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Cattle Mart Development, Carmarthen – Market Summary 

This report presents key findings from a detailed evaluation of market potential at 
Carmarthen, South Wales.  CACI have been commissioned by Simons Group to predict 
Carmarthen’s uplift in potential following the substantial mixed-use development at the 
Cattle Mart Site in 2007.  The scheme will provide an extra 275,000-ft2 of floorspace, 
anchored by an 89,000-ft2 Debenhams alongside 21 additional retail units and a 17,000-
ft2 Apollo cinema.  It will also incorporate additional leisure and catering facilities that 
will serve residents and tourists alike. 

Retail Footprint1, CACI’s model of comparison shopping patterns, currently classifies 
Carmarthen as a Regional Town with a value retail offer.  The attractiveness of 
Carmarthen will be substantially improved with Debenhams trading from the Cattle Mart 
development alongside a range of mid-market and premium retailers.  This will 
distinguish Carmarthen from the surrounding value focused retail centres, and shoppers 
will be attracted across greater distances. 

Carmarthen is strategically located to dominate its retail catchment 

 
 

Retail Footprint identifies that Carmarthen has a strong catchment that dominates an 
extensive area.  It is restricted to the southeast by Llanelli and Swansea, to the west by 
Harverfordwest, and to the north by Lampeter and Cardigan.  Post development, 

                                                 
1 Retail Footprint is the leading model of UK comparison goods shopping patterns.  It incorporates over 3,200 
centres within the United Kingdom, and models shopper behaviour based on both the quantity and quality of 
retailers present.  The model is calibrated using credit and debit card transactions to track shoppers from origin 
address to retail destination and over a ten year period has consistently proven to be a highly accurate and robust 
means of assessing market potential.  The model is used by over 150 organisations including retailers, property 
investors and developers, shopping centre managers, regional planning agencies and marketing agencies. 



 

Carmarthen’s improved offer will see its catchment expand as it competes more 
effectively in key battlegrounds. 

Carmarthen’s Primary catchment (where the first 50% of shoppers originate) will extend 
as it begins to compete more effectively in key battlegrounds with Haverfordwest, 
Llanelli and Swansea.  Post development, this catchment will have residential 
comparison goods expenditure worth £95.6 million per annum, of which Carmarthen will 
attract £85.1 million per annum at a market share of 89.0%.  This equates to an £18.1 
million per annum increase (26.9%) on its current market potential.  Within the 
Secondary catchment (where the next 25% of shoppers originate) Carmarthen will 
increase its market potential by £4.1 million per annum (13.3%) to £34.9 million per 
annum with a market share of 46.4%.  The Tertiary catchment (where the next 15% of 
shoppers originate) is predicted to increase by £6.4 million per annum (40.3%) to £21.9 
million.  Carmarthen will further increase its market potential within the Quaternary 
catchment (accounting for the final 10% of shoppers) by £1.8 million per annum 
(14.8%) to £13.9 million per annum. 

Carmarthen currently has a resident based market potential of £125.6 million per annum 
in comparison goods expenditure.  Following the development of the Cattle Mart site 
Carmarthen will provide a quality and range of choice unique for the region, which will 
provide local residents with a credible alternative to making shopping trips to Cardiff and 
other strong centres to the east.  CACI predict that the Cattle Mart development will 
increase Carmarthen’s market potential by £30.3 million (24%) to £155.9 million per 
annum.  In terms of the ratio of the uplift of market potential versus the increase in 
provision, CACI predict that the Cattle Mart development will be the 9th best performing 
retail development planned for United Kingdom up to and including 20152. 

Carmarthen will climb 7 places in CACI’s retail ranking of Welsh centres 

Wales 
Rank 

Centre Class RF Score 
Market 

Potential 
(million) 

Change in 
Rank since 

2005 

1 Cardiff Regional Centres 938 £1,110.9 -
2 Swansea Average Centres 619 £331.8 -
3 Newport - Gwent Value Centres 400 £187.5 -
4 Pontypridd Value Regional Towns 229 £166.4 +2
5 Bridgend - McArthurGlen Major FOCs Premium Brands 73 £163.6 -2
6 Carmarthen Average Regional Towns 327 £155.9 +7
7 Bangor Value Regional Towns 248 £154.2 +2
8 Llanelli Value Regional Towns 195 £144.6 -3
9 Wrexham Average Regional Towns 412 £144.1 +1
10 Bridgend Value Regional Towns 212 £135.7 -2

 

Carmarthen is currently ranked 13th in CACI’s retail ranking of centres in Wales.  Taking 
into account all proposed developments in competing centres up to 2011, a redeveloped 
Carmarthen is predicted to rise 7 places to be the 6th largest centre based on market 
potential. 

                                                 
2 The analysis includes developments in 91 centres ranging from Metropolitan Towns such as Gateshead to 
Primary Centres such as Nottingham, but excludes developments in smaller centres and new builds such 
whitecity.  The analysis is based on Centre Futures, CACI’s model of the changing retail hierarchy, and takes 
into account the effect of increasing provision in competing centres as well as the expenditure resident in each 
centres catchment (uplift is based on current prices). 



 

Tourism will generate £9.6 million p.a. in comparison goods expenditure 

Total Market Potential: £165.5 million per annum

Tourist Potential
6%

Residential 
Potential

94%

 

 

Carmarthen is located within an area of high tourism potential, with Carmarthen Bay and 
the Pembrokeshire Coast offering many attractions to tourists.  Carmarthen also benefits 
from the close proximity of the Carmarthenshire County Museum, the Gwili Railway and 
the Llyn Llech Owain County Park all of which attract visitors to the town centre.   

CACI currently estimates Carmarthen’s tourism spend to be worth £7.9 million per 
annum on comparison goods.  Post development tourism spend is predicted to increase 
to £9.6 million per annum on comparison goods.  This is generated from 910,000 
tourists at an average spend of £10.54 per visit.  This equates to a total market 
potential of £165.5 million per annum from combined residential and tourist based 
potential, which is a 24% increase on current levels. 

In addition to comparison goods spend at Carmarthen, CACI estimate that tourists will 
spend £11.2 million per annum on catering (£12.26 per visit) and £2.4 million per 
annum on entertainment (£2.59 per visit). 

Clothing dominates comparison goods spend 

Durable Goods
28%

Clothing
24%

Leisure Goods
19%

Personal Care
10%

Personal Goods
6%

Footwear
4%

House & Home
9%

 

Of the £165.5 million per annum of market potential attracted by Carmarthen, bulky 
goods (TV Audio Visual & Computers, White Goods, Floor Coverings, Furniture, and DIY) 
contribute £47.2 million.  Of the remaining comparison goods expenditure, Clothing is 
the largest spend category with £39.5 million or 33.4% of non-bulky comparison goods 
expenditure.  Within Clothing, Womenswear offers the greatest opportunity, worth £20.5 
million, or 52.0% of Clothing expenditure and 12.4% of the total market potential.  
Expenditure in other key sectors includes £31.9 million (19% of comparison goods 
expenditure) on Leisure Goods (Books, Toys, Sports Equipment, Music); £14.9 million 
(9% of comparison goods expenditure) on House & Home Goods (Soft Furnishings, 
Decorative Gifts, Home & Garden Equipment); £16.8 million (10% of comparison goods 
expenditure) on Personal Care products; £9.1 million (6% of comparison goods 
expenditure) on Personal Goods (Jewellery, Communications, Photography, Leather & 
Travel Goods); and £5.9 million (4% of comparison goods expenditure) on Footwear. 



 

Carmarthen’s average spend per household is higher compared to Wales 
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The average household expenditure on comparison goods in Carmarthen following 
redevelopment (£5,306 per annum) is 6% higher than the average for Wales.  Higher 
than average household spend occurs across a range of key spend categories, with 
Womenswear (£653 per annum) being 6% higher, Menswear (£360 per annum) 2% 
higher, and Footwear (£187 per annum) 4% higher than the average for Wales.  House 
& Home is a particularly strong sector, with household expenditure on Soft Furnishings 
(£290 per annum) 29% higher, Glassware & Tableware (£141 per annum) 17% higher, 
and China Glass & Fancy Goods (£56 per annum) 9% higher than the average for Wales. 

Carmarthen offers expanding markets with low levels of competition  
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With an affluent catchment combined with low levels of competition, Carmarthen 
benefits from high levels of spend per outlet.  The town offers excellent opportunities for 
retailers to take advantage of strong, under-utilised markets. 

Clothing & Footwear markets are particularly strong, with spend per outlet for 
Womenswear 65% higher, Footwear 42% higher, Menswear 33% higher, and 
Childrenswear 32% higher than typically found at other Average Regional Towns.  House 
& Home sectors also provide excellent opportunities with China Glass & Fancy Goods 
52% higher and Soft Furnishings 73% higher than typically found in Average Regional 
Towns.  Retailers trading in Music & Video (56% higher), Books (53% higher), Leather & 
Travel Goods (37% higher), and Personal Care (30% higher) will also benefit from 



 

higher than average levels of spend per outlet generated by low levels of competition 
coupled with strong markets. 

Carmarthen has an exceptionally affluent catchment 
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Carmarthen Shoppers Long Stay Tourists to Wales
Wales Debenhams Market Penetration (TGI)

 

CACI have assessed the lifestyle profile of modelled shoppers at Carmarthen using the 
ACORN classification.  Carmarthen has an exceptionally affluent profile dominated by 
Affluent Greys (44.5% of shoppers).  These people tend to be older empty nesters and 
retired couples living in rural towns and villages. They are prosperous, live in detached 
homes and usually own two cars.  They have the time and money to enjoy life, and tend 
to favour more classic brands.  Although highly mobile, these people will not travel past 
Carmarthen to stronger offers if they can find the quality and range of retail that meets 
their high expectations. 

The second most prolific shoppers are Settled Suburbia (8.6%) and Secure Families 
(8.1%).  These are both moderately well off lifestyle groups with good disposable 
incomes who favour mid-market retailers.   

Flourishing Families account for 7.9% of shoppers.  They are affluent young families with 
high disposable incomes.  They have strong spend across core comparison categories, 
including fashion, and will be attracted to Carmarthen over other competing centres for 
its quality retail offer in a safe and convenient environment. 

CACI have compared the Target Group Index3 (TGI) profile of Debenhams against the 
shopper profile for Carmarthen.  This highlights that Debenhams will be an excellent 
anchor for Carmarthen, with the retailer achieving high market penetrations amongst 
key lifestyle groups (32% amongst Affluent Greys, 35% amongst Flourishing Families, 
and 30% amongst Secure Families and Settled Suburbia).  Debenhams will provide a 
quality of retailing that is much in demand within the region, and mid-market to 
premium retailers will benefit from trading alongside. 

Tourism diversifies the shopper profile in Carmarthen, with high proportions of Secure 
Families visiting the town (20.6% of holiday-makers).  This moderately well-off lifestyle 
group tends to favour mass-market retailers, and will also be attracted by the family 
orientated leisure and catering offer proposed for Carmarthen.  The Struggling Families 
lifestyle group also shows a high propensity to holiday in Wales (18.1% of holiday-

                                                 
3 Target Group Index in an annual panel based survey of consumer attitudes and habits.  The survey covers 
items as diverse as washing powder brands to favourite retail stores but crucially, panel respondents are 
ACORN coded which allows CACI to understand how particular preferences vary across lifestyle groups. 



 

makers), while there are also good proportions of Wealthy Executives and Flourishing 
Families. 

Shoppers at Carmarthen are similar to Truro, Barnstaple and Newport 
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Market Potential Correlation Coefficient

CACI have used a combination of ACORN and Retail Footprint to identify other towns 
with similar market potential and similar shoppers.  Truro, Barnstaple, and Newport – 
Isle of Wight are among the benchmark centres identified.  The Affluent Grey lifestyle 
group dominates these towns alongside concentrations of Secure Families, Settled 
Suburbia and Flourishing Families.  All benchmark towns achieve high correlation 
coefficients in excess of 0.7, which indicates a strong level of correspondence with 
Carmarthen. 

In conclusion, the redevelopment of the Cattle Mart site in Carmarthen will substantially 
improve the town’s attractiveness by improving both the quality and range of retailers.  
It will place Carmarthen in a unique position of being the only premium to mid-market 
centre within an area of exceptional affluence.  This will not only expand its retail 
catchment across South West Wales, but it will also reduce the need for its affluent 
residents to travel to stronger offers, such as Cardiff, to the east.  As a consequence, 
Carmarthen will benefit from a 24% increase in market potential, which will see the 
town rise 7 places to be ranked the 6th largest centre in Wales and make the Cattle Mart 
development one of the top 10 best performing town centre developments within the 
United Kingdom. 

Carmarthen’s shopper profile is exceptionally affluent, and shoppers have above average 
spend on House & Home Goods.  They also respond well to classic fashion brands such 
as Laura Ashley, Austin Reed and Principles.  Tourism will diversify the shopper profile, 
and complement the older affluent catchment by attracting a younger shopper into 
Carmarthen. Tourists will respond well to mid-market fashion brands and will be 
attracted by a family orientated catering and leisure offer. 

Debenhams achieves a high market penetration amongst Affluent Greys, Carmarthen’s 
dominant lifestyle group, and its presence as the anchor for the scheme will provide the 
quality and choice that these residents currently lack.  The expanding markets 
generated by the Cattle Mart development combined with low levels of competition will 
create excellent opportunities in Clothing & Footwear, House & Home, and Leisure 
Goods. 

CACI believe that the Cattle Mart development provides an excellent opportunity for 
premium to mid-market retailers to trade alongside an excellent anchor in a dominant 
town centre serving affluent shoppers. 

 



 

CACI Credentials 
CACI has a long history of providing spatial analysis to support site assessment in the UK, 
dating back to the early 1980s.  It has been an integral part of the more general market 
analysis and geodemographic work that CACI has produced for its clients, and has helped 
make CACI the market leader in the UK for information solutions.  Recent projects have 
included work with Wickes, BT, Selfridges, Homebase, Bentalls, WhSmith, Ikea, 
Mothercare, Bodyshop, Sainsburys, House of Fraser, Aldi, Spar and Starbucks. 
 
 

CACI’s exceptional strength in the field of spatial analysis stems from the fact that: 
 

• CACI was the first to build a national retail centre catchment model using gravity 
modelling techniques. It is used by over 40 major retailers and provides a good 
base for bespoke modelling projects, saving both costs and time 

• CACI’s core business is market analysis in the UK.  With a team of over 100 people 
working in this area, CACI have an unrivalled understanding of the nature and 
evolution of consumer behaviour and markets in the country 

• CACI have access to the widest range of quality data.  Good quality data is at the 
foundation of every modelling exercise.  CACI are data integrators, not data 
collectors and are therefore free to build databases from the highest quality 
sources available in the UK, taken from a wide range of suppliers 

• The quantitative modelling of Market Sizes, their behaviour and evolution has been 
a particular area of expertise since the early 1980s 

• The techniques used have been tested across a wide range of application areas 
and have evolved over many years 

 
 
 

Our areas of expertise include the following: 
 

• Gravity modelling and spatial interaction modelling 
• Catchment area definitions 
• New outlet sales predictions in location “X” 
• Competitive location impacts 
• Site assessment 
• Micro market modelling 
• Outlet performance against measured potential 
• Location and territory optimisation modelling 
• Entire network restructuring 
• Customer behaviour analysis 
• Direct mail response analysis 
• Advertising effectiveness 
• Targeting of direct marketing materials 
• Distance and Drivetime decay analysis 
• Customer retention models 
• Financial services share of wallet models 

 
 
 
 
CACI’s market summary documents are produced in good faith, using statistical techniques and data sources commonly available and utilised by most 
U.K. retailers. Whilst every care has been made to ensure the accuracy of the information, CACI does not guarantee that the information is error-
free. The information contained in these reports should not be regarded as an invitation to engage in any store investment transaction or any other 
investment activity. Many localised factors such as quality of store management, store operational efficiencies and marketing techniques affect 
individual store performance. CACI does not accept any liability to any person who relies on the content of these reports. 

 


