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In the UK in 1950 there were nearly 600,000 stores/shops 

to purchase goods and services from. This was reduced  

by the arrival of Supermarkets by 1971 to well under  
400,000, but by  2012 there were only 290,000 shops left. 

It is further predicted  by David Jinks, of Parcel Hero,  

that by 2030 just 130,000 of these are likely to survive 
because of the impact of  E-Commerce.  

According to David Jinks’ view by 2030, just ten years  

time,  the impact of e-commerce and home deliveries  

could mean  that the town centre will be just a memory 
because half of the existing shop premises will have  

disappeared.  

Mike Baker, a research analyst at Deutsche Bank, in support of this says roughly 40% of the growth in total retail 
sales this year (2019) has come from e-commerce, which means online retail is only going to take a bigger and 

bigger piece of the pie going forward. To further support this in March 2019 the think tank the Fabian Society 

predicted that a million retail jobs could disappear in the 2020s. 
Only last October, chairman of M&S Archie Norman stated his business was on a ‘burning platform’ unless the 

company changes and develops. Does he mean that ‘in decades to come could there be no M&S?’ 

The probable big winner in all of this, said Mike Baker of the Deutsche Bank, appears to be Amazon - which not 

only is the fastest growing online retailer - but accounted for 10% of the total retail sales growth, on and offline, 
over the first six months of 2016. 

It is true that in the past 10 years, Brits have seen a number of their favourite shops close their doors for example. 

Notably, the 100-year-old Woolworths in 2008, 
Blockbusters in 2013, 

BHS in 2016 

Toys ‘R’ Us falling into administration in 2018. 
Poundworld went into administration in 2018. 

Mothercare announcement that it plans to put its UK business into administration 2019. 

According to the Centre of Retail Research, in 2017 the retail worker layoffs’ number was 12,225 and the trend 

has continued with 21,355 retail workers being laid off in the first six months of 2018 alone. Jinks believes our 
department stores are collapsing as the current business model fails today’s shoppers and ‘Alders and BHS will 

not be the only failures. 

Of the surviving 200 large businesses, 48 business are already labelled in danger and 53 made a loss in 2016. In 
2013 alone there was a net loss of 264 fashion stores from our high street, but it is predicted that the online fash-

ion industry could reach £36.2 billion by 2030 with a 63 per cent share of the market compared to today’s 21 per 

cent. In order to counter this some retailers are fighting back through their own internet sites. For example John 

Lewis is pushing ahead online with 25 per cent of its sales being now through the internet, which is more than its 
London Oxford Street flagship currently sells. Tesco’s revenue is £2.9 billion online, second only to Amazon but 

will these sales will be at the expense of the companies’ own physical store sales? 

Although I cannot find any evidence to support this Jinks says that it has been shown that home deliveries are far 
greener than shoppers climbing into their cars to visit various stores. 

The question is can High Streets return to a Victorian model, where shopping is a more social experience? 
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Could this view on the left be a British High Street in the future? 
 

Can the introduction of Homes (Houses) returning to UK high 

streets prevent no-go areas after 6pm? 

Can we learn to adapt to the rise of e-commerce and introduce 
new reasons for us all to return to our town centres? 

 

To counter some of this gloom Peter Watson, MD of digital mar-
keting agency Distract, says Toys ‘R Us’ sparked the beginning 

of their own downfall. His reasoning being that they “shouldn’t 

have positioned themselves as a location to ‘go and buy toys’ in 
the first place”, neither should they have given online exclusivity 

to Amazon back in 2000”, and in a creative comment stated that 

they “should have repositioned themselves as the place to 

‘experience’ toys and fun activities”, further supporting this by 
his comment they ”should have included entertainment sections 

in store, face painting zones and coffee centres for parents”. 

In reality shoppers can be driven away from Britain’s town cen-
tres by restrictions on parking because motorists complain about 

the rising charges, fewer spaces and spaces that are too small 

when in these areas. Furthermore Brexit pushed uncertainty onto 
businesses causing a drop in confidence and therefore sales during the period 2016 - 2020. Cedrik Lachance, director 

of real estate investment trust (Reit) research at Green Street Advisors blames problems in the high street on ‘high 

costs for retailers, with outdated buildings and high debt levels for pushing well-known names such as Debenhams 

and House of Fraser to the point of collapse. 
 

But here is a riddle of the “the death of the high street". 

What is often talked about, never seen; ever coming, never been; daily looked for, never here? 
Well what is it? 

The answer is "tomorrow but it might as well be "the death of the high street". 

There has never been a story that has lingered quite as long, but so stubbornly refused to happen! 

The high street isn't dying. It's changing, morphing in ways we wouldn't have predicted a decade or so back. 
 

The ‘death of the high street’ may be overstated, with independent shops booming across the UK, according to a 

Which? Report. 
 

Which? Analysed almost 1.5 million Ordnance Survey (OS) business records to compare Britain's retail and services 

landscape from 2014 to 2019. 
 

 Harry Rose, Editor, Which? magazine, said  "While it's concerning to have seen so many well-loved brands disap-

pear from UK high streets in recent years, our research suggests the future of our town centres is not necessarily as 

bleak as the reports of store closures would have you believe. As shopper’s needs and habits evolve, it's vital that 
businesses keep up with these changing trends and consider how they can grow with them, in order to continue thriv-

ing on the high street." 

It is Shops that offer something you can’t get online that are really flourishing. There is a staggering increase in the 
number of places where you can buy food on the high street. 

Open Street Markets have risen by 51.6%, while there have also been increases in cafes, snack bars and tea 

rooms (35.3%), as well as fast food and takeaways (23.2%). 
Customers have to have a compelling reason to shop on the high street by turning it into an experience.  An offer-

ing  people simply cannot get by logging onto their computer. 

 

It’s not the high street itself that’s dying, but rather some of the more traditional retailers that you’d find there. 

 

Until those who control and manage the high street listen to why people don't want to shop or visit the high street 

then the high street may never recover.  It is very easy to shop online; this has to be measured against the hassle, 

negative experience and additional costs of visiting the high street.  
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A common criticism of the British high street in 
recent years has been that they are all essentially 

the same. Whether you’re in Yorkshire or Corn-

wall,  it's argued you’ll see the same line-up of 

retailers  – from Next to Starbucks – and as they 
are all virtually the same, there’s less of a reason 

to actually visit them. 

 
20,000 people crammed into the Bullring in Bir-

mingham to see a store being opened in January 

2019, 
 

Star James Charles drew huge crowds when he 

opened the store for make-up brand Morphe. 

Many High streets are no longer looking like “carbon 

copies of one another”, in many old major retailers are 
being replaced by independent personal services, markets 

and food specialists. The High Street’s not dead, it’s 

changing. 
 

Here is a good example - Thomas Cook did not close be-

cause of the High Street problem. 

It was founded 178 years ago as Thomas Cook and Son. 
In the year of its closure it had a reported revenue of 

£9,584 million in 2018, with 21,000 employees world 

wide. 
However, after closure in October 2019, travel agent Hays Travel, at that time only owning just 190 stores, acquired 

all 555 former Thomas Cook travel agencies in the UK. 

 On 30 October 2019, Norwegian property tycoon Petter Stordalen and private equity firms Altor and TDR Capi-

tal acquired the Ving, Spies and Tjäreborg travel agencies and Thomas Cook Airlines Scandinavia, with Stordalen 
and Altor owning 40% and TDR Capital owning the remaining 20%. 

Thomas Cook Airlines Scandinavia was then rebranded as Sunclass Airlines. 

 
The problem had nothing to do with the high street but had other corporate problems leading to its demise.  

 

To summarise the points arising from the various comments above we find that shoppers may be driven away from 
Britain’s town centre’s by restrictions on parking. 

1. Car Parking rising charges, fewer spaces and spaces that are too small. 

2. Brexit pushing uncertainty onto businesses causing a drop in confidence and therefore sales. 

3. Criticism British High Street essentially all the same 
4. High costs for retailers 

5. Outdated buildings 

6. High debt levels 
7. Controllers and managers of the High Street not listening 

8. Customers needing a compelling reason and it to be an experience when they shop on the High Street. 

 
What do we know that can educate us to make the right marketing decisions for the future to survive and grow in a 

changing market place? 

 

Let us start with the UK economy and consumer expenditure. 
 

UK Annual Consumer Expenditure = 134,550 million GBP (12 months to October 2019 - Source Trading Econom-

ics) Statistic confirmed by Statista https://www.statista.com/statistics/368665/consumer-expenditure-united-kingdom
-uk/ 

 

 

Continued from page 2 

https://www.statista.com/statistics/368665/consumer-expenditure-united-kingdom-uk/
https://www.statista.com/statistics/368665/consumer-expenditure-united-kingdom-uk/
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From this available data we, in our service industry, can gain direct benefit from those sectors in blue above and perhaps 

some benefit from serving those in the green by marketing our services to these sectors and it is estimated that our indus-
try, from both laundry and dry cleaning together, get £950 million per annum which is less by £50 million than we 

earned in 2009. 

 
 

 

 

 
 

Total NHS Health spending in      

England alone was £219 billion         

in 2018/19, without Scotland,      

Wales or Northern Ireland, and       

our industry does gain some         

value from services to that sector             

also therefore there is a lot more  

revenue to be gained from               

combining both target markets           

if we can find a way to take            

advantage of it???. 

Let us take a look at our business and how we are split up in our segments. From PAYE and VAT data  

Tugbu Sabanoghu of Statista found that the follow was our breakdown. 

 
 

 

 

UK Annual Consumer Expenditure 
From 12 o’clock, clockwise: by sector 

  

8% = Food + non alcoholic beverages 

4% = Alcoholic beverages + tobacco 
8% = Clothing 

1% = Footwear 

24%= Housing, water, electricity, gas, fuel 
5% = Furnishings, household equipment 

2% = Health 

14%= Transport 
2% = Communications 

10%= Recreation and culture 

2%  = Education 

10% = Restaurants and Hotels 
13% = Miscellaneous goods and services 

Value by turnover of the laundry and dry cleaning industry 

Turnover in the region of   Number   

  0 – £50,000 = 595 Of these businesses 

£50,000 – £100,000 = 1,275 on the left it is 

£100,000 – £250,000 = 1,945 estimated that there 

£250,000 – £500,000 = 370 are less than 400 in 

£500,000 – £1 m = 115 the commercial/ 

£1 m – £2 m = 65 industrial laundry 

£2 m  – £ 5 m = 30 rental market  in a 

£5 m  – £10 m = 15 serious way leaving 

£10 m - £50 m = 10 about 3400 + in the 

£50 m + = 5 retail textile care 

Estimated No of Businesses = 3830 sector 

  

Continued on page 5 

Continued from page 3 
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The UK Fashion Industry Statistics show the UK to have a population of around 66 million of which 33.0 million are ac-
tive in the labour force, and the unemployment rate is currently 4.8%. with the GDP per capita £35,880.18 million. GDP 

per capita is a measure of a country's economic output that accounts for its number of people. It divides the country's 

gross domestic product by its total population. That makes it a good measurement of a country's standard of living and it 

tells you how prosperous a country feels to each of its citizens. 
The economy of the United Kingdom is highly developed and market-orientated. It is the sixth-largest national econ-

omy in the world measured by nominal gross domestic product (GDP), ninth-largest by purchasing power parity (PPP), 

and twenty second-largest by GDP per capita, comprising 3.3% of world GDP according to Wikipedia.GDP Growth Rate 
in the United Kingdom averaged 0.61 percent from 1955 until 2019, reaching an all time high of 5 percent in the first 

quarter of 1973 and a record low of -2.70 percent in the first quarter of 1974. source: Office for National Statistics. 

If this is all true why has our industry not yet returned to the heights of 2009? 

Well we cannot ignore the impact of the ban on smoking in 2006/2007 which seriously impacted on the revenues of dry 

cleaning, but we must offset this with the fact that we in the UK have near full employment with an unemployment rate of 

only 4.8% nationwide and full employment brings added wealth which is a fact supported by the statistics on sales of 
food, beverages, tobacco, recreation, restaurants and Hotels. Most of these are discretionary sales which is where payment 

for much of our income from the retail textile care services comes from. It is possible public expenditure on our retail tex-

tile care services come from mainly women in the population and it is this gender that is feeling most of the squeeze on 
total available financial resources.  We can never hope to compete with the appeal of an annual holiday in a warmer cli-

mate but you could counter this by using statistics from the “annual expenditure graph”; the amount spent on recreation 

and culture at a massive 10% of total annual spend, plus another 10% spend on restaurants and Hotels, but is it again a 
gender split with the males using their available cash to pay for this. 

 

It would be too easy to accept this as an explanation because I am sure that it is far more complex an issue than this.  

 
We do however have to be far more imaginative to grow the footfall in our chosen market. If the High Street is either 

changing or dying all the rhetoric is about the prime sites for retail and our industry has not had a large presence in these 

areas for many decades because they became too expensive in rent and rates for our type of service business. Yes, some 
have had success with creating a central processing unit and bringing work in from satellites or vans servicing the calls 

from customers but we have done this before and then succumbed to the demand for shorter service times, or at the time 

that is what we thought the customer wanted and our type of service does rely on the benefit of nearby parking facilities.  
The market is changing with more and more women going out to work, which should in theory make the demands for our 

services ever more popular, but if we are in a shop do we look like a place to leave our customer’s valued items?  

In appearance can we compete with a jewellers or couture dress store? 

If not, why not, after all they buy their items from stylish outlets? 
At the counter of our shop have we the knowledge to discuss the customer’s clothing or the staining which is, perhaps, the 

prime reason they are bringing their valued items to us to remove? 

Do we check the quality of the finish before the customer calls to collect their precious goods, because it is far more im-
pressive for us to have sorted this out before they find the fault at the counter? 

 

The above are the easiest things to sort out without too much financial expenditure but then we need to find ways of get-

ting more customers to use our services, and that is true for both retail outlets and central processing. There is, however, 
one thing we should stop doing and that is making denigrating cheap shots at competitors who use a different processing 

(cleaning) method than the one we have chosen because the industry becomes the loser. The customer is more interested 

in getting the item back in as near new condition as when it was purchased and from our industry point of view there are 
weaknesses for all methods of cleaning, and none is any better than another but the smart cleaner can usually offer more 

than one method, they can also get the stain out, and they can produce a good finish on whatever fabric the clothing is 

made from. 
Doing more to please the customer. Have you noticed that both e –commerce and the High Street retailer  indulges in 

methods to attract customers in times of market lows, for example “Black Friday” and “Cyber Monday” both designed to 

stimulate more sales. Can we develop some strategies of our own, “A free tie clean” with every suit or  a “discount on a 

dinner suit if accompanied with a Cocktail dress” or vice versa. Other ways are to have inflated coloured balloons as  a 
giveaway for children who accompany mothers entering your shop.  At the very least you will be popular with the child 

and you will certainly increase the shop footfall. Can you take advantage of the publicity to “Save the planet” because our 

industry is at the pinnacle of recycling by making items reusable for longer, and it has been proved clean clothes do last 
longer because the dirt before removal is made up of soil and grit which shortens the life of fabrics if it is worn too long.  

Continued on page 6 

Continues from page 4 
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Can you exploit your business opportunity by running a joint venture with another High Street retailer for example a dress 
or suit hire business which could be a  provider of mutual additional business to the advantage of both. If the High street is 

filling up with coffee shops and food businesses can we gain a benefit from these by offering them a wash service on tea 

towels and glass cloths, or a local hire and wash  service on these items. Who cleans/washes staff uniforms for these outlets 
as this may help to grow your business but it will mean you will have to learn to leave the comfort of your premises to go 

out to see them? 

 

What of the growth in food outlets and restaurants does this present us with another opportunity for additional business? 
People who frequent restaurants are, perhaps, close to our typical customer because they have the available cash to spend, 

which cannot be said of low income workers. Can we come to an arrangement with a restaurant to leave business cards 

offering our services with a discount on the first use or introduce a loyalty scheme for regular users. To make sure the own-
ers of the restaurant could gain on the basis of how many cards are returned accompanied by items for cleaning/laundry 

services. 

 
One of the best additional services we could also offer is a garment alteration and repairs service which for some reason 

has never been  a price sensitive purchase which sadly dry cleaning seems to be. At a recent Guild meeting a member 

stated that the mother of the local Member of Parliament expressed alarm at the price for cleaning her son’s suit until he 

explained that 20% of the cost was in fact Value Added Tax which her son was responsible for. She apparently left but not 
before agreeing that she did not really understand the full implications of taxes imposed by Government to pay for social 

services we consider to be free, or subsidised. Perhaps we should help all of our customers to understand that our prices do 

carry a high cost in VAT which is in fact a charge on cleanliness. 
 

I have mentioned ease of parking to be a major benefit for our type of business and many cleaners have  tried to cover this 

by offering a collection and delivery service and when this works it can be of great benefit. However, many who have tried 

this have also found it to be expensive and a source of trouble with the customer because they maybe aware of the time of 
your delivery but what happens if they, for what ever reason, are not home when your driver attempts to make the deliv-

ery? 

Call backs increase your costs, extra charges imposed to cover these will inevitably upset the customer.  
Many of the EPOS systems can help here with knowledge of customer mobile numbers to send text messages of call ap-

pointments and timings of the delivery.  

 
Collection and delivery storage cabinets can have a place if a suitable location can be found, and this does not just have to 

be outside of the retail premises. What about hiring space at Retail Parks, or outside of Railway Stations, because these do 

have ease of parking facilities for those with bulky clothing to carry. Yes, they are impersonal outlets with no opportunity 

to discuss clothing detail but never the less they are an innovation worth considering. They can come with a risk if they 
handle cash but we now live in a cashless society therefore setting something up that only handles contactless payments is 

not inconceivable. There are also more automated systems that allow a retail outlet to operate 24 hours per day, 7 days per 

week, but these are expensive and you need to know that you have sufficient trade to make the capital investment. Another 
opportunity is to open early one or two mornings per week to catch the early to work trade - early being 7.00am and park-

ing restriction may not be in operation at this early time. Also, what about staying open later one night per week, say 

7.00pm, to give workers returning home an opportunity to collect clean items? 
 

To survive and prosper we have to think outside of expected norms, do something different, make us more an attractive 

proposition, encourage customers to enjoy the experience. Do we take in curtains for cleaning, or we do we offer a take 

down and re-hang, service as well as the cleaning, because this makes this service more attractive to the customer. It comes 
with a benefit. 

 

I wish that I could offer you the elixir of life but if I have stimulated you into thinking of different ways to make our /your 
business more attractive and enticing then I have succeeded in my mission and very good luck in your quest.  

Continued from page 5 


