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Executive Summary 
 
1. This document comprises the Stage 1 baseline review for office, retail and leisure use. 
 
2. The first stage of this work has been to review key planning policy documents that will 

influence future development. This review has identified that there is strong policy support 
for development of office, leisure and retail accommodation and an established market 
opportunity for each use.  Prevailing planning policy identifies: 

 

• There is a quantitative oversupply of offices in Gateshead, although much of the 

available stock is dated and of poor quality and this is a key factor in considering 

opportunity for future development as there is a limited Grade A space available; 

• Over the plan period there is a gross land requirement of 9 hectares (22.24 acres) of 

office accommodation; 

• Much of the existing out-of-town office accommodation is second hand, low grade 

stock and could be significantly enhanced by new development; 

• Headline prime rents for out-of-town office accommodation in Gateshead is currently 

circa £14 per sq ft.; 

• MetroGreen is identified as being suitable for new office, leisure and retail 

development, and a key commercial centre; 

• Proposals for MetroGreen include up to 15,000 sq m (160,000 sq ft.) of new office 

accommodation and new leisure facilities connected to the MetroCentre; and 

• The MetroCentre is a key hub for leisure facilities in Gateshead and a major 

attraction locally, regionally and nationally. 

 

3. Cushman & Wakefield’s (C&W’s) review of property market conditions within these uses 

has identified that: 

 

• A lack of Grade A space continues to prevent any larger deals taking place, with a 

flurry of smaller deals, particularly in Q4 2016, resulting in availability falling by 25%.  

• The average deal size in 2016 was sub 465 sq m (5,000 sq ft.);  

• Prime headline city centre rents in the region are now breaking through £247.57 per 

sq m (£23.00 per sq ft.), with new developments seeking to target £269.11 per sq m 

(£25.00 per sq ft). This can partly be attributed to a lack of stock across region’s City 

Centre markets; 

• Funding for new office development in the north east remains difficult and thus there 

are expected to be limited with the exception of those assisted by the public sector 

such as the Lumen at Helix in Newcastle Science Park, a partnership between 

Newcastle City Council and Legal and General;  

• In Gateshead, new office development in recent years has been focussed on 

Gateshead Quays and on the eastern fringe of the town centre at Baltic Business 

Quarter; 

• Metro Riverside and the Watermark are key out-of-town office location in Gateshead, 

with rents in the region of £12 to £14 per sq ft; 

• There is currently more than 7,432 sq m (80,000 sq ft.) of accommodation available 

at Metro Riverside and the Watermark; 

 

4. In relation to the retail and leisure market: 
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• The UK retail market is experiencing significant headwinds at the current time, with 

the continued growth of online retail resulting in a reduction in the number and size of 

physical stores occupied by comparison retailers; 

• The leisure sector is going someway to filling the gap left by comparison retailers. 

 

5. To further understand the opportunities that exist in these markets and the relative 

strengths and weakness of MetroGreen to deliver future development a wide range of 

commercial property agents have been spoken with. Regarding office accommodation 

currently available in this location the key feedback was as follows: 
 

• MetroGreen was viewed as a good location for offices, with connectivity and access 

to shops and services being key advantages; 

• At the current time, however, it was felt that the existing office developments in this 

area did not benefit from being in such proximity to the MetroCentre, being 

somewhat detached because of the road network and lack of pedestrian links; 

• Current demand for leasehold stock in this location is reasonable, although there is a 

large amount of space currently available and the level of churn is high; 

• Demand is greatest for smaller unit sizes of circa 1,000 to 2,000 sq ft.; 

• Rental values are typically in the region of £10 to £13 per sq ft. for The Watermark; 

• Rental values for Metro House are circa £7.50 per sq ft.; 

• There has been downward pressure on rents in recent years due to availability of 

stock; 

• Good demand for freehold stock in this location; 

• Capital values for freehold accommodation is typically in the region of £125 per sq ft.; 

• Incentives of 12 months’ rent free per 5 year certain are common; 

• Occupiers are a mix of national and local covenants; 

• The biggest issues for occupiers in this location at the current time is traffic 

congestion and parking; 

• There is potential for further office development at MetroGreen, however changes 

would need to be made to the road network to ease congestion; 

• Careful consideration would also need to be given to parking, with a higher ratio then 

is currently provided for at The Watermark; 

• Any new development should be focussed on sites adjoining The Watermark; 

• Consideration should be given to maximising the location next to the MetroCentre, 

improving pedestrian links to the existing passenger transport interchange and the 

retail and leisure uses available at the MetroCentre; 

• There was differing views on the type of accommodation that should be delivered: 

 

 Some agents indicated that any new accommodation should seek to provide 

something different to what is already available at The Watermark, with larger 

units capable of being sub-divided and providing communal break-

out/meeting space. This type of accommodation could take the form of two 

storey office buildings, extending to circa 20,000 sq ft., with a central core 

providing communal services. 

 Alternatively, some agents indicated that new accommodation should focus 

on ‘own-front door’, owner occupier accommodation, with individual units 

extending to no greater than 5,000 sq ft. 

 

• All agents had concern over viability, with current rental levels in this location not 

supporting new development at the current time. 
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6. Regarding retail/leisure development the key feedback was as follows: 
 

• MetroCentre remains the primary regional retail market and a major attraction locally, 

regionally and nationally; 

• The centre follows a relatively traditional model and increasingly the units may not 

meet future requirements; 

• There are significant pressures on retailers at present and this is expected to 

continue into the medium term; 

• Recent developments at MetroCentre have been successful but the food retail 

market has become saturated and there is expected to be contraction in this sector; 

• Leisure based development would be the focus of future development to create a 

true ‘family experience’; 

• There is an opportunity to create a major leisure attraction which responds to the 

growing consumer demand for entertainment and leisure, builds on the unique 

attributes and accessibility of MetroGreen and exploits the synergies of co-location 

with the retail centre reflecting the approach taken by several other regional 

shopping centres in recent years; and 

• Connectivity is a key advantage of the location as is river frontage. 

 

7. There is an opportunity to deliver new leisure, office and retail accommodation at 

MetroGreen. Such uses should build on the success of the existing surrounding 

developments and seek to complement rather than compete with the existing offer at the 

MetroCentre. 
 

8. Leisure uses are a good fit with the MetroCentre and, with current trends showing a move 

by consumers to spend money on ‘experiences’ rather than consumer goods, there is 

likely to be demand for new accommodation at MetroGreen. Trends in the leisure sector 

do however move fast, and from a planning policy perspective there will be a need to 

ensure that there is flexibility to adapt to changing trends. At the current time research 

has indicated strong demand for trampoline parks, golf attractions and family activity 

centres, however demand can change quickly as consumer tastes and requirements 

evolve. Flexibility will therefore be key when producing the AAP, particularly given the 

timeframe over which MetroGreen is expected to be delivered. 
 

9. There is considerable potential for a large scale leisure attraction at MetroGreen.  

Evidence suggests increased demand for leisure activities and benchmarking other 

comparable major regional shopping centres underlines the importance of creating a 

distinct leisure attraction to not only meeting consumer demand but also reinforcing the 

shopping centre offer.  Research has established growth in demand for a wide range of 

leisure facilities in such locations including family entertainment, sports and outdoor 

activities.  It is considered that Metrocentre offers a unique opportunity to facilitate such 

development given its unique attributes of attracting 21million customers a year, central 

position within the region and connectivity, and the extensive land availability which can 

be readily brought forward to meet requirements.   
 

10. The scale of land required will depend on the specification of the facilities that are brought 

forward and it is not possible at this stage to be prescriptive regarding the specification.  

Recent proposals by Intu for a leisure scheme extension to their Lakeside shopping 

centre in Essex amounted to an additional floor area of 21,000 sq m (226,000 sq ft).  

Based on the benchmarking exercise of comparable locations with major regional / 

national leisure attractions, the average developable land a major regional/national leisure 
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attraction would require is in the order of 8-10 ha (approximately 20-25 acres). In order to 

support the demand for such facilities 8-10 ha is therefore considered to represent a 

suitable land area which could be allowed for to support the objectives of delivering a 

major leisure facility at MetroGreen. 
 

11. With regards to offices it is clear from discussion with agents that The Watermark and 

Metro Riverside developments have been successful, although at the current time there is 

a significant amount of vacant stock. Any new development should be situated on sites 

located within the immediate vicinity of the existing office stock, providing either own front 

door accommodation or larger floorplates that have the flexibility of being sub-divided to 

provide smaller suites. Further consultation needs to be carried out with both agents and 

developers to identify the best mix and size of new accommodation and the specification 

required by occupiers. 
 

12. If new office accommodation is to be successful there will be a need to improve 

connectivity to the MetroCentre and the existing public transport interchange, address 

traffic congestion and create better pedestrian routes throughout the site. There is also a 

need to address parking, which we understand from agents is a key issue at The 

Watermark and Metro Riverside. These issues need to be fully addressed through the 

APP. 
 

13. At the current time, it is likely that any new retail development will be limited to 

convenience provision serving the proposed residential development. It is envisaged that 

this will take the form of a convenience store of circa 464 sq m (5,000 sq ft.), with 5/6 

smaller stores of between 46 to 93 sq m (500 to 1,000 sq ft.). Occupiers are likely to be a 

mix of local and national covenants. It is unlikely that this element of the development will 

come forward until there is a critical mass of housing to support it. The key to the success 

of any retail development will be securing the convenience anchor. It is also perceivable 

that any significant leisure attraction would serve to attract leisure retailers associated 

with the leisure uses, including equipment, clothing and accessories. An example of 

which would be the Billabong Outlet Store located near the Snozone indoor ski slope in 

Castleford.  
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1 Introduction  

1.1 Gateshead Council is preparing an Area Action Plan (AAP) to facilitate the regeneration 
of and investment in vacant and underused brownfield land around the Metrocentre on 
the south bank of the River Tyne. The area incorporates the Metrocentre, surrounding 
shops, office and industrial uses and is approximately 213 hectares in size.  

 
1.2 The MetroGreen AAP will be a Local Development Document that forms part of the 

Gateshead Local Plan. The 2015 adopted Planning for the Future Core Strategy and 
Urban Core Plan for Gateshead and Newcastle (CSUCP) set’s the strategic framework 
for this AAP. The AAP is a statutory document that will provide detailed planning and 
design policies and guidance for the area up to 2030 and beyond, setting out which land 
uses should go where, what infrastructure is required and how it will be delivered. 

 
1.3 This document will be used to inform the Stage 1 Baseline Report which will assess and 

compile the technical studies required for Stage 1 of the AAP and will provide a concise 
summary of the position at MetroGreen. The Baseline Report sets out the nature, extent, 
and impact of each site constraint (including the strategic and local highway network, 
utilities, flood, ecological, contamination, landscape, and archaeological aspects) and 
written analysis of the site opportunities illustrated by plans and photography.  
Discussions with key landowners, statutory bodies, and utility and service providers will 
be an important part of the process.     

 
1.4 The baseline report provides the detail and analysis to inform the option development and 

testing which forms Stage 2 of the project. It will also be used to develop draft strategies 
based on the preferred development option at Stage 3 of the project. 

 
1.5 The project stages required to inform the production of the Area Action Plan are outlined 

below: 
 

 
 

 
1.6 This document comprises the Stage 1 baseline review for office, retail and leisure use.  It 

considers: 
 

• Legislative / policy basis 

• Existing evidence base in support of commercial, retail and leisure development 
at Metrogreen 

• New evidence including a market trends analysis, consultation with agents and 
site analysis 

• Consideration of how the findings of the work interrelate with other topic themes 

Stage 1 

Baseline

Stage 2 

Option 
Development 

& Testing

Stage 3 

Draft 
strategies 
based on 
preferred 

option 

Stage 4 

AAP Draft Plan  

Stage 5 

Final strategies 

Stage 6 

AAP 
Submission 
Draft Plan 

Stage 7 

AAP Minor 
Modifications 

Stage 8 
Submission to 
Secreatary of 

State
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• Conclusions and recommendations. 
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2 Legislation and Policy  

2.1 This section provides a summary of the existing evidence underpinning Gateshead’s Core 
Strategy and the Council’s vision for commercial uses at MetroGreen. 

 

National Planning Policy Framework (2018) 
 
2.2 The definition of sustainable development in paragraph 8 of the NPPF sets out its 

economic, social and environmental roles. 
 

Paragraph 11 states that: 
 

Plans and decisions should apply a presumption in favour of sustainable development. 
 

For plan-making this means that: 
 

a) plans should positively seek opportunities to meet the development needs of their 
area, and be sufficiently flexible to adapt to rapid change; 

 
b) strategic policies should, as a minimum, provide for objectively assessed needs for 

housing and other uses, as well as any needs that cannot be met within neighbouring 
areas, unless: 

 
i. the application of policies in this Framework that protect areas or assets of 

particular importance provides a strong reason for restricting the overall scale, 
type or distribution of development in the plan area; or 

ii. any adverse impacts of doing so would significantly and demonstrably outweigh 
the benefits, when assessed against the policies in this framework taken as a 
whole.’ 

 
Paragraph 16 requires that: 
 
Plans should: 
 

a) be prepared with the objective of contributing to the achievement of sustainable 
development; 

 
b) be prepared positively, in a way that is aspirational but deliverable; 

 
c) be shaped by early, proportionate and effective engagement between planmakers and 

communities, local organisations, businesses, infrastructure providers and operators 
and statutory consultees; 

 
d) contain policies that are clearly written and unambiguous, so it is evident how a 

decision maker should react to development proposals; 
 
e) be accessible through the use of digital tools to assist public involvement and policy 

presentation; and 
 

f) serve a clear purpose, avoiding unnecessary duplication of policies that apply to a 
particular area (including policies in this Framework, where relevant). 

 
2.3 Office, retail and leisure development in the MetroGreen area have a role to play in 

achieving: sustainable development according to the definition; and a strong competitive 
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economy.  Section 6 of the NPPF, building a strong, competitive economy, guides plans 
to ‘allow each area to build on its strengths, counter any weakness and address the 
challenges of the future.’  Paragraph 81 of section 6 states: 

 
Planning policies should: 

 
a) set out a clear economic vision and strategy which positively and proactively 

encourages sustainable economic growth, having regard to Local Industrial 
Strategies and other local policies for economic development and regeneration; 
 

b) set criteria, or identify strategic sites, for local and inward investment to match 
the strategy and to meet anticipated needs over the plan period; 
 

c) seek to address potential barriers to investment, such as inadequate 
infrastructure, services or housing, or a poor environment; and 
 

d) be flexible enough to accommodate needs not anticipated in the plan, allow for 
new and flexible working practices (such as live-work accommodation), and to 
enable a rapid response to changes in economic circumstances. 
 

2.4 Paragraphs 85 and 86 set out the national policy for ensuring the vitality of town centres 
and requires authorities to apply the sequential test to applications for main town centre 
uses that are neither in existing centres nor in accordance with an up-to-date plan.  To 
this end the proposal to locate office, retail and leisure development at MetroGreen was 
justified as part of the adoption of the strategic Core Strategy and Urban Core Plan.  It is 
important that out of centre proposals are in accordance with an up-to-date plan and as 
such, the allocation of these uses is further evidenced as part of the planning process.  
When considering out of centre locations, preference should be given to accessible sites, 
which are well connected to the centre.   

 
2.5 Paragraph 118 in the Section relating to Making effective use of land, gives substantial 

weight to the value of re-using suitable brownfield land, and development of under-utilised 
land and buildings.  Paragraph 119 states: 

 
‘Local planning authorities, and other plan-making bodies, should take a proactive role in 
identifying and helping to bring forward land that may be suitable for meeting 
development needs, including suitable sites on brownfield registers or held in public 
ownership, using the full range of powers available to them. This should include 
identifying opportunities to facilitate land assembly, supported where necessary by 
compulsory purchase powers, where this can help to bring more land forward for meeting 
development needs and/or secure better development outcomes.’ 

 
2.6 The MetroGreen AAP proposals have a significant role to play in the achieving the 

consolidation and redevelopment of underused land.   
 

Core Strategy and Urban Core Plan Gateshead and Newcastle 
Upon Tyne 2010-2030 (2015) 

 
2.7 Core Strategy and Urban Core Plan Policy CS1 Prioritises the urban core as a location for 

major office, retail and leisure development. CS6 manages employment land by allocating 
land for office development in the urban core and a limited amount in MetroGreen (and 
Team Valley).  Up to 15,000 square metres of B1a office accommodation is allocated at 
MetroGreen (policy AOC2).   

 
2.8 Policy CS7 (5) states the intension that proposals for sustaining and supporting the 

MetroCentre as an existing out-of-centre regional shopping destination will be assessed in 
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line with national policy.  CS8 supports development which improves the range and 
quality of the leisure offer in the area, with the focus on ensuring accessibility of location 
and suitability in terms of the character of the receiving area. 

 
2.9 The mixed use, sustainable community proposed to be created under Policy AOC2 

includes commercial leisure and community facilities, with provision of a continuous 
recreational riverside route along the Tyne, and a new public green space to serve the 
new residential community.   

 

1. This location will deliver: 

 

I. 850 new homes at an overall average of 40 dwellings per hectare, 

II. Complementary mixed-use development located close to sustainable transport 

links, including up to 15,000 square metres of B1a office accommodation, 

III. Community facilities to support those people living and/or working in the area, 

and  

IV. A transformed and outward facing MetroCentre which is integrated into the 

wider MetroGreen area.  
 

2. Development Requirements:  

 

I. Improved pedestrian and cycle accessibility to the Transport Interchange and 

improvements to public transport infrastructure and services to serve new 

development, 

II. Improvements to the highway network to mitigate the impact of additional traffic 

generated by the development on local and strategic roads,  

III. Integrated infrastructure to manage fluvial, tidal and surface water flooding in 

accordance with the Flood Management and Surface Water Management 

Plans, and to secure adequate water infrastructure through a water supply 

strategy and foul water strategy, and 

IV. A series of safe, usable and attractive spaces and routes for pedestrians and 

cyclists, forming a green infrastructure network across the area. This will 

include:  

 

• A 10 to 30 metres wide continuous recreational riverside route within a 

landscaped setting on the Tyne riverbank, 

• A new public space including a pedestrian and cycle route connecting the 

river with the transport interchange, and 

• A new public green space to serve the new residential community.  

 

2.10 Development proposals shall be in accordance with the MetroGreen Area Action Plan 

(AAP), which will determine the appropriate mix, quantum and location of development in 

the area. Proposals made in advance of the AAP are required to demonstrate that they 

would not prejudice but complement, and integrate with, the wider development of the 

area, considering the requirements of relevant evidence. 

 

Making Spaces for Growing Places (draft October 2017) 
 
2.11 The MSGP plan document does not seek to replicate policies that will be covered in the 

AAP, and MSGP 2 allocates key employment areas for the development of B1 offices in 
Team Valley and Follingsby trading estates.  MSGP 8 Retail and Leisure Impact 
Assessment requires development outside designated centres in the retail hierarchy to be 
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subject to an impact assessment.  Such development within the AAP area will be in line 
with an up-to-date development plan with appropriate justification. 

 
2.12 The MSGP sets out standards in relation to various land uses, in terms of waste 

management and parking standards etc.   
 

Saved Unitary Development Plan Policies 
 
2.13 UDP Policy JE4 and JE5 Sustainable Economic Development and Tourism Development 

respectively express the sequential approach to the location of economic and leisure 
development in the borough.  UDP ENV29 Open Space in Retail and Employment Use 
Developments requires 15% of the area of developments over 0.5 hectares to be 
provided as landscaped for wildlife or open space.  The AAP will maximise opportunities 
to incorporate an appropriate proportion of open space for amenity, sustainable 
connectivity and environmental protection and enhancement opportunities within and 
adjacent to commercial development.   

 
MetroGreen Scoping Report (2015)  

 
2.14 The MetroGreen Scoping report identified a weak office market as a local issue to be 

addressed by the AAP policy.  This report and other evidence reports are needed to fully 
inform the policy response that will be contained within the AAP. 

 
2.15 Promotion of the leisure and tourism offer is also identified in the Scoping report as an 

objective for building in sustainability in the economy.  The report also identifies that there 
is 224,300 sq m of retail floorspace in Gateshead, 168,900 sq m of which is located at the 
Metrocentre.  However, the report also identifies that areas with a lack of reasonable 
access to services and essential retail facilities in the MetroGreen area is one that must 
be addressed in the AAP.  

 

MetroGreen Options Report (2015) 
 
2.16 The MetroGreen Options Report was prepared by the Council in 2015. It sets out a 

preferred policy approach to the AAP, identifying preferred locations for housing and 
commercial development, as well as key infrastructure.  

 
2.17 The options report sets out the following key objectives in relation to commercial uses: 

 

• Provide new and improved access to new development as well as existing 

services, facilities and commercial space to meet the needs of residents, 

businesses and workers; 

• Support the integration of the existing retail, commercial, leisure and employment 

uses into the surrounding area and its evolution into a pedestrian friendly and 

legible place. 

 
2.18 The options report outlines the preferred approach to office delivery as follows: 

 

• Delivery of up to 15,000 sq m (161,464 sq ft.) of offices; 

• New office accommodation is expected to be focussed on the northern part of 

MetroGreen, within proximity to the existing Public Transport Interchange. 

• New office development should provide new and improved pedestrian and cycle 

connections to the surrounding area. 

 
2.19 The preferred approach to retail delivery is outlined as follows: 
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• New development should integrate with the MetroCentre and existing Public 

Transport Interchange; 

• The development of small scale convenience and retail development to serve new 

residential development will be supported; 

• Retail uses should be focussed within the defined MetroCentre boundaries, 

• If suitable land is not available within the MetroCentre boundary, retail uses should 

be directed to land that is, or is capable of, being connected to the Public Transport 

Interchange; 

• Any proposals for retail development will need to demonstrate that they will not 

adversely impact upon the MetroCentre; 

• Adaptions to the Metro Retail Park will be allowed if they do not adversely impact 

on the strategy for MetroGreen or the role of the MetroCentre. 

 
2.20 The options report outlines the preferred approach to leisure delivery as follows: 

 

• The development of leisure uses will be supported on land that is within the 

MetroCentre boundary or is well connected to the MetroCentre; 

• Leisure proposals will need to demonstrate that they have no significant adverse 

impact on the Urban Core, the MetroGreen strategy and the role of the 

MetroCentre. 

 
2.21 The options report recognises that MetroGreen is unlikely to come forward as a single 

phase, being developed instead as a series of phases over the short, medium and longer 
term. The challenge of phasing will be addressed through the AAP. 

 
2.22 Policy CS6 (office floor space requirement) outlines the requirements for office land within 

the Local Plan period identifying that a minimum of 512,000 sq m (5,511,302 sq ft) (gross 
internal area) of office floor space in the ‘urban core’ alongside other locations including 
MetroGreen. 

 
2.23 In relation to retail, the Options Report identifies the need for wider sequential and impact 

assessment requirements in terms of existing centres in the hierarchy, including the 
Primary Shopping area (PSA) in Gateshead Centre. 
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3 Existing Evidence Review 

3.1 This section reviews the existing documented evidence relating to the commercial market 
 in MetroGreen. 

 

Gateshead Employment Land Review 2018 
 
3.2 The Gateshead Employment Land Review (ELR) was carried out to assess the supply of 

employment land within Gateshead, having regard to the need and demand for 
employment land within the Borough. The ELR informs the emerging policies and 
proposed allocations of Gateshead’s Local Plan, specifically those contained within the 
Land Allocations and Development Management Policies document Making Spaces for 
Growing Places (MSGP). 
 

3.3 Based on an assessment of economic development needs provided within the 2012 
Employment Land Review (ELR), policy CS6 of the Newcastle and Gateshead Core 
Strategy sets out a minimum requirement for 150ha of net developable employment land 
across Gateshead and Newcastle. Policy CS6 identifies a specific requirement for office 
floorspace of a minimum of 512,000 sqm (gross internal area). Supporting text to policy 
CS6 makes clear that of the combined requirement for employment land provision, a 
minimum of 70ha is to be provided in Gateshead. Supporting text also identifies that 20% 
of the minimum 512,000sqm office floorspace is anticipated to be accommodated in 
Gateshead, with around 75% of the office floorspace being accommodated within the 
Urban Core.   The 2018 ELR confirms that the above quantities remain an appropriate 
level of provision of employment land in Gateshead to meet business growth 
requirements. 

 
3.4 The ELR then assesses a number of site options however those within Metrogreen are 

excluded from the assessment in view of the separate Area Action Plan exercise being 
carried out.  However, it assumes that the quantity office development proposed in the 
Core Strategy i.e. 15,000 sq m / 3.75 ha of land, will come forward. 

 

Newcastle and Gateshead Employment Land and Property 
Demand Assessment (2016) 

 
3.5 Cushman & Wakefield were appointed by Gateshead Council and Newcastle upon Tyne 

City Council to produce an assessment of the office and industrial market sectors to 
inform the Local Plan process. 

 
3.6 The report identifies the following drivers of demand for employment space: 

 

• Marine and offshore industries; 

• Low carbon technologies; 

• Life science and healthcare; 

• Digital and creative sector. 

 
3.7 In employment terms, the report identifies the following key growth sectors in Gateshead 

over the plan period (2015-30): 

 

• Construction; 

• Real estate; 
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• Professional services; 

• Administration and support. 

 
3.8 The report provides a review of the Gateshead office market, looking at both the town 

centre and out-of-town markets. Regarding the town centre market, the report notes the 
following: 

 

• Gateshead Centre fulfils a secondary role as an office location compared with 

Newcastle; 

• Over the last 10 years’ office development in Gateshead Centre has been focussed 

to the north of the core town centre at Baltic Place and Baltic Business Quarter; 

• The main office locations are around Jackson Street, Trinity Gate, Gateshead Quays 

and Baltic Business Quarter; 

• Headline Grade A rents in Gateshead Centre are around £14 to £15 per sq ft.; 

• As at the date of the report, there was around 9,290 sq m (100,000 sq ft.) of office 

accommodation available within Gateshead Centre, albeit it was noted that this 

figure was likely to be understated due to a lack of information on smaller units; 

• The average quoting rent for available town centre office accommodation was £9.17 

per sq ft; 

• Around 4,645 sq m (50,000 sq ft.) of the accommodation was accounted for by Baltic 

Place; 

• Annual take-up in 2015 was circa 2,322 sq m (25,000 sq ft.); 

• Between 2011 and 2015, average annual take-up was 1,950 sq m (21,000 sq ft.); 

• Take-up was largely focussed on floorplates of less than 929 sq m (10,000 sq ft.), 

with just one leasehold transaction over 1,858 sq m (20,000 sq ft.). This is likely to 

reflect a lack of supply of larger floorplates; 

• There is a lack of Grade A accommodation and larger floorplates within Gateshead 

Centre, with just 50,000 sq ft. of Grade A space available at the time of the report 

and the largest units available being 929 sq m (10,000 sq ft.). 

 
3.9 Regarding the out-of-town market, the report notes the following: 

 

• The Gateshead out-of-town office market is predominantly concentrated across the 

Team Valley Trading Estate and East Gateshead and with a smaller quantity at 

MetroCentre and Dunston; 

• Headline prime rents in the Gateshead out-of-town market are circa £14 per sq ft.; 

• As at the date of the report there was around 37,625 sq m (405,000 sq ft.) of out-of-

town office accommodation available in Gateshead, with an average quoting rent of 

£9.82 per sq ft.; 

• Annual take-up in 2015 was 3,959 sq m (38,695 sq ft.); 

• Between 2011 and 2015, average annual take-up was 5,043 sq m (54,280 sq ft.); 

• Out-of-town transactions have focussed on smaller floorplates; 

• Much of the existing out-of-town office accommodation is second hand, low grade 

stock. 

 
3.10 Over the plan period, the report considered three scenarios for future land requirements 

and concluded with a recommended policy of 9 hectares (22.24 acres) of office land. 
 

 
Convenience Retailing: Commentary on Market Position (27 May 
2016) 
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3.11 Nathaniel Litchfield and Partners was commissioned by Gateshead Borough and 
Newcastle City Councils to study and provide a market position paper for convenience 
retailing in the two cities and the implications for planning policy and development 
management.  The paper was commissioned to support the Making Spaces for Growing 
Places and MetroGreen scoping and options reviews. 

 
3.12 There was found to be a reduction in the number of convenience retail uses in some town 

and urban centres.  However, this is the context of new larger foodstore development 
within the same centres.  The report highlighted the need to take these trends into 
account in seeking to facilitate sustainable patterns of development through development 
of a planning policy framework. 

 
3.13 The report listed recommendations for policy formulation as follows:  
 

• support new retail development in the most appropriate locations, directing new 

proposals to existing centres in the first instances, in order to support their vitality 

and viability; 

• provide sufficient opportunities to meet the scale and nature of the need identified for 

new convenience retailing, taking into account current and likely future operator 

requirements; 

• identify the role that new development can perform in enhancing the health of 

centres which are in decline and/or as an anchor to planned new centres; 

• support existing markets and recognise the role that they play in meeting local 

needs, attracting visitors and diversifying the centres’ offer; 

• identify the need to provide new convenience retail uses of an appropriate scale and 

location in new/relocated centres, including those serving planned new large scale 

housing development or existing underserved residential/employment areas; 

• recognise the role of convenience retail development, including as part of mixed use 

development, in delivering regeneration and economic benefits and meeting wider 

sustainability objectives; 

• deal positively with proposals to adapt existing premises to meeting changing 

operator and consumer requirements (e.g. those for click and collect facilities, new 

shopfronts and small scale extensions); 

• ensure that planning conditions, which control unit sizes, permitted goods, hours of 

opening/servicing and plant equipment, are used appropriately and take full account 

of mitigation measures; 

• identify the scope for using Local Development Orders (LDOs) to reduce the burden 

on operators and help them adapt their businesses to meet future needs (including 

through some of the minor works set out above). 
 

Gateshead Employment Land Review Update and Office 
Capacity Study (2012) 

 
3.14 Storey Edward Symmons and Nathaniel Litchfield & Partners were appointed by 

Gateshead Council to undertake an Employment Land Review to support the preparation 
of the Joint Core Strategy with Newcastle City Council and the Site-Specific Allocations 
Development Plan Document. 

 
3.15 Regarding existing stock, the report identifies the following key employment locations 

within Gateshead: 

 

• Gateshead Centre (principle office location) 

• Gateshead Quayside (emerging office location) 
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• Metro Riverside Park (large business park development) 

• The Team Valley Trading Estate (mix of manufacturing, distribution/warehousing 

uses and offices) 

• Follingsby Park (industrial/distribution uses) 

• Birtley/Felling (Industrial activity) 

 
3.16 Looking specifically at offices, the report notes the following: 

 

• Gateshead has the second highest number of office units in Tyne and Wear., 

although it is only fourth highest in terms of amount of space; 

• 46% of offices within the Borough are less than 50 sq m (538 sq ft.) and 85% of the 

total stock is less than 250 sq m (2,691); 

• The Gateshead office market is dominated by Gateshead Centre and Team Valley, 

accounting for half of all units; 

• Office floor space in Gateshead increased by 81% between 1998 and 2012; 

• There is an oversupply of offices in Gateshead, with vacancy rates highest in Team 

Valley (33%), Gateshead Centre (28%) and East Gateshead (21%); 

• There is an oversupply across all size bands; 

• Gateshead has a disproportionately large number of vacant units which are aged 

between 20 and 50 years old. In comparison, relatively low levels of vacancy are 

observed in units built since 1990; 

• Future office development is likely to be focussed at Baltic Business Quarter and 

Gateshead Quays, where viability is stronger; 

• There are office development opportunities at the MetroCentre; 

 
3.17 The report provides a review of employment land sites and premises at MetroGreen. Part 

of MetroGreen is included in the Dunston Primary Employment Area (PEA). A summary of 
the sites is provided in the following table: 

 
Number of Employment Sites 23 

Number of sites in existing PEA 16 

Recommendations: 
 

Existing employment site to be 
retained, although PEA/SEA  
protection to be removed 
 

1 

Suitable site, although uncertainty 
over delivery- PEA/SEA protection to 
be removed 
 

3 

Deallocate site  
 

6 

Existing employment site to be 
released 

9 
 

Unsuitable Employment Site 4 

Constraints - Traffic congestion 

- Contamination 

- Flooding 
 

 
3.18 The report makes the following recommendations with regards to the Dunston PEA: 
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• Dunston PEA should be subject to the merging MetroGreen Concept Framework 

and possibly an Area Action Plan; 

• There are advantages to expansion of the established office location at Metro 

Riverside and therefore adjoining sites should be retained for employment use; 

• Elsewhere, a more flexible approach should be taken to sites within Dunston PEA, 

with a wider mix of uses promoted; 

• Consideration should be given to protecting viable industrial operations when 

identifying alternative uses in the area; 

• There is no requirement for any new sites to be allocated beyond the existing 

boundaries of the PEA ahead of the wider master planning of the area. 

 

Newcastle-Gateshead Office Needs Assessment (2012) 
 

3.19 Storey Edward Symmons and Nathaniel Litchfield & Partners were appointed by 

Gateshead Council and Newcastle upon Tyne City Council to prepare an Office Needs 

Assessment. 

 

3.20 Regarding supply and demand in Gateshead, the report highlights the following: 

 

• Gateshead has the second highest number of office units in Tyne and Wear; 

• although it is only fourth highest in terms of amount of space; 

• The average size of offices in Gateshead is 172 sq m (1,850 sq ft.); 

• Office accommodation is focussed in Gateshead Centre, Team Valley and East 

Gateshead; 

• Rates of availability indicate a substantial oversupply of accommodation; 

• Average take-up between 2005 and 11 was 11,025 sq m (118,676 sq ft.) per 

annum; 

• Vacancy rates are high for all size bands, with no size band where further provision 

could be justified; 

• Vacancy rates are highest for 500 to 1,000 sq m (5,382 to 10,764 sq ft. units); 

• When measured by floor space, levels of availability amongst Grade A office built 

since 2,000 are higher than the vacancy rates across the stock; 

• Most vacant office units are more than 30 years old; 

• Business park accommodation at Team Valley and the MetroCentre appear to be 

struggling, with competition from other business parks around the region; 

• Based on past levels of take-up, Gateshead has an implied 50-year supply of office 

development sites; 

• A maximum of 11 hectares (27 acres) of development land is required in 

Gateshead for the period 2012 to 2030; 

• The combined regeneration initiatives of Gateshead Quays, Baltic Business 

Quarter and Gateshead Centre propose massive amounts of office floor space 

which could accommodate requirements for many decades. 

 

Newcastle-Gateshead Retail Studies: Strategic Comparison 
Goods Retail Capacity Forecasts Update 2012  
 

3.21 Cushman & Wakefield (then DTZ) was commissioned by Gateshead Borough and 
Newcastle City councils to update a 2010 report into quantitative needs forecasts for new 
comparison goods retail floorspace in Newcastle City and Gateshead Centres, the 
Metrocentre and retail parks in Newcastle and Gateshead. 
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3.22 Table 3.1 of the study shows summaries of forecast requirement for various development 

scenarios.  Under the most ‘realistic’ scenarios of the impact of major retail development 
in Newcastle city and Gateshead Town Centres (under established town centre first policy 
of the time of writing) forecasts still show capacity at the Metrocentre for extensions of 
9,950 sq m net comparison goods floorspace by 2020, rising to approximately 26,100 sq 
m by 2030 (scenario 3 of the study), or 3,750 sq m net rising to about 19,150 sq m net 
(scenario 4 of the study).  This with forecast of substantial increase in sales from existing 
floorspace. 

 
3.23 The study states that the forecasts used will need to be updated prior to 2020.  

 
MetroGreen Topic Paper (2012) 

 

3.24 The MetroGreen Topic Paper was produced in 2012 as part of the evidence base to 

support the production of the Core Strategy and Urban Core Plan for Gateshead and 

Newcastle upon Tyne, 2010-2030, which was adopted in March 2015. 

 

3.25 The topic paper identifies the following development constraints: 

 

• Electricity pylons and substation; 

• Flooding; 

• Surface Water; 

• Utilities Infrastructure; Contamination & Ground conditions; 

• Protected species and habitats/biodiversity; 

• Transport; 

• Multiple land ownerships; 

• Existing uses; 

• Poor pedestrian & cycle permeability and connectivity; 

• Poor public transport accessibility. 

 
3.26 The following opportunities are identified: 

 

• Develop green infrastructure links; 

• Improve public transport links; 

• Integrate the MetroCentre and adjacent retail park; 

• Potential bridge link to Newcastle; 

• Reuse of vacant/underused land; 

• Creation of public open space and improved pedestrian access; 

• Support regeneration of neighbouring area; 

• Junction improvements to the A1; 
 
3.27 Regarding commercial uses, the topic paper identifies 8 hectares (20 acres) of land that 

could be developed for commercial uses up to 2030, with a further 3.2 hectares (7.9 
acres) that could be developed post 2030. Commercial uses are expected to be focussed 
in the area north of the existing Transport Interchange. 

 

Newcastle and Gateshead Leisure Study (2010) 
 
3.28 Tribal and Arkenford Market Modelling and Research were appointed by Gateshead 

Council and Newcastle upon Tyne City Council to provide a review of existing leisure, 
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culture and tourism facilities in Newcastle and Gateshead and to identify potential 
opportunities to develop the offer further. 

 
3.29 As at the time of the report there was 441 leisure units in Gateshead, with a focus on 

public houses/bars, restaurants and cafes. The MetroCentre was identified as a key hub 
for leisure uses in Gateshead, with smaller pockets of provision in the town centre and 
some district centres including Low Fell and Whickham. 

 
3.30 A consumer survey was undertaken as part of the study. The main findings were as 

follows: 
 

• Visiting restaurants and cafes was the most popular activity enjoyed by 

respondents; 

• Younger visitors had a greater interest in eating out/cafes, going to 

theatres/concerts, night time entertainment, cinema, public events and 

entertainments centres; 

• Older visitors had a greater interest in open spaces and museum and art galleries; 

• Day visitors had a stronger preference for going to pubs, bars and nightclubs, going 

to the cinema, entertainment centres and going to health and fitness centres; 

• Staying visitors had a stronger preference for eating out in restaurants/cafes, 

visiting local parks/open spaces/ countryside or coast, visiting museum and visiting 

museums and galleries; 
 
3.31 Regarding the different sub-sectors, the report found the following: 
 

Sub-sector Key market trends Consumer survey findings Current supply and 
future capacity 
 

Casino, bingo 
halls, 
bookmakers 

- The number of visors to 

casinos is rising, but 

average spend per visit 

is falling 

- 12% of adults aged 18+ 

who have been to a 

casino would not go 

again 

- The economic climate is 

likely to discretionary 

spend in the gambling 

sector 
 

- Most likely to appeal to 

residents rather than staying 

visitors 

- Users of facilities are most 

likely to go regularly 

- Bingo marginally more popular 

than casinos 

- Activity most popular in older 

age groups 

- Respondents generally felt 

there were sufficient facilities 

already 
 

- 4 bingo halls within 

Gateshead 

- No casinos in 

Gateshead 

- Likely to be limited 

market demand in the 

short to medium term 

for new facilities 

Cinema - Cinemas increasing in 

popularity 

- Cinemas are 

increasingly diversifying 

their offer 

- The cinema audience is 

typically younger than 

the general population 
 

- Cinemas more popular 

amongst day visitors than 

staying visitors 

- Visits to cinemas are not 

typically frequent 

- Mainstream cinema is more 

popular than the 

independent/art house offer 

- Respondents generally felt 

existing facilities were 

adequate 
 

- 1 cinema in 

Gateshead  

- May be potential to 

deliver new facilities 

depending on 

consumer appetite 

and technology trends 
 
 
* A new cinema has 
been delivered in 
Gateshead Centre 
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Sub-sector Key market trends Consumer survey findings Current supply and 
future capacity 
 

since the date of this 
report 

Health and 
Fitness 

- Market has grown 

significantly over the 

last 10 years 

- Cost is an issue for 

consumers, leading to 

emergence of budget 

health clubs 
 

- The proportion of day visitors 

enjoying use of health and 

fitness centres is slightly 

higher than staying visitors 

- Those using health and fitness 

centres tend to on a frequent 

basis 

- Respondents generally felt 

existing facilities were 

adequate 
 

- 39 health and fitness 

facilities across 

Gateshead 

- No evidence of 

requirement for further 

facilities, although 

there may be a need 

to improve existing 

facilities 

- Potential to attract 

more national 

operators 

Bowling - Bowling is typically seen 

as a ‘special occasion’ 

activity 

- Spend on bowling is 

expected to increase 
 

- Bowling is the most popular 

activity undertaken at 

Entertainment Centres 

- Entertainment Centres are 

more popular with day visitors 

than staying visitors 

- Respondents generally felt 

that existing facilities were 

adequate 
 

- 1 bowling facility in 

Gateshead 

- There may be a 

potential to provide 

additional facilities, 

although this is likely 

to be part of a wider 

leisure scheme rather 

than a stand-alone 

facility. 

Eating Out - Eating out is an 

increasingly popular 

leisure activity 

- In 1990 75% of food 

consumption was in the 

home. This is expected 

to decrease to 50% by 

2035 
 

- Eating out was the most 

popular activity amongst 

respondents 

- Independent restaurants and 

cafes were most popular 

- Eating out is more popular 

with staying visitors than day 

visitors 

- Respondents generally felt 

current provision was 

adequate 

- 89 cafes in Gateshead 

- 114 restaurants in 

Gateshead 

- Clusters are 

restaurants are found 

at the MetroCentre, 

with most being 

chains 

- There is a cluster of 

fast food restaurants 

in the town centre, 

MetroCentre and 

Team Valley 

- Independent cafes 

and restaurants are 

dispersed across 

Gateshead 

- Potential for 

improvements to 

current facilities and 

further clusters across 

Gateshead 
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Drinking and 
Nightclubs 

- There has been a 

significant number of 

closures in the UK 

licensed industry, 

affecting mainly the 

traditional public house 

sector 

- Food led pubs are 

faring better than drink 

led premises 
 

- Going to pubs, bars and 

nightclubs is more popular 

amongst day visitors than 

staying visitors 

- Respondents were generally 

satisfied with existing facilities 

- There are no 

nightclubs in 

Gateshead 

- Pubs are spread out 

across Gateshead, 

with clustering in the 

town centre and local 

centres including Low 

Fell, Whickham and 

Birtley 

- Potential for increase 

quantity and quality 

provision in 

Gateshead 
 

Museum and 
Art Galleries 

- Historic and cultural 

activities face intense 

competition for the 

family leisure market 

- Museums and science 

centres are the most 

family-led attractions 

- Art galleries appeal 

most to pre/no family 

and third age groups 
 

- Going to museums and art 

galleries is more popular with 

staying visitors than day 

visitors 

- There was some 

dissatisfaction with facilities in 

Gateshead 
 

- There are 4 art 

galleries in Gateshead 

- There is 1 museum in 

Gateshead 

- Future decisions to 

increase supply will 

need to be based on 

market capacity 

Theatres and 
Music Venues 

- Music concerts and 

festivals have been the 

best performing area of 

the industry 
 

- The activity is universally 

popular with day and staying 

visitors 
 

- Limited theatre 

provision in 

Gateshead 

- The main music venue 

is the Sage 

- There is a good range 

of venues across the 

wider area 
 
*Since the report was 
published it has been 
announced that a new 
arena will be built in 
Gateshead 

Hotels - The hotel sector was 

severely impacted by 

the recession, but has 

been recovering since 

2010. 

- Growth likely to be 

focussed in branded 

hotels 

- Budget market has 

been fastest growing 

sector in recent years 

- 25% of visitors to Gateshead 

stayed with family and friends 

- 22% stayed in a 4-star chain 

hotel 

- The remaining visitors stayed 

in a mixture of hostels, B&Bs, 

economy chain hotel and 

independent hotels. 

- 20 hotels in 

Gateshead 

- Focus on budget and 

2 and 3 star hotels 

- No 5-star provision 

- Further growth 

potential at the 

MetroCentre and 

along the A1 corridor 

- Hotel development 

likely to be more 



 
 

 

Cushman & Wakefield        23 

 

 successful where 

accompanied by other 

uses that help create 

demand 

- Potential for further 

self-catering, B&B 

accommodation, 

camping pitches, 

holiday lodge or 

country house hotel in 

more rural areas 
 

 

Newcastle-Gateshead Retail Studies: Convenience Goods and 
District Centre Needs (2010) 

 
3.32 Cushman & Wakefield (formerly DTZ) were appointed by Gateshead Council and 

Newcastle upon Tyne City Council to provide a convenience goods retail study to support 
preparation of the Core Strategy. Looking specifically at Gateshead, the key findings were 
as follows: 

 

• The out-of-centre food stores in Gateshead trade well above their respective 

company average levels; 

• There is a significant net outflow of convenience goods expenditure from Newcastle 

to Gateshead, principally to Asda at Metro Retail Park. However, there is also some 

outflow of convenience goods expenditure from Gateshead to large food stores at 

Jarrow, Boldon and Washington; 

• Comparison goods shopping in Gateshead is largely focussed on the MetroCentre 

and retail parks; 

• By 2020 there is anticipated to be capacity for around 1,300 sq m (13,993 sq ft.) 

further convenience goods floor space in Gateshead; 

• Over the longer term, there is expected to be further capacity for new floor space; 

• Capacity for new comparison goods floor space is likely to be limited up to 2020; 

• Over the long term there may be greater expenditure capacity to support additional 

comparison goods floor space, although viability may be an issue; 

• New district/local centres may be required where major new housing growth areas 

are allocated; 

• Small scale new retail and retail-related services and leisure uses which arise in the 

district centres should be supported; 

• Change of use from retail to appropriate non-retail uses should be supported, 

where this would avoid long-term vacancy arising 

• Convenience retail can have an important role in supporting leisure development. 

 

Summary 
 

• There is a quantitative oversupply of offices in Gateshead, although much of the 

available stock is dated and of poor quality and this is a key factor in considering 

opportunity for future development as there is a limited Grade A space available; 

• Over the plan period there is a gross land requirement of 9 hectares (22.24 acres) 

of office accommodation; 
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• Much of the existing out-of-town office accommodation is second hand, low grade 

stock and could be significantly enhanced by new development; 

• Headline prime rents for out-of-town office accommodation in Gateshead is 

currently circa £14 per sq ft.; 

• MetroGreen is identified as being suitable for new office, leisure and retail 

development, and a key commercial centre; 

• Proposals for MetroGreen include up to 15,000 sq m (160,000 sq ft.) of new office 

accommodation and new leisure facilities connected to the MetroCentre; and 

• The MetroCentre is a key hub for leisure facilities in Gateshead and a major 

attraction locally, regionally and nationally. 
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4 New Evidence and Consultation 
 

4.1 To further assess the commercial, retail and leisure markets the following work has been 
carried out as documented in the subsequent chapters of this report: 
 

• Market trends – an analysis of the market and emerging trends affecting the 
commercial, retail and leisure markets 

• Agent feedback – consultation with a selection of agents acting for operators and 
developers has been carried out to ascertain market appetite/sentiment for 
commercial, retail and leisure development at Metrogreen 

• Site analysis – an assessment of the Metrogreen site including consideration of 
the potential development of commercial, retial and leisure options. 

 
4.2 Sections 5, 6 and 7 of the report detail this additional evidence in turn below. 
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5 New Evidence – Market Trends 
 
5.2 This section identifies current trends in the office, retail and leisure markets, which will 

help guide future development at MetroGreen. 
 

UK Office Market Overview 
 
5.3 The UK economy continues to face political uncertainty following the UK’s decision to 

leave the European Union and impending leave date in 2019. This is evident in the three 
CIPS (Chartered Institute of Procurement & Supply) surveys which reported slower 
growth in June, signalling that the economy was expected to lose some momentum in H2 
2017. The rise in inflation also acted as a drag on consumer spending, slowing the 
consumer drive witnessed earlier this year. Overall, services businesses' domestic sales 
had slipped, as has investment and hiring intentions. 

 
5.4 The Central London leasing market had a strong start to the year with Q2 letting activity 

above the 5-year quarterly average. Media, tech and flexible offices have been 
responsible for most transactions absorbing the fall in demand for office space from 
banking and finance occupiers. Rental levels have remained relatively stable, but a mixed 
picture was evident with declines in some submarkets and growth in others.  

 
5.5 Regional offices remain at risk of decisions being delayed. Occupies continue to seek 

greater flexibility given uncertainty surrounding the economy, however, larger corporate 
occupiers for now remain real estate and business strategy driven; focused on longer-
term commitments. This is reflected in the regional take-up figures for 2016, which totalled 
475,000 sq m (5.1 million sq ft.), just short of the record total of 490,000 sq m (5.3 million 
sq ft.) in 2014. This was largely driven by pre-lets and high local market churn. 

 
5.6 Within the regions the availability of Grade A accommodation continued to fall. High 

occupier activity continues to erode current availability and the amount of new 
development space released to the market on completion is reduced because of 
significant pre-lets signed during construction. Notably in 2016, 43% of all the new 
development space was let on completion and in 2017 21% of the space is already taken. 

 

North East Office Market Overview 

 
5.7 After a slow start to 2016 letting activity in the north east spiked in Q4 2016 where 45% of 

the annual volume was taken. The Council acquired the freehold of the former Open 
University Building and has now refurbished and extended the building to create PROTO: 
The Emerging Technology Centre’. A lack of Grade A space continued to prevent any 
larger deals taking place, with a flurry of smaller deals, particularly in Q4 2016, resulting in 
availability falling by 25%. The average deal size in 2016 was sub 465 sq m (5,000 sq ft.).  

 
5.8 2017 started well with take up of 19,557 sq m (210,502 sq ft.) in Q1, compared to 16,048 

sq m (172,747 sq ft.) in Q1 2016. However, figures showed a slowdown in Q2, resulting in 
H1 outcome to be broadly in line with 2016. Prime headline city centre rents in the region 
are now breaking through £247.57 per sq m (£23.00 per sq ft.), with new developments 
seeking to target £269.11 per sq m (£25.00 per sq ft.). This was partly attributable to a 
lack of stock across region’s City Centre markets, of which there is only 5,574 sq m 
(60,000 sq ft.) of new development onsite (Vaux Sunderland) and circa 23,225 sq m (250, 
000 sq ft.) of Grade A immediately available. To put this into context, at the end of 2017 
there were more than 37,160 sq m (400,000 sq ft) of active requirements across the 
North-East Region. 

 
5.9 Funding for new office development in the north east remains difficult and thus there are 
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expected to be limited, new completions across the next 12 to 24 months unless 
supported by the public sector such as Lumen at Helix Newcastle. In response, several 
refurbishments are underway which will bring circa 10,220 sq m (110,000 sq ft.) to the 
market, however there is a real need for new Grade A accommodation. With diminishing 
stock levels, it is expected that there will be a hardening of incentives and pressure on 
rents, supporting some rental growth. 

 
5.10 Looking ahead, while occupier activity is anticipated to remain cautious during the 

remaining Brexit negotiation period it is not expected that there will be a material impact 
on real estate markets in the short-term. While business sentiment is expected to remain 
positive, the headwinds of political uncertainty, rising inflation and the de-valuation of the 
pound continues to squeeze consumer driven industries. 

 
5.11 Looking specifically at Gateshead, the office market can largely be considered secondary 

to the Newcastle City Centre market, which continues to be the prime office location in the 
North East. Aside from Newcastle City Centre, Gateshead faces strong competition from 
the out-of-town office parks of Cobalt and Quorum, located in North Tyneside. 
Development of office accommodation on these parks has been assisted by Enterprise 
Zone status, which has enabled developers to offer occupiers significant incentives such 
as lengthy rent free periods. 

 
5.12 In Gateshead, new office development has been focussed on Gateshead Quays and on 

the eastern fringe of the town centre at Baltic Business Quarter. The development of 
Grade A accommodation in these locations has helped to raise the profile of Gateshead 
as an office location, however rental levels are significantly below those being achieved in 
Newcastle and further development has been put on hold following the economic 
downturn due to issues with viability. Gateshead Borough Council are now leading 
development at Baltic Business Quarter. 

 

Gateshead Key Office Locations 

 
5.13 The main office locations in Gateshead are as follows: 

 

Scheme Accommodation Rental Levels 
 

Gateshead 
Centre 

- Dated stock, with a significant amount of 

office accommodation located above retail 

and in dated 60’s blocks 

-  

- Varies significantly 

depending on size, terms 

and specification 

- Sub £10 per sq ft. 
 

Baltic 
Business 
Quarter 

- To date circa 74,000 sq m (798,000 sq ft.) 

of accommodation has been delivered 

- Further development planned, with site 

extending to circa 19 hectares (46 acres) in 

total 
 

- Circa £20 to £30 per sq ft., 

inclusive of service charge 

Gateshead 
Quays 

- Baltic Place 

- Constructed in 2008 

- Two Grade A office buildings, providing 

circa 12,231 sq m (131,675 sq ft.) of 

accommodation 
 

 
 

- Circa £16 per sq ft. 
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Scheme Accommodation Rental Levels 
 

 

Team Valley - Largely dated stock, built in the 80s/90s 

- More modern accommodation at Maingate 

and Queens Park 
 
 

- Circa £10 to £12 per sq ft. 

Watermark - Built 2002- 2004 

- 20,438 sq m (220,000 sq ft.) of 

accommodation 

- Unit sizes range from 185 to 2,833 sq m 

(2,000 and 3,000 sq ft.) 
 

- Circa £12 to £14 per sq ft. 

Metro 
Riverside Park 

- Built in 1995 

- 5,202 sq m (56,000 sq ft.) of 

accommodation 
 

- Circa £12 to £14 per sq ft. 

 
5.14 Looking specifically at the office market at MetroGreen, we are aware of the following 

properties currently available to the market: 

 

Property Size Quoting Price Agent 
 

YBN, Metro 
Riverside 
 
(Serviced 
Accommodation) 

Various size 
suites available 

£12.00 per sq ft. BNP Paribas 
 

Unit 2 Staithes, 
the Watermark 

4,000 sq ft. £13.50 per sq ft. Lambert Smith Hampton 

Metro House 30,000 sq ft.- can 
be sub-divided 

£5.00 to £7.50 per 
sq ft. 

Lambert Smith Hampton/ 
Knight Frank 

Barratt House 4,000 sq ft. £12.75 per sq ft. Lambert Smith Hampton 

Unit 1 Staithes, 
the Watermark 

4,000 sq ft. £13.00 per sq ft. Cushman & Wakefield 

Unit 8 Bankside, 
the Watermark 

2,000 sq ft. £12.50 per sq ft. Cushman & Wakefield 

6 Riverside Way 6,335 sq ft.- can 
be sub-divided 

£12.50 per sq ft. Knight Frank 

Honeycomb, the 
Watermark 

20,382 sq ft.- can 
be sub-divided 

£12.50 per sq ft. Knight Frank/ Naylors 

Unit 2, Bankside 1,950 sq ft. £14.50 per sq ft. Naylors 

13 Keel Row, 
Watermark 

5,867 sq ft. £13.00 per sq ft. Naylors 

 
5.15 Taking into consideration future office development proposals at Newcastle City Centre 

and Gateshead Quays, any future office development at MetroGreen should aim to be 
complementary to this rather than projected as a direct competitor. 

 
5.16 The existing schemes in this location, such as the Watermark, provide a clear template for 

a highly successful scheme, well suited to the market location.  The development 
provides accommodation that is limited in supply within Tyneside and reflects the out of 
town location with high quality landscaping that makes use of the river fronting location 
and amenity provided from the neighbouring MetroCentre.  Further, the location is 
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relatively unique given the proximity to Newcastle City Centre, A1 highway and having a 
direct rail service.  These factors will be key in differentiating future development and 
directing tenants. 

 

Emerging Trends in the Office Sector 
 
 Onshoring 

 
5.17 While London is and most likely always will be a hub of business and culture, 

company’s/organisations are increasingly realising the opportunities presented by the UK 
regions. As a result, we have seen an increasing number of lawyers, banks and 
professional services firms move away from the capital to attract and retain the right 
talent, lower their cost of real estate and reduce their wage bill. This presents a real 
opportunity for those regional cities and towns that can provide high quality 
accommodation meeting the needs of such businesses. 

 
5.18 Given office development proposals across the North-East region there will be significant 

competition to land these onshoring requirements and, while MetroGreen could support 
such occupiers, the most viable commercial position may be to focus on alternative 
complementary office requirements. 

 
 The ‘Gig Economy’ 

 
5.19 The rise of the ‘gig economy’ is impacting on how staff are employed and therefore how 

employers procure their office accommodation. Firms are increasingly redesigning their 
offices to provide fewer private offices and cubicles, and more open and collaborative 
space to address the fact that 30-50% of their workforce are not actual employees. The 
goals are twofold: first, to provide workplaces that facilitate discussion and collaboration. 
Second, to decrease the firm’s overall rent bill by providing less physical space per 
worker. 

 
5.20 More and more gig workers are utilising co-working or collaborative spaces such as 

Regus, the industry leader in shared work space, which has 3,000 locations in 900 cities 
across the globe or WeWork, which claims 50,000 members who work in its spaces. The 
growth of co-working floor space is testament to the new-found flexibility that occupiers 
can take advantage of, whether they are new start-ups, or established corporates seeking 
to house short or medium term project teams. 

 
5.21 We believe this fast-growing market sector could provide a key opportunity for 

MetroGreen, building on successful models such as The Watermark and offer the 
complementary proposal referred to above. 

 
 Connectivity 

 
5.22 The shift from out of town business parks to connected urban centres is starting to gather 

paces, with transport connectivity a key driver. Public transport links and cycling have 
become a more important part of the offer for office accommodation. Whilst accessibility 
to airports and motorways remains important, rail links, bus services, cycle hubs and 
shower facilities have moved up the relocation criteria for many occupiers.  This is one of 
MetroGreen’s greatest strengths. 

 
 Amenities 

 
5.23 There is an increasing acceptance by employers that many of their staff are increasingly 

seeking areas to work outside the traditional boundaries of the office. The ability for 
employees to utilise the ‘thirdspace’ (after the office and home) to work is increasingly 
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important and a location must provide these facilities. This is a key demand of the 
Technology and Media sector clients, who, in many locations, are seeking to cluster with 
other firms to promote the development of new technology, products and drive innovation 
within their respective sectors.  Again, amenity is a key strength at MetroGreen. 

 

Summary 

 

• A lack of Grade A space continues to prevent any larger deals taking place, with a 

flurry of smaller deals, particularly in Q4 2016, resulting in availability falling by 25%.  

• The average deal size in 2016 was sub 465 sq m (5,000 sq ft.);  

• Prime headline city centre rents in the region are now breaking through £247.57 per 

sq m (£23.00 per sq ft.), with new developments seeking to target £269.11 per sq m 

(£25.00 per sq ft.). This can partly be attributed to a lack of stock across region’s City 

Centre markets; 

• Funding for new office development in the north east remains difficult and thus there 

are expected to be limited, new completions across the next 12 to 24 months unless 

supported by the public sector;  

• In Gateshead, new office development in recent years has been focussed on 

Gateshead Quays and on the eastern fringe of the town centre at Baltic Business 

Quarter; 

• Metro Riverside and the Watermark are key out-of-town office location in Gateshead, 

with rents in the region of £12 to £14 per sq ft.; 

• There is currently more than 7,432 sq m (80,000 sq ft.) of accommodation available 

at Metro Riverside and the Watermark; 

 

UK Retail and Leisure Market Overview 
 
 Retail Market 

 
5.24 UK consumer confidence witnessed a sharp drop following the UK general election and 

remains only marginally above last year’s post-referendum low. Household finances 
continue to be squeezed by Brexit-linked inflation and poor wage growth, although recent 
retail sales growth has held up well. Footfall contracted once again in 2017, particularly on 
high streets and shopping centres, with retail parks outperforming the sector. 

 
5.25 As in Q2, occupational metrics remained volatile through Q3. While retail and leisure 

vacancy rates have been stable at around 12%, comparison goods retailers have 
continued to reduce unit numbers, with the leisure sector going someway to fill this gap. 
Outside of Central London, occupier demand overall remains selective, with discount 
retailers continuing to drive demand. 

 
5.26 Much of the ‘damage’ being done to physical retail results from the growth in internet 

sales, which now account for around 16% of total retail sales. However, on a positive 
note, the rate of growth in online shopping is slowing. Clearly, there are significant 
variations between sectors, with online sales of electronics, music and entertainment 
products already accounting for nearly 50% of total sales, while food and health & beauty 
products are still way behind at just 5-6% of overall retail sales. 

 
5.27 Despite the growth in online shopping, physical retail space remains important. It is 

estimated that ‘Click & Collect’ in store and online sales which have been previously 
browsed in-store add another 5% to store sales. Research done by Verdict (now part of 
GlobalData) suggests that there is also a ‘halo effect’ which is hard to quantify, whereby 
some online purchases not browsed in store are driven by the improved brand 
awareness, good customer service and the trust that comes from having a physical store 
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portfolio instils in increasingly educated shoppers. 
 
5.28 The UK retail sector is expected to come against several headwinds going forward, 

including a weaker economic outlook, the phasing out of transitional rate relief and 
potential for further increases in interest rates. 

 
5.29 All these factors will influence how the Metrocentre evolves in coming years and the 

changes needed to maintain the position as one of the UK’s most important retail 
locations. 

 
 Food and Beverage Sector 
 
5.30 The UK food and beverage (F&B) market has undergone a period of sustained 

expansion, which has not been replicated in other retail and leisure sectors since 2008. 
As the number of new restaurant entrants to the sector has grown and unit numbers 
increase, there have been some questions over the sustainability of this growth. 

 
5.31 For landlords, F&B presents an opportunity to increase dwell time and spend at retail 

destinations by offering an experience that cannot be gained online as consumers move 
from going out to shop, to going out to shop, socialise and be entertained. With online 
retail spending increasing and forecast to account for 18% of all retail sales by 2022, 
retailers are under pressure to re-position their offering and give consumers a reason to 
physically visit their stores. The term ‘experience retailing’ has gained momentum in 
recent years and describes consumers’ desire to augment their physical shopping 
experience with a social/leisure experience. 

 
5.32 The move from retail to F&B has been most evident in dominant primary centres and 

regional centre, but there is still room for further growth. Eating out spending growth has 
outperformed the food and non-alcoholic beverage market consistently since 2014 and 
this trend is expected to continue over the next five years, based on forecasts from Oxford 
Economics. 

 
5.33 Occupier demand is also expected to strengthen. In keeping with the trends seen in 

recent years, this demand will increasingly be driven by multiple operators expanding their 
presence across the UK, with “mom & pop” restaurants closing as consumers move 
further towards brands. 

 
5.34 Some segments within food and beverage sector have performed better than others 

between January 2014 and January 2017. The strongest increase in units has been in 
cafes (+1,527), fast food and take away (+1,035) and restaurants (+897), while public 
houses have seen a well-documented decrease in numbers, falling by 319 units during 
this period. The restaurant market has seen a large increase in American food operators 
such as Five Guys and Red’s True Barbeque. The growth in American cuisine has come 
at the expense of Indian and Chinese restaurants, with the removal of 205 and 192 sites 
respectively between January 2014-17. UK consumers’ taste for coffee has risen 
dramatically since 2000, with Costa, Starbucks and Cafe Nero continuing to lead the way 
with strong expansion programs. 

 
5.35 The MetroCentre has already responded to changes in this sector through the Qube 

refurbishment and other developments within the site. 

 
 Cinema Market 

 
5.36 The cinema market has grown rapidly in recent years, with box office revenues increasing 

by 17% since 2014. Over the next 5 years it is estimated that 144 new cinemas will be 
built in the UK, delivering approximately 960 screens in 3.6 million sq ft. of space. If all 
new developments currently being considered are built, this will deliver a 30% increase in 
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the number of ‘commercial’ cinemas in the UK, the largest growth rate ever seen. 
 
5.37 While the ‘big three’ operators (Cineworld, Odeon and Vue) continue to play a significant 

role in the cinema market (and indeed Odeon anchors the Qube), smaller chains and 
independent operators are driving much of the current development in the cinema market, 
with a focus on town centre locations rather than out-of-town.  While there is unlikely to be 
opportunity for a further ‘big three’ operator at MetroGreen there could be opportunity for 
a smaller niche offering as part of future leisure proposals.  

 
 Health and Fitness Market 

 
5.38 The strongest sector of the market in recent years has been the budget sector, with 

operators such as Pure Gym expanding rapidly. The growth of the budget market has 
however begun to slow, as has demand for 24/7 gyms. This reflects a move from 
customers gravitate back to a more comprehensive health and fitness experience. The 
lines between spa, resort and gym are beginning to blur as additional services such as 
medi-spas are added to traditional gyms, offering next generation wellness in a single 
location.  It is highly likely that this market will contribute to future proposals at 
MetroGreen both as part of leisure proposals and amenity to residential and commercial 
proposals. 

 
 Other leisure 

 
5.39 Evidence points to an overall growth in leisure activities in spending across the UK.  A 

report by Mintel (https://store.mintel.com/uk-leisure-review-market-report) in March 2018 
indicated a 17% increase in consumer spending over five years and predicts further 
growth in this trend as a result of the growth of a number of sub sectors of the market.  A 
report by Knight Frank from August 2017 highlighted that £1 of every £5 spent in the UK 
is on leisure activities with trends growing as a result of the increasing desire for 
entertainment and leisure activities (https://www.knightfrank.co.uk/blog/2017/08/14/the-
leisure-activities-of-the-future-how-can-the-industry-keep-up-with-our-demands).  Trends 
suggest strength and resilience in traditional leisure facilities and growth in a new wave of 
activities responding to consumer pressures. 

 
5.40 A report by Intu in August 2016 underlined the changing habits of consumers and 

increasing link between shopping and leisure activities1.  The report drew on a national 
poll of shoppers which revealed increases in the amount of time that people want to 
spend on leisure activities with a particular focus on family orientated leisure and 
entertainment.  It highlighted the growing number of catering outlets in shopping centres 
and the introduction of more ‘genuine’ leisure attractions at shopping centre to 
differentiate and augment the traditional leisure offer.  Examples include Intu’s Trafford 
Centre which includes a Legoland Discovery Centre and proposals for a Nickelodeon 
attraction at Lakeside Shopping Centre.  Further details of the leisure facilities that have 
been brought forward alongside comparable shopping centres is provided under the 
benchmarking section further in this report. 

 
5.41 Other facilities that are emerging within the leisure market are as follows: 
 

• Trampoline parks;  

• Adventure Golf; 

• Sea Life Centre; 

• High ropes adventure course; 

• Indoor golf course; 

• Laser Quest; 

                                                           
1 Intu, August 2016 Retailing at Your Leisure – Shops, Socialising and Spending Habits 

https://store.mintel.com/uk-leisure-review-market-report
https://www.knightfrank.co.uk/blog/2017/08/14/the-leisure-activities-of-the-future-how-can-the-industry-keep-up-with-our-demands
https://www.knightfrank.co.uk/blog/2017/08/14/the-leisure-activities-of-the-future-how-can-the-industry-keep-up-with-our-demands
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• Climbing centre; 

• Gaming centre;  

• Children’s role play centre; 

• Outdoor / adventure; 

• Indoor snow / ski facilities; 

• Cycle tracks 

 

Gateshead Retail and Leisure Market 
 
5.42 Gateshead’s retail and leisure market is focussed around Gateshead Centre, the 

MetroCentre and Gateshead Quay. 
 
5.43 In Gateshead Centre, Trinity Square is the focus for retail and leisure. Development of the 

scheme commenced in 2010, with initial phases of the scheme opening in 2013. It is 
anchored by a Tesco Extra, which extends to circa 13,000 sq m (140,000 sq ft.). Other 
uses include a nine screen Vue Cinema, student accommodation, health centre and 
around 7,500 sq m (80,000 sq ft.) of A1 and A3 uses. The scheme has had mixed 
success, with several units remaining vacant and Frankie and Benny’s closing their 
restaurant in 2016. 

 
5.44 Gateshead’s Quayside is also a key leisure destination with a focus on arts and is set to 

be enhanced as Gateshead Council in partnership, property developers Ask Real Estate 
and investment and development manager PATRIZIA UK, are working with SMG Europe, 
to bring a 12,500-seat arena, and conference and exhibition facilities to Gateshead Quays 
which will relocate the existing Metro Radio Arena. 

 
5.45 The 10-acre site is planned to include an entertainment arena, conference and exhibition 

centre, hotel, bars and restaurants. 
 
5.46 The MetroCentre is one of the UK’s most important retail and leisure destinations and the 

pre-eminent centre in the North East.  As with other regionally important centres it has 
increasingly focussed on the leisure market, with development of the Qube dining and 
leisure quarter. Opening in 2009, the Qube incorporates an Odeon IMAX cinema, 
restaurants and a Namco Funscape, which includes bowling, arcade games, dodgems, 
soft play and a bar. The Qube was extended further in 2016, with the addition of 11 new 
restaurants.  

 

Emerging Trends in the Retail / Leisure Market 
 
 Online Retail 

 
5.47 Online retailing has grown rapidly and, consequently, consumers are spending less in 

physical stores. Online retail spend was 11% of total retail spending in 2012, which was 
forecast to increase to 16% in 2017 and to account for 18% of all retail spend by 2022. 

 
5.48 Online retailing has had the greatest impact on comparison based retailers, such as 

clothing and footwear, with the online channel in these segments forecast to grow from 
25% of total sales in 2017 to 33% by 2022. 

 
5.49 This is one of the greatest challenges for the MetroCentre and a key driver for change 

towards experience retailing 

 
 Omni-channel retailing 

 
5.50 It is now accepted that successful retailers need to adopt a strong omni-channel strategy. 
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This entails complete operational integration and consistency between stores, online and 
social media - all of which need to provide the same products, level of service, messages 
and experience for the customer. 

 
 ‘New Anchors’ 

 
5.51 With traditional retail anchors, such as department stores increasingly scaling back on-

store size and numbers, new operators will have the opportunity to fill the gap. With a 
growing focus on place making and an increasingly diverse tenant mix, it could be that 
schemes rely less on a single anchor store and more on destination concept anchors. 

 
5.52 Anchors of the future will be defined as anything that can make lots of people travel to 

spend. They may not only be retail clusters but a combination of other things including 
transport hubs, cultural and civic attractions, music venues, family experiences, sport and 
health and fitness destinations, universities, food halls, flexible work spaces and even 
care homes. 

 
 ‘Experience retailing’ 

 
5.53 Consumers are increasingly spending more on ‘experience’ and less on fashion and other 

‘stuff’. 
 
5.54 Over the last 12 months’ customer spending on clothing and footwear has been declining.  

In contrast, expenditure on recreation, culture, hotels, bars & restaurants has been rising, 
not just in absolute terms but also as a proportion of the total.  This must be factored into 
future proposals at MetroGreen. 

 

Summary 

 

• In the retail sector, move from ‘bricks and mortar’ retailing to omni-channel retailing, 

with a focus on customer experience; 

• Trends will by their nature come and go and the above can only be seen to 

demonstrate short term occupancy requirement; 

• The key to planning any commercial uses at MetroGreen will be to allow for flexibility 

so that both current and future trends can be accommodated. 

• The UK retail market is experiencing significant headwinds at the current time, with 

the continued growth of online retail resulting in a reduction in the number and size of 

physical stores occupied by comparison retailers; 

• The leisure sector is going someway to filling the gap left by comparison retailers; 

• Specifically, the food and beverage market has grown significantly in recent years 

and there are a wide range of leisure activities that are emerging in response to 

growing consumer pressures 

• Shopping centres nationally are responding to this growing demand through creating 

new leisure facilities on land adjoining shopping centres; this is having a benefit not 

only in meeting leisure demands but also reinforcing shopping centre patronage as a 

result of synergies and linked trips 

• Specifically in the North East the market has mirrored national trends towards the 

leisure sector however there remain both gaps in supply which given the size of the 

North East market, offer opportunities for new investment in leisure facilities. 

 
5.55 Overall, these trends point to the potential for MetroGreen to attract leisure attractions to 

respond to growing consumer demand and help to reinforce the offer of Metrocentre as a 
shopping destination.  With its accessibility to the wider sub region and region and land 
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availability, MetroGreen represents an attractive location to facilitate the delivery of a new 
major leisure offer.  The delivery of a major leisure attraction will depend on, among 
macro economic and other factors, adequate land availability and a supportive planning 
framework to provide certainty and confidence for investment. 
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6 New Evidence – Agent Feedback 

6.1 The following agents were spoken with to assess demand for development opportunities 
at MetroGreen: 

 

• Cushman & Wakefield 

• Naylors 

• Sanderson Weatherall 

• Knight Frank 

• BNP 

• Lambert Smith Hampton 

• Savills 

• LunsonMitchenall 
 
6.2 Details of recorded meetings with individuals of the above organisations is provided in 

Appendix 1.  Regarding office accommodation currently available in this location the key 
feedback was as follows: 

 

• MetroGreen was viewed as a good location for offices, with connectivity and access 

to shops and services being key advantages; 

• At the current time, however, it was felt that the existing office developments in this 

area did not benefit from being in such proximity to the MetroCentre, being 

somewhat detached because of the road network and lack of pedestrian links; 

• Current demand for leasehold stock in this location is reasonable, although there is 

a large amount of space currently available and the level of churn is high; 

• Demand is greatest for smaller unit sizes of circa 1,000 to 2,000 sq ft.; 

• Rental values are typically in the region of £10 to £13 per sq ft. for The Watermark; 

• Rental values for Metro House are circa £7.50 per sq ft.; 

• There has been downward pressure on rents in recent years due to availability of 

stock; 

• Good demand for freehold stock in this location; 

• Capital values for freehold accommodation is typically in the region of £125 per sq 

ft.; 

• Incentives of 12 months’ rent free per 5 year certain are common; 

• Occupiers are a mix of national and local covenants; 

• The biggest issues for occupiers in this location at the current time is traffic 

congestion and parking; 

• There is potential for further office development at MetroGreen, however changes 

would need to be made to the road network to ease congestion; 

• Careful consideration would also need to be given to parking, with a higher ratio 

then is currently provided for at The Watermark; 

• Any new development should be focussed on sites adjoining The Watermark; 

• Consideration should be given to maximising the location next to the MetroCentre, 

improving pedestrian links to the existing transport interchange and the retail and 

leisure uses available at the MetroCentre; 

• There was differing views on the type of accommodation that should be delivered: 
 

 Some agents indicated that any new accommodation should seek to 

provide something different to what is already available at The Watermark, 

with larger units capable of being sub-divided and providing communal 
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break-out/meeting space. This type of accommodation could take the form 

of two storey office buildings, extending to circa 20,000 sq ft., with a central 

core providing communal services. 

 Alternatively, some agents indicated that new accommodation should focus 

on ‘own-front door’, owner occupier accommodation, with individual units 

extending to no greater than 5,000 sq ft. 

• All agents had concern over viability, with current rental levels in this location not 

supporting new development at the current time. 

 
6.3 Regarding retail/leisure development the key feedback was as follows: 
 

• MetroCentre remains the primary regional retail market and a major attraction 

locally, regionally and nationally; 

• The centre follows a relatively traditional model and increasingly the units may not 

meet future requirements; 

• There are significant pressures on retailers at present and this is expected to 

continue into the medium term; 

• Recent developments at MetroCentre have been successful but the food retail 

market has become saturated and there is expected to be contraction in this sector; 

• Leisure based development would be the focus of future development to create a 

true ‘family experience’; 

• Leisure sector is very trend based and can be bespoke to a specific location 

therefore difficult to predict occupier requirements for MetroGreen at such an early 

stage of planning; and 

• Connectivity as a key advantage of the location as is river frontage. 

 
6.4 The agents acting for Metrocentre owners, LunsonMitchenall, spoke about the importance 

of intu Metrocentre as a regional and national destination and the increasing importance 
of leisure and attractions as part of the overall offer. They consider that for regional 
shopping environments to prosper it is essential that they are supported by a 
complementary and varied leisure offer, which moves beyond the traditional cinema and 
ten pin bowling. Equally with its strong transport links and established footfall intu 
Metrocentre is the logical location for investment in the leisure and attraction sectors. 
These criteria will make this area attractive to operators who are invariably looking at 
carefully managed expansion plans and have multiple locations to consider. 

 
6.5 Regional Shopping Centres are becoming reliant on unique additions to the tenant mix to 

provide another reason for consumers to visit. Increasing dwell time allows additional 
spend to be captured within the local economy, this is essential in an environment where 
traditional in shop expenditure is being eroded at an unprecedented rate. This trend for a 
more comprehensive and varied leisure offer is increasingly become more prevalent. 
Lunson Mitchenall are advising on intu Lakeside where the new leisure quarter will be 
anchored by Nickelodeon. It is anticipated that this unique attraction will appeal to a broad 
consumer base and extend the reach of this regional scheme beyond its traditional 
catchment. Other good examples include intu Trafford Centre which has had a broad 
range of leisure operators sitting as part of its offer including an aquarium, football, golf, 
indoor skiing and health and fitness.  

 
6.6 The focus for any leisure based expansion of intu Metrocentre, is to appeal to a broad 

family based demographic that will wish to use leisure facilities as part of a day out 
experience. This sits comfortably alongside intu Metrocentre’s key role of providing a 
convenience and fashion based shopping offer to the broader catchment and will help 
draw more consumers and their related spend into the Gateshead region.  They feel it’s 
imperative that intu Metrocentre adapts to the changing nature of the retail environment if 
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it is to prosper in the medium to longer term.  Unique attractors with a regional and 
national appeal should be a key aspect of intu Metrocentre’s growth plans. 
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7 New Evidence – Site Analysis 

7.1 This section provides an analysis of the site in the context of the potential for new office, 
leisure and retail development, identifying current gaps in provision and, building on 
comments from the previous sections, the likely form of any new development at 
MetroGreen. 

 
7.2 MetroGreen provides a relatively unique range of strengths in that it already benefits from 

significant profile through the Metrocentre, has excellent connectivity (including road and 
rail links), has prime river frontage and has established amenity value.  Each of these 
strengths have been factored into the comments below. 

 

Office Development 
 
7.3 MetroGreen’s strong public transport links and location adjacent to the A1 (M) and the 

MetroCentre make it an attractive location for office accommodation. As noted in section 
4, accessibility to both good road and public transport links are becoming ever more 
important for occupiers when seeking new office accommodation. Occupiers are also 
increasingly seeking to locate within proximity to retail and leisure amenities, recognising 
the importance of such facilities to attracting staff. At the current time, however, there are 
limited pedestrian links between existing office accommodation and the MetroCentre and 
public transport interchange. In addition, traffic congestion is a major concern of 
perspective and existing tenants. 

 
7.4 Feedback from agents indicates that any new office development should be delivered in 

the immediate vicinity of existing development at The Watermark and Metro Riverside 
Park. There will be a need to ensure that any development improves linkages with the 
Metrocentre and the Passenger Transport Interchange (PTI) as set out in the MG Options 
Report. Improvements are also required to the road network to reduce congestion and 
improve access to the area around the Watermark and Metro Riverside Park, with the 
current system being somewhat convoluted. Adequate parking will also need to be 
provided, with current ratios deemed to be too low by agents active in the area. 

 
7.5 Demand for office accommodation in this location at the current time is driven by a mix of 

local and national occupiers, with accommodation extending up to 2,000 sq ft. attracting 
the greatest interest. Agent’s active in the area gave differing views on what future 
development should consist of. While some agents suggested that development should 
follow the same approach as The Watermark, with a focus ‘own front door’ 
accommodation, other agents suggested that the development of larger flexible office 
accommodation, that could be sub-divided, would be more appropriate. Further 
consultation will be required to assess level of demand and developer appetite for both.  
There is consensus that future development should not seek to compete with Newcastle 
City Centre or the region’s largest out of town office parks. 

 

Leisure Development 
 
7.6 The presence of the MetroCentre makes MetroGreen an ideal location for additional 

leisure provision in Gateshead, however there will be a need to ensure that any new 
development complements, rather than competes with existing provision. 

 
7.7 The Metrocentre Qube already provides a cinema, many restaurants and a Namco 

Funscape which includes bowling, arcade games, dodgems, soft play and a bar. There is 
also a cinema in Gateshead Centre. The focus on any new leisure development should 
be on activities that are not already provided for or that can be clearly differentiated from 
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existing proposals. 
 
7.8 Elsewhere in the country, the following leisure activities are available at shopping centres 

such as the Trafford Centre and Bluewater Centre: 

 

• Adventure Golf; 

• Sea Life Centre; 

• High ropes adventure course; 

• Indoor golf course; 

• Laser Quest; 

• Climbing centre; 

• Gaming centre; 

• Children’s role play centre. 

 
7.9 From our analysis of other centres and leisure developments there is not a one size fits all 

approach.  While there may be similarities between developments, each reflects the 
unique characteristics of the location and demographic profile of the potential customer 
base.  Uses such as the above can therefore only be considered as a broad guide. 

 
7.10 Further, many of the uses are trend based and will come and go over time (and often 

quite a short time frame) and as such what is popular today may not be so when 
development at MetroCentre is to come forward.  In terms of current requirement, the 
following leisure operators are seeking accommodation: 

 

Topgolf 

 
Topgolf is an interactive driving range with associated bar, restaurant and meeting space. 
They have three sites across the UK and 35 sites worldwide and are currently seeking 
sites for an additional 10 to 15 new facilities across the UK. They require sites of between 
3 and 5 hectares (8 and 12 acres), with a prominent position on arterial roads, retail or 
business parks. 

 

Fun Station 

 
Fun station is a ‘carnival game’ concept, offering an alternative to traditional amusement 
arcades. They typically team this with complimentary leisure facilities such as crazy golf, 
laser quest and mini bowling. They are currently seeking further accommodation 
extending up to 25,000 sq ft. across the UK. 

 

InJoy 

 
InJoy is a brand of family activity centres incorporating soft play, clip and climb, 
trampolining, electric racing, virtual reality games and eating facilities. They are currently 
seeking new facilities of between 1,394 and 2,787 sq m (15,000 to 30,000 sq ft.) at 
shopping centres and retail parks. Good transport links and parking for 250 vehicles is 
required. 

 

PuttShack 

 
PuttShack is a crazy golf concept which is looking for new accommodation across the UK. 
The preference is for out-of-town locations, with accommodation of between 1,579 to 
2,323 sq m (17,000 to 25,000 sq ft.) required. 
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Benchmarking of other centres 
 
7.11 A benchmarking exercise has been carried out to ascertain the type of leisure facilities 

and their space requirements in other locations. 
 

Shopping Centre  Retail 
Size (sq 
m) 

Operator/Owner   Leisure & Activity 
Attractions  

Approximate 
size of land 
area 
committed 
for leisure 
uses * 

Junction 32, 
Castleford 

22,918 Land Securities  Xscape (Skislope, 
Climbing, Cinema, 
Laser Zone, 
Minigolf, Bowling, 
Trampoline Park, 
Adventure course, 
Retail etc.), 
Fairground rides  

8.33 ha 

Trafford Centre, 
Greater 
Manchester 

180,900 intu  Cinema, Funscape 
(Bowling), Laser 
Quest, Climbing & 
Adventure Course, 
Crazy Golf, 
LEGOLAND and 
SEALIFE.  Chill 
Factore, iFLY, 
EventCity, Indoor 
tennis arena 

33.8 ha 

Meadowhall, 
Sheffield 

130,060 British Land  Cinema, Jump Inc 
Tampoline Park 
opposite the site  

4.85 ha 

Bluewater, 
Thurrock 

166,142 Bluewater is owned 
by Lend Lease Retail 
Partnership (25%), 
M&G Real Estate 
(17.5%), GIC 
subholding (17.5%), 
Royal London Asset 
Management (7.5%), 
Aberdeen Asset 
Management sub 
holding (2.5%). 
Bluewater is 
managed by 
Landsec who own 
30%. 

Cinema, 
Trampoline Park, 
Pirate Adventure 
Park (crazy golf, 
remote control 
boats, and 
pedalos, arcade, 
soft play area, 
Young Driver 
Centre, 
surrounding parks 
and lakes with 
nature trail  

4.1 ha 

Lakeside, Essex 133,780 intu  Cinema, Soft Play, 
Family Fun Club  

Facilities 
integrated 
with shopping 
centre 

Xscape Milton 
Keynes (the Centre 
MK nearby)  

39,325 Land Securities  Cinema, iFly, 
Bowling, Casino, 
Snozone, Virtual 
Reality, 

9.69 ha 
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*approximate measurements of net land areas in use for leisure facilities based on Google Map 

and ProMap measurements. 
 
7.12 The above table demonstrates that there is a range in the quantity of land in use for to 

leisure facilities at each location.  Trafford Park represents the largest land area with 
approximately 33.8 ha currently in use for leisure facilities which is substantially larger 
than the other established national leisure destinations which have similar areas of land in 
the range of 8-10ha level.  Other regional shopping centres including Bluewater, Brent 
Cross and Meadowhall have a notably much smaller area of land in use for leisure 
facilities.  

 
7.13 Examples of the type of activities being promoted are as follows: 

 

Freedome Skyzone 

 
Freedome is a form of trampoline park, offering a mix of standard trampolines, aerial 
warrior assault course, dodgeball courts, ‘slam dunk’ area and trampoline fitness classes. 
The first centre has recently opened at Cheshire Oaks, with further locations sought 
throughout the UK. 

 

Total Ninja 

 
Total Ninja is a large indoor obstacle course with associated café and corporate facilities. 
They currently have a 3,716 sq m (40,000 sq ft.) facility at Trafford Park, Manchester and 
are opening new facilities in London and Glasgow later this year. They are currently 
seeking new accommodation of at least 929 sq m (10,000 sq ft.). 

 

Boost Trampoline Parks 

 
Currently seeking facilities of between 1,858 and 6,503 sq m (20,000 to 70,000 sq ft.) in 
prominent roadside locations or close to retail and leisure parks. 

 
7.14 Individually, the above are all relatively small in scale.  To look at larger scale proposals 

and to show how such uses can be combined the below case studies of alternative 

Wonderworld 
Nightclub  

Brent Cross  74,320 Hammerson & 
Standard Life 

National 
Amusements’ 
luxury cinema 
brand, Showcase 
Cinema Lux and 
hotel 

1.92 ha 

intu Braehead, 
Glasgow 

102,193 intu  Soar - indoor 
climbing, Snow 
Factor, Laser 
games, bowling, 
curling, ice 
skating, ice hockey 
team at Braehead 
Arena, cinema, 
Cocoabean 
Factory, Adventure 
Golf, Trampoline 
Park 

9.99 ha 
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developments have been reviewed.  
 
7.15 Often the above will be combined into a larger facility with a major anchor. Key anchors at 

other centres include: 
 

• Nickelodeon Family Entertainment Centre 

• Legoland Discovery Centre 

• Sea Life Centre 

• Xscape Centre 

• Watersports Centre 
 
7.16 Three case studies for how such a development can work are alternative intu centre 

Lakeside and Trafford, and also the proposed snow facility by Ice Factor at 
Middlesbrough. 
 

Intu Lakeside 
 

 

 
Intu are pursuing a 225,000 sq ft. 
leisure extension to the existing 
shopping complex.  
 
To deliver Phase 1 of the scheme 
Intu has partnered with Parques 
Reunidos Group, an international 
operator of leisure attractions.  This 
phase will be anchored by a 50,000 
sq ft. Nickelodeon Family 
Entertainment Centre. 
 

 

Trafford Centre 
 

 

 
The land surrounding Intu Trafford 
Centre is under multiple ownerships 
and has been redeveloped to provide 
a wide-ranging leisure based 
scheme.  Key anchors include: 
 

• Sea Life Centre 

• Legoland Discovery Centre 

• Aerial Extreme 

• Trafford City (indoor ski 
slope and sky diving centre) 

 

 

Middlehaven, 
Middlesbrough 
 

 

 
2.87 hectare site.  The building will 
be around 20,000sqm in size, over 6 
floors with the ski slope running from 
east to west. Will include a 557ft 
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(170m) ski slope, climbing area, 
indoor sky-diving centre, shops and 
cafes. 344 parking spaces and bus 
drop off bays.  Total development  
area of 19,568 sq m  

 
 

Gap Analysis  
 
7.17 A gap analysis has been conducted in relation to the large leisure facilities available 

within a 50-mile radius of the MetroGreen site. The 50-mile radius takes in the North East 
region including Teesside and represents an approximate hour’s drive time which is 
considered to be appropriate for considering the regional leisure market. From this 
analysis the following can be concluded: 

 
• There are many indoor sports leisure activities within a 50-mile radius of the site, with 

too many to individually locate. These include sports halls, gyms and swimming pools. 

There is no gym or sports facilities within the immediate vicinity of the MetroGreen or 

Metrocentre and this could be a local gap for these types of activities  

 

• Currently only one artificial outdoor Ski slope exists within a 50-mile radius of the site, 

located in Silkworth. The Silkworth Sports Complex and Ski Slope comprises of a fully-

equipped outdoor athletics area, a skate park, as well as two fishing lakes, a picnic 

area and an adventure playground, as well as a number of outdoor grass football 

pitches. The Ski Slope consists of two ‘nursery’ slopes and a main ski slope 165 

meters in length. Currently this complex is the only location in the North East which 

has a ski slope. However, there is a proposed Snow and Leisure Centre in 

Middlesbrough which would comprise of an indoor ski slope with real snow, the only 

indoor snow ski slope between Castleford and Glasgow. The current status of the 

planning application and timescales is unknown.  

 

• There have been a number of trampoline parks which have opened in the last couple 

of years, including Airbox Bounce Trampoline Park in Cramlington, Jump 306 

Newcastle Trampoline Park, located just north of Newcastle and Xtreme Bounce 

located in North Shields. These sites appear to have been popular with a wide 

spectrum of age ranges, and whilst it is not appropriate to suggest a ‘gap’ in provision, 

there are operators with requirements for new facilities.  

 

• Two ice rinks are located within the 50-mile radius of the MetroGreen site, one in 

Whitley Bay and one at Billingham near Middlesbrough.  

 

• Only one location falls under the category of ‘theme park’ within the 50-mile radius. 

Wet ‘n’ Wild water park located in North Shield comprises of a range of water rides 

within a mainly indoor and partly outdoor site. These facilities have undergone a multi-

million-pound renovation in the last 5-years and remains popular within the region. 

There are two further theme parks which fall just outside of the 50-mile radius of 

MetroGreen, this includes both Flamingo Land Malton and Lightwater Valley in Ripon. 

It could therefore be conceived that a theme park style attraction could be suitable for 

the site, furthermore, the locality between these two sites further provides evidence 

towards the demand for this type of activity in the region.  

 

• There are a number of large outdoor attractions which are located 50-miles of 

MetroGreen. This includes Beamish Open-Air Museum and The Bowes Museum 
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located near Barnard Castle. Further outdoor activities include Go Ape in Matfen, the 

Camp Hill Estate and Urban Adventure in Carlisle. These centres include elevated and 

tree top assault courses.  

 
7.18 Overall, in terms of current gaps in the market, there are a number of suggestions which 

can be made for the site at MetroGreen based on the current leisure activities within 50-
miles of the MetroGreen site.  The Metrocentre is located within the immediate vicinity of 
the MetroGreen site which encompasses a large range of leisure activities including 
eatery’s, Cinema, Namco Arcade, Bowling and shopping facilities. Other facilities which 
could be implemented at MetroGreen should therefore avoid these types of leisure 
activities in particular to not take away for the necessity for the Metrocentre to remain as a 
key leisure destination in the North-East region as set out within the MetroGreen AAP 
commissioned by Gateshead Council. As stated in the general commentary above, there 
is a gap in the market for large scale indoor/outdoor centres such as theme parks and/or 
ski slopes. These leisure activities appear to be the most obvious gaps in the current 
market, although, there could be further smaller scale activities which could be 
implemented at the site, such as gym and other sport activities such as five a side 
pitches, and cycle track, similar to the Middlesbrough Cycle Centre. 

 
 Feedback from Consultation 
 
7.19 To supplement the research carried out above, a selection of agents and operators active 

in the promotion of regional and national leisure facilities have been contacted.  The 
following organisations were targeted: 
 

1) iFLY UK – indoor skydiving, sites currently at the Trafford Centre and Xscape M.K.  
2) Gravity Trampoline Parks – sites throughout the UK including both Xscape sites, 

Braehead and Bluewater 
3) Extreme Cool Ltd (owned by Development Securities and Pemberstone 

Investments) – they own and operate the Chill Factore next to the Trafford Centre. 
4) Parques Reunidos, who are involved, amongst others, in a scheme to develop an 

indoor Nickelodeon themed entertainment centre at intu Lakeside 
5) Intu – commercial agents active in promoting development of MetroGreen on behalf 

of Intu 
6) Savills – commercial agents acting for Gravity and other leisure attractions. 

 
7.20 The purpose of the consultation was to seek to ascertain: 

 

• Clarity over the business operating model of the various facilities – i.e. do they 
operate under leasehold or freehold premises? 

• Accommodation requirements – quantity and type of built floor space, land area, car 
parking, accessibility other related requirements 

• Acquisitions – clarification of how decisions relating to new acquisitions are made  

• Current requirements  

• Perspectives on Metrocentre as a location for business and terms on which there 
would be appetite for MetroGreen 

 
7.21 Discussion with the commercial agents indicated that there is a view that there is potential 

for a wide range of activities such as family entertainment (e.g. Nickleodeon Adventure 
Park), Virtual Reality orientated facilities (linked to Norther Virtual Reality), sports facilities 
(e.g. golf or cycling) and even the suggestion of a ‘sea world’ type offer from one agent. 

 
7.22 It is clear from our research that for many of the larger national attractions this is a highly 

specialised market and often operations are based on long term investments; notably Intu 
themselves are understood to behind some of the facilities that have been benchmarked.  
Furthermore, details about market potential and requirements are very difficult to 
ascertain as there is limited evidence of market demand and in particular limited 
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transaction activity to draw from. Some facilities are public sector led and others are 
driven as anchors for a wider retail/leisure market where an investor is taking a long-term 
view of the benefits that patronage and linked trips can bring for related facilities.  
Therefore, for many of the larger facilities there are no established requirements and 
determining whether such an attraction is feasible requires detailed primary market 
research and feasibility planning. 

 
7.23 This said, it is clear that there is considerable potential to create a major leisure attraction 

at MetroGreen.  The site’s location and accessibility make it ideally placed and with the 
growth of the leisure market it is appropriate that space should be planned for to enable a 
major leisure facility to be promoted.  In reviewing the benchmark centres, the land 
required depends on the scale and composition of the leisure offer and gross land areas 
from 10 to 30 ha have been committed for such facilities.  It is considered appropriate that 
suitable and adequate land is allowed for to enable such facilities to be brought forward at 
MetroGreen. 

 
7.24 The agents acting for Metrocentre owners, LunsonMitchenall, spoke about the importance 

of intu Metrocentre as a regional and national destination and the increasing importance 
of leisure and attractions as part of the overall offer.  They consider that for regional 
shopping environments to prosper it is essential that they are supported by a 
complementary and varied leisure offer, which moves beyond the traditional cinema and 
ten pin bowling.  Equally with its strong transport links and established footfall intu 
Metrocentre is the logical location for investment in the leisure and attraction sectors. 
These criteria will make this area attractive to operators who are invariably looking at 
carefully managed expansion plans and have multiple locations to consider. 

 
7.25 Regional Shopping Centres are becoming reliant on unique additions to the tenant mix to 

provide another reason for consumers to visit. Increasing dwell time allows additional 
spend to be captured within the local economy, this is essential in an environment where 
traditional in shop expenditure is being eroded at an unprecedented rate. This trend for a 
more comprehensive and varied leisure offer is increasingly become more prevalent. 
Lunson Mitchenall are advising on intu Lakeside where the new leisure quarter will be 
anchored by Nickelodeon. It is anticipated that this unique attraction will appeal to a broad 
consumer base and extend the reach of this regional scheme beyond its traditional 
catchment.  Other good examples include intu Trafford Centre which has had a broad 
range of leisure operators sitting as part of its offer including an aquarium, football, golf, 
indoor skiing and health and fitness.  

 
7.26 The focus for any leisure based expansion of intu Metrocentre, is to appeal to a broad 

family based demographic that will wish to use leisure facilities as part of a day out 
experience. This sits comfortably alongside intu Metrocentre’s key role of providing a 
convenience and fashion based shopping offer to the broader catchment and will help 
draw more consumers and their related spend into the Gateshead region.  They feel it’s 
imperative that intu Metrocentre adapts to the changing nature of the retail environment if 
it is to prosper in the medium to longer term.  Unique attractors with a regional and 
national appeal should be a key aspect of intu Metrocentre’s growth plans. 

 
7.27 In respect of the smaller regional facilities such as trampoline parks, MetroGreen has 

been identified as a location for growth.  Gravity are very acquisitive and looking for new 
opportunities for floor areas of between 2,500 sq m and 3,000 sq m.  They only consider 
‘high footfall locations’ and they categorise Metrocentre to be one such location that 
meets their requirements. 

 
7.28 In conclusion therefore, it is clear that there is strong potential for a major leisure facility to 

support the mix and offer at MetroGreen.  It is considered that for forward planning and 
masterplanning purposes it is reasonable to make land available for such uses and that 
benchmarking comparably sized shopping centres with their respective leisure attractions 
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should provide an indication of the scale of land required.  It is however recommended 
that further testing is carried out with Intu alongside the masterplanning process as 
options are developed. 

 

Retail development  
 
7.29 The MetroCentre already provides a significant amount of retail floor space, with a focus 

on comparison goods. Further retail uses are also situated on the adjacent Metro Retail 
Park, including an Asda Supercentre. Given this it is considered that the need/demand for 
further retail accommodation at MetroGreen would be limited to serving new housing and 
leisure development. 

 
7.30 Given the scale of the proposals for residential use it is however considered that there 

could be demand for the creation of a new neighbourhood centre, catering for daily 
shopping needs and focussed on convenience provision. This is likely to include a 
convenience store of circa 464 sq m (5,000 sq ft.) and 5/6 smaller stores of between 46 to 
92 sq m (500 to 1,000 sq ft.). Occupiers may include a Sainsbury’s Local, Tesco Express, 
Co-Op, Greggs, Dominoes, bookmakers and Subway.  The key to the success of a 
neighbourhood centre will be the securing of a convenience anchor. 

 
7.31 A new neighbourhood centre may be feasible to support new residential development.  

However this is likely to be delivered as part of the later stages of any new residential 
development, once a critical mass of population has been established. 

 

Summary 
 

• The leisure market is highly trend driven, with current requirements focussed around 

trampoline parks, golf and family activity centres. There is a need to be flexible so 

that any new accommodation can adapt quickly to new trends 

• There is potential for a large scale national / regional leisure attraction reflecting the 

experience of comparably sized shopping centres such as Trafford Park and 

Bluewater; 

• There is potential to provide additional office development at MetroGreen, with any 

new accommodation focussed around existing supply at Metro Riverside and The 

Watermark; 

• New retail accommodation should be focussed on smaller floor plates, either through 

development of own front door accommodation or larger development plates that 

have the flexibility of being sub-divided; 

• New retail development should complement existing facilities at the MetroCentre, 

rather than compete and is likely to be focused on a discreet convenience offer; 

• New retail development as part of MetroGreen is likely to be focussed on 

convenience provision, serving any new residential development. 
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8 Interrelation with Other Topic Themes  

8.1 This Topic Theme is interrelated to the other Topic Themes as follows: 
 
 

Topic Theme Interrelation  Outline Details 

Flood Risk and Water Management Yes Consideration to implications of quantum of commercial 
development for flood risk and water management 

Transport and Accessibility Yes Consideration to implications of quantum of commercial 
development for transport/accessibility 

Green infrastructure and Natural Environment No  

Homes Yes This will form the baseline for further analysis of market 
opportunity 

Energy Utilities and Social Infrastructure Yes Consideration to implications of quantum of commercial 
development for infrastructure requirements 

Contamination No  

Viability and Delivery Yes Analysis of market evidence will influence viability analysis. 

Spatial Framework Yes Feedback from developers will influence design and mix of 
new dwellings. 

Consultation Yes Consultation with developers, operators and agents carried 
out as part of this paper 

Noise Desk Top Assessment No  

Air Quality Desktop Assessment No  

Archaeology Desktop Assessment No  

Table 8.1: Interrelation with other Topic Themes 
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9 Conclusion 

9.1 There is an opportunity to deliver new leisure, office and retail accommodation at 
MetroGreen. Such uses should build on the success of the existing surrounding 
developments and seek to complement rather than compete with the existing offer at the 
MetroCentre. 
 

9.2 Leisure uses are a good fit with the MetroCentre and, with current trends showing a move 
by consumers to spend money on ‘experiences’ rather than consumer goods, there is 
likely to be demand for new accommodation at MetroGreen. Trends in the leisure sector 
do however move fast, and from a planning policy perspective there will be a need to 
ensure that there is flexibility to adapt to changing trends. At the current time our research 
has indicated strong demand for trampoline parks, golf attractions and family activity 
centres, however demand can change quickly as consumer tastes and requirements 
evolve. Flexibility will therefore be key when producing the AAP, particularly given the 
timeframe over which MetroGreen is expected to be delivered.  
 

9.3 There is considered to be potential for a large-scale leisure attraction at MetroGreen.  
Evidence suggests increased demand for leisure activities and benchmarking other 
comparable major regional shopping centres underlines the importance of creating a 
distinct leisure attraction to not only meeting consumer demand but also reinforcing the 
shopping centre offer.  Research has established growth in demand for a wide range of 
leisure facilities in such locations including family entertainment, sports and outdoor 
activities.  It is considered that Metrocentre offers a unique opportunity to facilitate such 
development given its unique attributes of attracting 21million customers a year, central 
position within the region and connectivity, and the extensive land availability which can 
be readily brought forward to meet requirements.   

 
9.4 The scale of land required will depend on the specification of the facilities that are brought 

forward and it not possible at the stage to be prescriptive regarding the specification.  
Recent proposals by Intu for a leisure scheme extension to their Lakeside shopping 
centre in Essex amounted to an additional floor area of 21,000 sq m (226,000 sq ft).  
Based on the benchmarking exercise of comparable locations with major regional / 
national leisure attractions, the average developable land take is in the order of 8-10 ha 
(approximately 20-25 acres).  In order to support the demand for such facilities it is 
considered that this represents a suitable land area which could be allowed for to support 
the objectives of delivering a major leisure facility at MetroGreen.  It is advised that further 
assessment of market feasibility and analysis of site options be addressed as part of the 
subsequent stage of this instruction. 

 
9.5 With regards to offices it is clear from discussion with agents that The Watermark and 

Metro Riverside developments have been successful, although at the current time there is 
a significant amount of vacant stock. Any new development should be situated on sites 
located within the immediate vicinity of the existing office stock, providing either own front 
door accommodation or larger floorplates that have the flexibility of being sub-divided to 
provide smaller suites.  They should also be located close to the Passenger Transport 
Interchange. Further consultation needs to be carried out with both agents and 
developers to identify the best mix and size of new accommodation and the specification 
required by occupiers. 

 
9.6 If new office accommodation is to be successful there will be a need to improve 

connectivity to the MetroCentre and the existing public transport interchange, address 
traffic congestion and create better pedestrian routes throughout the site. There is also a 
need to address parking, which is understood from agents to be a key issue at The 
Watermark and Metro Riverside. These issues need to be fully addressed through the 
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APP. 
 
9.7 At the current time, it is likely that any new retail development will be limited to 

convenience provision serving the proposed residential development. It is envisaged that 
this will take the form of a convenience store of circa 464 sq m (5,000 sq ft.), with 5/6 
smaller stores of between 46 to 93 sq m (500 to 1,000 sq ft.). Occupiers are likely to be a 
mix of local and national covenants. It is unlikely that this element of the development will 
come forward until there is a critical mass of housing to support it. The key to the success 
of any retail development will be securing the convenience anchor. 
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Appendix 1: Records of Agent Consultations 
 
All consultations were carried out in late 2017 unless otherwise stated.  Staff consulted were senior 
representatives of these businesses operating at the regional level.   
 
Cushman & Wakefield  

 

• MetroGreen is a reasonable office location.  

• Demand for current stock at Metro Riverside and the Watermark is relatively consistent. 

• Tends to be a lot of churn on the estate and at the current time there is a large amount of 
vacant space. 

• Currently marketing Staithes 1 at the Watermark. Reasonable level of interest, with a mix of 
local and national covenants interested. 

• The biggest issues at the current time in this location is car parking and traffic congestion. 

• Moving forward there may be an opportunity to deliver additional office accommodation, 
however careful consideration will need to be given to the following: 

 Connectivity to the MetroCentre to take full advantage of the location of MetroGreen 
close to such a large number of shops and services 

 Car parking needs to be provided at a greater level than is currently provided at 
Metro Riverside and the Watermark. Car parking should be at a level reflecting an 
out of town Business Park. Potential for multi storey car park? 

 Pedestrian links to the transport interchange need to be improved. 

• Focus should be on creating an urban centre feel. 

• With regard to the type of accommodation that should be delivered, focus should be on 
larger floor plates around a central core of shared meeting rooms and amenities, with 
flexibility to sub-divide as demand requires. E.g. 20,000 sq ft, spread across two floors, with 
shared meeting spaces and break out areas and central reception. 

 
Naylors 

 

• MetroGreen is a good location, benefitting from proximity to A1. 

• Biggest issue is traffic congestion and inflexible road layout i.e. on way system. 

• Parking is also an issue and puts off some occupiers. 

• Current demand in this location is greatest for units extending to between 1,000 and 3,000 
sq ft. 

• Completed 3 deals recently. Typically, 10-15 year leases with stepped rents and 12 months’ 
rent free for each 5 years certain. Net rents reflect circa £13 

• Potential for further development although what form this should take will depend on 
availability and demand at the time. 

 
Sanderson Weatherall  

 

• Current demand at the Watermark is reasonable. 

• Net rents are typically in the region of £10 to £12 per sq ft. 

• Demand is greatest for smaller units with ‘own front door’, extending to between 1,000 and 
2,000 sq ft. 

• Capital values for freehold accommodation is typically around £140 per sq ft. 

• Biggest issues in the area are traffic congestion and parking. 

• Potential for further office development in the future. This should be delivered as an 
extension to the Watermark.  

• Considers an ‘own front door’ scheme would be most suited, with no units bigger than 10,000 
sq ft and a focus on smaller 1,000 to 5,000 sq ft units. A Gladman style scheme. 

• Viability is likely to be an issue due to the net rents currently being achieved and competition 
from existing stock at the Watermark. 
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• Doesn’t believe that development should be of larger floor plates suitable of sub-division. 
Already accommodation at the Honeycomb and Metro House capable of sub-division. 

 
Knight Frank 

 

• MetroGreen is a reasonable location for offices, although there is already a large amount of 
stock in this location and demand isn’t significant. 

• Marketing a number of properties at the Watermark and space at Metro House. Demand 
has weakened in recent months/patchy demand. 

• Greatest demand has been for ‘own front door’ accommodation and freehold stock. 

• Recently completed two lettings at Metro House, one 3,300 sq ft suite and one 1,500 sq ft 
suite. 

• Net rents at the Watermark are typically in the region of £12.50 per sq ft. 

• Net rents at Metro House are currently in the region of £7.50 to £9.50. 

• Potential for further development as an extension to the Watermark, although this will very 
much depend on availability at the time with a lot of well-priced stock currently on the market. 

• Future development should focus on smaller ‘own front door’ style accommodation. 

• Parking is a real issue and would need to be addressed. 
 
BNP 
 

• BNP Paribas has stated that they are currently aiming to achieve of £12.00 psf for the 
premises they are marketing at YBN at Metro Riverside. 

 
LSH 
 

• LSH has informed C&W that 14 Bankside has recently been let for a 3 year term at £15.00 
psf with 4 months’ rent free.  LSH are currently marketing premises at Unit 2 Staithes which 
is 4000 sq ft and marketing at £13.50 psf LSH are also currently marketing Barratt House 
which is 4000 sq ft and are aiming to achieve £12.75 psf through the space there. 

• LSH have informed C&W that there have been 3 lettings in Metro House at £9.50 psf there 
is however, still over 30,000 sq ft available in the building and are hoping to achieve for the 
lesser quality space the un-refurbished space rents reflecting between £5.00 psf and £7.50 
psf. 

• LSH continues to state that there are approximately 5 or 6 buildings available at Metro 
Riverside at present and due to the large amount of vacant space tenants are able to push 
rents down in the area rents are not achieving what they once were. 

• Cushman & Wakefield is currently marketing Unit 1 Staithes which has been recently 
refurbished it is 4,000 sq ft and they are hoping to achieve £13.00 psf.   C&W are also 
marketing Unit 8 Bankside at £12.00 - £12.50 psf.  These premises are currently owner 
occupied and the occupier wishing to vacate. 

 
Savills (on behalf of Gravity, trampoline operator) – July 2018 
 

• Definitely a location they would consider exploring. They only consider very high footfall 
sites, with an annual footfall of 21m the Metrocentre is certainly attractive 

 
Lunson Mitchenall 
 

• Act as letting agents for Intu. 

• LunsonMitchenall, spoke about the importance of intu Metrocentre as a regional and 
national destination and the increasing importance of leisure and attractions as part of the 
overall offer. T 

• hey consider that for regional shopping environments to prosper it is essential that they 
are supported by a complementary and varied leisure offer, which moves beyond the 
traditional cinema and ten pin bowling.  
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• Equally with its strong transport links and established footfall intu Metrocentre is the 
logical location for investment in the leisure and attraction sectors.  

• There is a need to consider changing shape of retail when considering the future of the 
MetroCentre, with a rsik that many of the units will not meet future needs of retialers: 

• Food retail has been a key focus of new development at the MetroCentre in recent years, 
with the ‘The Qube’ redevelopment alongside the cinema proving a success. 

• There is howeerv expected to be acontraction in this sector, with the food market 
becoming somewhat saturated; 

• Leisure is likely to be the focus for future development. 

• Leisure sector is very trend based and can be bespoke to a specific location therefore 
difficult to predict occupier requirements for MetroGreen at such an early stage of 
planning. 

 
 

 


