it in its own right. 

The hotel accommodation will make it a form of resort, one that will be different in 

form to any other in the UK. 

Many people are expected to visit Westwood for a short holiday. Many are 

expected to use it as a base to visit other attractions in the area and, in so doing, to 

generate economic benefit for surrounding communities and attractions. 

2.6 ALL YEAR, DAY AND NIGHT 

Create a business mix to reduce seasonality and foster a thriving night time 

economy. 

The development needs, if it is to be viable, to attract custom at all times of the 

year and for most of the day.  
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The strategy has been to assemble a range of components that work together to 

achieve this and to create a sustainable and deliverable mix. 

It has anchor attractions that are intended to bring visitors at all times of the year, 

in all weather conditions, and 18 hours a day. 

The active leisure offer will, for example, have particular appeal in warmer months, 

while the destination retail offer will have particularly strong appeal in the shoulder 

and low season months. The indoor leisure attractions will have particular appeal 

on rainy days in summer. 

The cinema is one of these anchor elements. It is not expected to make a 

contribution to the viability of the scheme in its own right, but it will attract visitors 

who also use the restaurants at all times of the year. This is the conventional role 

that cinemas have in leisure schemes. It will, without the cinema, be difficult to 

attract restaurant tenants. Lack of restaurant tenants would diminish the genuinely 

“mixed” nature of the scheme envisaged and, therefore, reduce its impact. 

The strategy is for this mix to have enough size and critical mass that Westwood  

can sustain high quality destination management, with a management company 

that has the resources and skill to put on regular events and animation, promote 

Westwood extensively, and continually refresh and improve the destination. 

2.7 FOR LOCAL PEOPLE 

Create an outstanding recreational resource for local people. 

The strategy is, in order to make Westwood a destination, to create leisure facilities 

that are of a size, nature and quality than is in excess of those that most 

communities enjoy. That will increase the quality of life of many local people. 

2.8 MADE & SOLD IN THE WEST COUNTRY 

Create a major outlet for goods and services made in the West Country. 

The strategy is for Westwood to be a focal point for the sale of goods and services 

that are made in the West Country. 

Important parts of the scheme – the Artisan Village and the Visitor Centre in 

particular - are dedicated to that purpose.  

This is seen as being an important feature in making Westwood unique and giving 

it local character that will be attractive to tourists. 
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2.9 STIMULATING JOBS & BUSINESS 

Create a major source of jobs and Business Opportunities. 

The aim is to create many jobs and opportunities for business development both 

on the site and externally. 

The diversity of the elements envisaged for the scheme means that it will result in 

an abnormally wide range of jobs both in terms of type and in terms of position on 

the pay scale. 

It will provide substantial opportunity on site for young local businesses. 

It is also the aim to stimulate a large amount of economic activity outside of the 

site. It will do this by: 

 Purchasing an abnormally high proportion of the goods that are sold from 

regional suppliers. 

 Providing work for many local service providers. 

 Providing income for a large number of people, who then spend it in the place 

they live. 

 Attracting tourists to the area, who then spend with other businesses – hotels, 

visitor attractions, shops, restaurants, petrol stations and so on. 
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3 THE CONCEPT 
The sections below describe the proposed leisure uses and various character 

zones envisaged for Westwood. 

3.1 WESTWOOD REEF  

A National Quality Outdoor Leisure Destination 

 

Westwood Reef will be a best-in-class outdoor activity destination. It will be the 

major point of difference for Westwood as a whole and will provide a ‘Wow’ 

attraction in the form of the surf lagoon.  

Its purpose is to attract visitors in its own right and to provide an enticing backdrop 

to other activities at Westwood. 

The centre piece will be a man-made, outdoor lagoon that creates ideal conditions 

for surfing, kayaking and a range of other wave sports. 

The park will also, however, contain other outdoor recreational activities. One side 

of the lagoon will have a fenced area in which the attraction components of the 

beach park will be contained. Visitors will pay to enter that area. A competitively 

priced membership scheme will enable locals and visitors to make regular visits. 

The other side of the lagoon will be the Boardwalk, which will be the main location 

for the bars and restaurants in the scheme. They will look over the lagoon. There 

will be fountains in the water that will play at certain times to provide additional 

entertainment for restaurant customers. 

Visitors will not pay to get into the Boardwalk area. Looking at activity on the 

lagoon will be an attraction for all visitors to Westwood. 

The following are the main elements envisaged for Westwood Reef. 

3.1.1 SURFING 

The lagoon will offer a consistently high quality, long ride that replicates ocean 

surfing conditions. The waves will be a new surf spot for the region, designed to 

complement the existing beaches of Devon and Cornwall. It will be a facility that 

can be used by surfers of all ability levels, from beginners to professionals. 

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Reef  - Surf Lagoon & Beach

Outdoor Leisure Destination  - Water/Sand Play

 - Cycling & Segway Trails

 - Aerial High-Ropes Adventure 5,000

 - Adrenaline Attractions

 - Bandstand/Event Lawn

 - Activity Pavilion 10,000

 - Boardwalk restaurants/cafes A3 30,000

Sub-total 45,000
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Target markets will include local and travelling surf and water-sport enthusiasts; 

local residents and tourists interested in learning to surf; schools, universities, 

sports clubs, parties and corporate groups; and competition spectators. 

The attraction will be fully open for a minimum of 7 months, from Easter until the 

end of October half term. It may also open for winter weekends and possibly, if 

demand warrants, for weekdays in the winter. 

It will not be weather dependent. People will be able to book a trip in advance 

without concern about the quality of surf/water conditions (which is the major 

concern at the beach/sea). 

Figure 4: Indicative surf park images – illustration only 

 

 

 

1. Beach and swimming area

2. The Bays – Beginners, capacity of 20 at each end

3. The Reef & Banks – Intermediates and experts, 

capacity of 32

4. Pier – wave machine runs safely under covered 

pier, 2 breaking waves generated every 60 seconds.

5. Potential supporting activities e.g. skate 

ramp/play/climbing

6.    Reception/hub building and visitor services

7.    Lagoon path
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3.1.2 THE BEACH 

The lagoon will be modelled so that it has a bay with a sand beach which adults 

can relax on and children can play on. Visitors will be able to enjoy the water in the 

warm months. Small kids will be able to boogie board in the bay. 

 

Figure 5: Illustration – Brighton Beach 

 

3.1.3 WATER AND SAND PLAY PARK 

This is envisaged as being the most attractive children’s play facility in the region. 

The concept is modelled on the successful Sci-Tek and Aquatek play facilities at 

the Magna Science Adventure Centre outside Rotherham. 

It will have top quality play structures, some dry and some water-orientated. It will 

be divided into sections appropriate to children of different ages. It will be aimed 

particularly at children in the 2-12 age group and will be of a size and quality that it 

will attract visitors from a long distance.  

http://www.visitmagna.co.uk/content/62/scitek 

http://www.visitmagna.co.uk/content/61/aquatek 

  

http://www.visitmagna.co.uk/content/62/scitek
http://www.visitmagna.co.uk/content/61/aquatek
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Figure 6: Illustration – destination play parks 

  

3.1.4 CYCLING & SEGWAY TRAILS 

A major element of this will be outside of the Beach Park area and will take the 

form of a cycling and segway circuit around the site. Its aim will be to allow families 

to cycle and segway in pleasant and safe off-road conditions. It will be a cycling 

version of a motor-racing circuit with features like straights and chicanes that give it 

special appeal. There will be a woodland section that will link various woodland 

features that are a combination of sculpture and play. 

There will also be woodland trails of varying difficulty for mountain bikers. 

The concept takes inspiration from the successful Cyclopark at Gravesend in Kent 

www.cyclopark.com 

There will be no charge for using the cycle trails. 

The cycle trails will be connected to the NCN 3 Grand Western Canal long distance 

cycling route. It is envisaged that Westwood will become a major cycling hub. 

 
28

The cycling will be very family friendly

ILLUSTRATIONS: 
Hoge Veluwe Park, Holland

http://www.cyclopark.com/
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3.1.5 AERIAL HIGH-ROPES ADVENTURE 

This will be similar to the well-known Go Ape! operation, but is envisaged as a 

course built on poles rather than in trees. It will be similar to the Aerial Extreme 

centre at Willen Lake in Milton Keynes (www.aerialextreme.co.uk). That approach 

has the advantage that the elements can be made more varied, it can be of any 

shape, and it is easier to make it a “continuous belay” type rather than a “clip-on 

clip-off” system. Having the attraction in parkland will also make it more visible and 

interesting to watch. It will be suitable for all ages and abilities.  

Figure 7: Illustration of aerial high ropes course 

  

3.1.6 ADRENALINE ATTRACTIONS 

There will be a small selection of ticketed attractions that are designed to provide a 

thrill factor and also to provide entertaining watching. 

These are envisaged as being: 

http://www.aerialextreme.co.uk/
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 Zip Wire – this is a long gravity wire slide that might end in the lagoon. 

 Fan Drop – this is a free-descender from a high level platform that is braked by a 

spinning fan. 

 Big Swings – swings that project people over the edge of the lagoon. 

Figure 8: Illustration – Big Swings, Autostadt, Wolfsburg, Germany 

  

3.1.7 THE BANDSTAND & EVENT LAWN 

There will be a pier down the middle of the lagoon which will contain the machine 

that creates the waves. It is envisaged that there will be a bandstand on the pier 

where, during the summer, there will be live music that can be watched by people 

from the event lawn or the Boardwalk. It may also be used for events like 

conference drinks and wedding ceremonies. 

A large sloping lawn will look down to the lagoon. People will be able to relax and 

play there. It will be the venue for outdoor events, especially surfing competitions 

and summer concerts. 

Figure 9: Illustration – HTO Park, Toronto 
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3.1.8 ACTIVITY PAVILION 

This is envisaged as being a striking, permeable building that will overlook the 

lagoon and form the reception for the beach park activities.  

It will provide: 

 Information about what is on offer and ticket sales. 

 Changing, lockers and equipment hire. 

 Surf school. 

 Surf shop. 

 Multi-purpose function space for tuition and events of different type. 

 Café and summer bar, with large outdoor terrace. 

 Management offices. 

3.1.9 THE BOARDWALK – RESTAURANTS/CAFES 

This will be the main grouping of restaurants, cafes and bars. It will look over the 

surf lagoon and have extensive outdoor seating. Modern consumers particularly 

like to eat and drink al fresco in pleasant environments, and this will provide the 

opportunity for them to do so. 

Port Solent in Portsmouth provides a good illustration of the type of ambience 

envisaged with a waterside, boardwalk of restaurants, cafes and bars.  

Port Solent is a 800 berth marina with a boardwalk wrap of mixed leisure and retail 

including 14 restaurants (largely mid-market branded operators like Zizzi, Prezzo 

etc), a 6-screen Odeon cinema, a David Lloyd health and fitness club and a variety 

of retail outlets anchored by a Snow + Rock. 

The exact nature of Port Solent is different given the marina side, predominantly 

urban location but it does demonstrate what can be possible given a pleasant 

water front situation with a critical mass of leisure/eating out opportunities and an 

animated environment.  
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Figure 10: Illustration – Waterside dining at Port Solent, Hampshire 

 

 

3.2 WESTWOOD SPORTS VILLAGE 

Outdoor Activity Retail 

 

This will be a cluster of retail outlets that sell sporting and outdoor activity goods. 

There will be anchor stores providing a large range of goods and activities. 

The emphasis will be on “experience retail”, with “try and buy” a feature. There will 

be a climbing centre to provide animation and an additional attraction. 

It is envisaged that it will be anchored by a cycling superstore. Other specialist 

shops could include Sailing, Golf, Skiing, Angling, and Skate Boarding. 

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Sports Village Outdoor Activity Retail

 - Experience-led, Try & Buy Retail A1 60,000

 - Activity leisure 30,000

Sub-total 90,000
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3.3 WESTWOOD ARTISAN VILLAGE 

Independent, local producers of food, drink and crafts (make & sell) 

 

This will provide space intended for independent businesses, especially with a 

food/drink focus. It is aimed at attracting West Country businesses that make 

things, either to sell what they make elsewhere or to make and sell on site. 

A model for this is The Mill Yard, in the village of Staveley in Cumbria. 

Figure 11: Illustration – The Mill Yard, Staveley, Cumbria 

  
The site was a wood working and saw mill from the early 1800s. It was bought by the Brockbank family in 1946. Under 

pressure from international competition, the machinery and business were transferred overseas in the 1990s.  David 

Brockbank then set about redeveloping the 4 acre brownfield site comprising the original mill, coppice drying shed and 

open space, into a centre for small and medium size businesses. Many make and sell on the site. It has a strong food and 

drink offer and is a popular destination. Retail occupiers include a café, artisan bakery, brewery, organic wine shop, 

cookery school, dance studios, outdoor clothing and bike super store. There is also a range of arts/crafts and light 

engineering tenants. The latest development has 20,000 sq ft of new build offices. The anchor tenant is outdoor clothing 

brand North Face. Rents vary between different building types, sizes and quality, with top end reaching c.£12.50 per sq ft 

for the purpose-built offices. The Mill Yard appeals to occupants because of its “community” feel, and the opportunity to 

both make and sell. The success is underpinned by there not being much commercial space in the area because of Lake 

District National Park planning restrictions 100 people were employed on the site at its height as a wood based operation, 

and that had reduced to just 10 by the mid-1990s. More than 400 people now work on the site, illustrating how effective a 

development like this can be creating employment and new business opportunities.  www.staveleymillyard.com 

 

 

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Artisan Village  - Restaurants/Cafes A3 20,000

Independent ,local producers of  - Food Retail A1 20,000

food, drink and crafts  - Artisan Village (non-food) A1 25,000

(make & sell)  - Wine/Cider Centre A1/A4 5,000

 - Cookery School D1 5,000

 - Craft Brewery B2 10,000

 - Food Wholesale B8 15,000

 - Food Research B1 (b) 5,000

 - Food Process/Prep B2 20,000

Sub-total 125,000

http://www.staveleymillyard.com/
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Westwood Artisan Village is envisaged as having a number of specialist anchors. 

 West Country Food Market will be a centre promoting and selling food that is 

made in the region. Taste, at Reghed in Cumbria, is a model. It will include food 

retail outlets, restaurant/cafes, a cookery school, farmers market and a selection 

of food wholesale, research and processing space.  

Figure 12: Illustration -Taste, Reghed 

  

 Craft Brewery. This will be a destination food pub and functions centre. It will 

make beer that will be sold off site. It will host live entertainment. 

The Hawkshead Brewery, at the Mill Yard in Staveley, is an illustration. It was 

established in 2002 and has been a substantial success. The history and facility 

are described on their website. Beer is made on the premises for sale 

elsewhere, but it is also a successful restaurant and functions centre. 

http://www.hawksheadbrewery.co.uk/ 

 Wine/Cider Centre. This will be a combination of showcase and shop. It will tell 

the history of West Country cider and how/where it is currently made. It will offer 

tastings and tell visitors which cider farms they can visit. 

 Artisan Village. This will focus on local, independent craft and non-food 

producers and businesses.  

3.4 WESTWOOD SQUARE 

The Entertainment Piazza 

 

Westwood Square is intended to be the focus of entertainment that will attract 

visits, especially, in the evening and when the weather is not good.  

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Square  - West Country Visitor Centre A2 20,000

Entertainment Piazza  - Indoor Family Attraction D2 25,000

 - Cinema D2 50,000

 - Lifestyle Outlet Village A1 180,000

 - Restaurants/Cafes A3 20,000

Sub-total 295,000

http://www.hawksheadbrewery.co.uk/


CONFIDENTIAL 

j1411 westwood leisure destination strategy & concept final.docx/2014-06-24 

09:22  

COLLIERS INTERNATIONAL 25 of 32 

The main elements will be a regional West Country visitor centre, a family indoor 

attraction (yet to be defined), a cinema, lifestyle/fashion outlet retail and a selection 

of restaurants/cafes.  

It is envisaged that there will be pavement fountains and an outdoor screen that is 

similar to that at Brewery Square in Dorchester. There will be outdoor film shows in 

the summer. 

Figure 13: Brewery Square, Dorchester 

 

3.4.1 WEST COUNTRY VISITOR CENTRE 

The aim of the visitor centre is to provide the main visitor information service in the 

region and a showcase for West Country leisure experiences. 

The location of Junction 27 at the entrance to the main West Country holiday 

areas, and adjacent to a major mainline rail station, make it ideal for this purpose. 

The primary market for the centre will be tourists travelling to Devon/Cornwall using 

the M5. The aim is also to provide an attraction for visitors who come to Westwood 

for other reasons that will encourage them to go to other places in the region. 

The visitor centre is envisaged as a c.20,000 sq ft (GIA) building at a central 

location in the scheme, adjacent to the Artisan Village. It will be an architectural 

landmark within the scheme. 

There will be no charge for admission to it. 

It is envisaged as having the following components: 

 Information and Bookings Desk. This will provide information about West 

Country attractions, accommodation providers, and experience providers and 

make bookings on behalf of visitors.  

 West Country Orientation exhibition. This will be a high quality audio visual 

display that will give tourists an introduction to the West Country, its heritage and 

its culture. It will explain what there is to see in the region.  
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 West Country Showcase. This will be exhibition space that attractions, 

experience providers, towns/cities and accommodation providers can hire to put 

on an exhibition about their offer. 

 Operator Concessions. These will be booths that tourism businesses can hire 

in order to sell their services. It is expected that they will be rented to businesses 

such as: car hire, activity providers, major attractions, accommodation providers 

and destination management organisations. 

 Made in the West Store. This is envisaged as being a store that is exclusively 

for non-food products made in the West Country.  

Figure 14: Artists impression of visitor centre – illustrative only 

 

It is envisaged that the visitor centre will be run by the Westwood management 

company, although it might alternatively be operated by an operator on its behalf or 

a public-private sector destination management organisation representing regional 

tourism interests. 

It will be developed and managed with input from tourism agencies and 

organisations operating across the region, including local authority tourism officers, 

and destination marketing organisations such as VisitEngland
2
, Devon Tourism 

Partnership (Visit Devon), Visit Cornwall and South West Tourism Alliance. 

3.4.2 WESTWOOD DESIGNER VILLAGE 

This will provide space suited to branded businesses with a focus on designer 

fashion and lifestyle goods.  

 

2 The tourist board for England. 
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It will follow the model of other successful designer outlet centres such as Bicester 

Village and Swindon Designer Outlet. It is envisaged as having most similarity with 

the type of offer at Gunwharf Quays in Portsmouth. www.gunwharf-quays.com 

It will be one of the mix of attractions that will entice people to Westwood, having 

particular appeal to groups and family members that particularly like shopping, and 

particularly like occasional shopping at places that are different from the norm. It 

will also be a main source of revenue needed to sustain the rest of the destination. 

3.4.3 INDOOR FAMILY ATTRACTION 

A building of 25,000 sq ft has been allocated to this. The precise nature of its used 

is yet to be decided, but the following are elements that it could have. It is 

envisaged that it will pay a rent to the scheme, although not at the level of the 

shops and restaurants. Its purpose is to provide an anchor leisure attraction for all 

weather conditions. Possibilities are: 

THEMED LABYRINTH 

This would, in effect, be an indoor maze. Mazes can be designed as more or less 

sophisticated attractions. We consulted with Adrian Fisher Design, the leading 

company designing and implementing mazes in the UK and around the world. 

Indoor mazes tend to fall into three categories: 

 Classic mirror mazes are the simplest type of indoor maze using lights, sound 

effects, surprises and storyline to engage visitors. Customized scenery with 

morphing LED lighting can be used to change the environment and add to the 

sense of disorientation. 

 Adventure mirror mazes have higher capacity and more immersive content. 

This typically includes an animatronic pre-show, a series of thematic chambers, 

and many illusions such as vertical drops. This type of maze is often developed 

on larger sites such as amusement parks. 

 Dark ride mazes incorporate an interactive laser shooting game. Visitors steer a 

car, choosing which way to go through the maze. Different paths create a 

different story and chain of events, which creates repeat visit appeal. Water ride 

mazes are also possible but are less well-suited to a small space. 

Indicative floor space requirements and capital costs are shown below. 

http://www.gunwharf-quays.com/


CONFIDENTIAL 

j1411 westwood leisure destination strategy & concept final.docx/2014-06-24 

09:22  

COLLIERS INTERNATIONAL 28 of 32 

Figure 15: Indoor mazes 

 

Source: Adrian Fisher Design 

There is a successful example of the type of Labyrinth in a warehouse on the 

Montreal waterfront called Labyrinth du Hanger 16. 

WEST COUNTRY IN MINIATURE 

This would be a working model replica of sections of the West Country. 

Miniatur Wunderland in Hamburg (www.miniatur-wunderland.de) shows what this 

could be like. It is, at heart, the largest miniature railway in the world, but also has 

many other types of moving model. It was conceived by a group of enthusiasts and 

is located in the upper floors of a warehouse in central Hamburg. The display 

currently covers around 1,300 m² and the construction cost is €12.5m. It includes 

13,000 metres of rail track, 930 trains, 335,000 lights, and 215,000 figurines. It is 

done with great intricacy and mimics a 24 hour cycle. It is estimated to have 

involved 580,000 hours of construction time. 

It is one of the most successful attractions in Germany. It has attracted almost 12 

million visits since it opened in 2001 and now has about 1.2 million visits per year. 

Admission is €12 for an adult and €6 for a child.  

Figure 16: Minatur Wunderland, Hamburg 

  

Area

(sq m)

Hourly 

Capacity

Dwell Time

(mins)

Indicative 

Project Cost

Cost

per sq m

Mirror Maze Adventure (compact) 150 400 15 £250,000 £1,667

Mirror Maze Adventure (multi-chambers) 300 400 15 £500,000 £1,667

Dark Ride Maze (regular) 700 600 8 £2,000,000 £2,857

Dark Ride Maze + Adventure (regular) 1,200 600 18 £3,250,000 £2,708

Dark Ride Maze (large) 1,000 900 8 £2,000,000 £2,000

Dark Ride Maze + Adventure (large) 1,500 900 18 £3,250,000 £2,167

http://www.miniatur-wunderland.de/
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3.4.4 MULTI-SCREEN CINEMA 

It is envisaged that the scheme will have a multi-screen cinema, perhaps with six 

screens. This would be the main evening anchor and a key element in inducing 

restaurant operators to locate at the development. 

3.5 WESTWOOD RESORT 

Short break accommodation and venue 

 

Westwood Resort is envisaged as a full service 100 room hotel with high quality 

leisure (such as spa and gym) and business facilities. It will also include a major 

conference and concert venue. 

It will cater to a variety of markets, including: 

 Organisations that wish to have meetings and conferences at a convenient place 

between Bristol and Exeter. 

 People who would like to break their journey from the north of England to 

Cornwall and remote parts of Devon. 

 Foreign tourists on self-drive holidays. 

 People who like the idea of taking an easily accessible short break in the West 

Country, especially those that have particular interest in the attractions at 

Westwood.  

 Weddings and other events. 

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Resort  - Hotel 1: Full Service 100-rooms 60,000

Short break accommodation/venue  - Conference/Concert Venue 400,000

Sub-total 460,000
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3.5.1 CONFERENCE/CONCERT VENUE 

The masterplan provides space, overlooking the lagoon, for a Concert Hall which 

individuals responsible for the successful Two Moors International Festival of 

Chamber Music aspire to build. 

It is envisaged as being a West Country equivalent of the Snape Maltings Concert 

Hall, outside Aldeburgh in Suffolk, which is the home of what is now the world 

famous Aldeburgh Festival.  

It would be one of the primary cultural venues in the region. 

Westwood will provide opportunities for the Festival and for other cultural activities 

until the concert hall is built, offering a variety of spaces, indoors and outdoors, that 

can be used for performance of different type. 

Figure 17: Illustration – Snape Maltings Concert Venue, Suffolk 

 

 



CONFIDENTIAL 

j1411 westwood leisure destination strategy & concept final.docx/2014-06-24 

09:22  

COLLIERS INTERNATIONAL 31 of 32 

3.6 WESTWOOD GARDEN 

Regional plant/horticultural centre 

 

This will be a destination garden centre along the lines of the one at Trentham 

Gardens. It will of regional scale and quality, a flagship of its type. It will offer a 

comprehensive range of indoor and outdoor planting and home/garden wares. 

Figure 18: Illustration – Trentham Gardens Garden Centre, Stoke on Trent 

 

3.7 WESTWOOD @J27 

Best-in-class traveller services 

 

Westwood@J27 will be a high quality roadside service stop. It will provide petrol, 

fast food eating and drinking, some convenience retail and branded budget hotel 

with 100 rooms. It will address the poor quality of motorway service provision on 

the M5 south of Bristol.  

 

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood Garden

Regional plant/horticultural centre  - Garden Centre 25,000

Sub-total 25,000

Building TOTAL

Brand Product Mix Use Class GIA sqft GIA sqft

Westwood @J27

Traveller services  - Services, fuel etc 21,000

 - Hotel 2 - Branded Budget 100-rooms 60,000

Sub-total 81,000
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