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Summary

Waterford Chamber is largely supportive of 
the Retail Strategy Review for Waterford and 
welcome any improvements and opportunities in 
this regard.

In particular, we are pleased to have the 
opportunity to highlight the views of our 
members and ask the relevant questions which 
should form the basis of the review.

The purpose of this submission is not to address 
every point, but to focus on forming the basis 
for a comprehensive strategy and outline some 
current concerns of our members.

That said, while there are long term 
requirements in order to make this process 
effective, there are also short term needs for retail 
in Waterford.

Short term issues to address:
While there are short term issues which the 
Council can have an influence on, such as 
addressing the derelict building issue, parking, 
cleanliness, traffic and transport, there is an onus 
on the retailers also. 

The Retail Sector requires one voice in order 
to represent it and develop some consensus 
regarding its messages, lobbying and marketing. 
With developments over the next few years, the 
retail sector needs to create a collective, unified 
consistency in message, social media, offers, 
opening hours and service. 

Therefore, the process for the creation for this 
long term strategy should include fixed time lines 
for target based achievements, with as many of 
the short term needs met as feasible.

Introduction

Strong cities drive strong regions and Waterford 
has been identified as the Capital of the Region 
under the Ireland 2040 Development Plan. 
To develop a retail strategy for the city, the most 
pertinent question we must ask at this stage is 
what is the vision for Waterford in 2040? From 
that we need to determine what are the strategic 
objectives required by 2025, 2030 and 2040 that 
will ensure and enable delivery of that vision.

To expand, we need to ask ourselves:
1. Do we want to grow faster than other cities 

rates and become leaders and influencers of 
positive change for retail in the region? (ie. 
300% - 400% by 2040)

2. Do we want to grow at the same rate as 
others by adopting a ‘Me Too’ attitude and 
follow the plans already in place by other 

cities? (ie. 200% - 300% by 2040)
3. Do we want to grow slower than current 

rate by coasting along and accept organic 
growth? (ie. 50% by 2040 as identified by 
NPF)

Once this is established, it is essential we work 
back from the 2040 baseline to now, rather than 
moving forward from the current baseline.

Objectives

• Set the baseline for 2040 and work back
• Ensure facts and data used in the strategy 

are from the city and region, not from UK or 
other international averages.

• There must be correlation between the 
regional strategy, the county strategy and 
then to the city retail strategy.

• Enhance the digital offering in terms of a 
Smart City, using AR/VR/E-Commerce.

• Be cognisant of the effects of Brexit, no 
matter the outcome.

• Sustainability and environmental awareness 
must be given due recognition

• Accountability is key on who is going to 
deliver. 

• Initiate these processes as soon as possible.

Identifying Growth Opportunities

As intimated above, in order to implement a good 
strategy, you first need to define what are the 
outputs, what are we going to achieve and then 
prioritise them.

Deliverables then need to be defined according 
to short, medium and long term, working back 
from 2040 to 2030 and 2025.

To do this, it is essential we define the game 
changing opportunities that exist right now and 
how can we maximise their potential, ie. North 
Quays, the development of Waterford Airport, 
road connectivity, university status for WIT

Reversing the current retail leakage must be at 
the top of the agenda but in order to achieve this, 
we need significant increases in footfall, as well as 
a better retail offering.

While the North Quays will certainly deliver on 
the offering, it is essential we are cognisant of the 
fact that the business development opportunities 
are identified in terms of job creation.

It is projected that the North Quays will create 
in the region of 3,000 jobs. That’s 3,000 jobs 
that don’t exist right now. That in turn leads to 
3,000 additional people contributing to the local 
economy in terms of retail spend.



Opportunities to grow population 
and increase retail footfall
1. Urban living must also be addressed in the 

context of creating density within the city 
centre. As in other European cities, creating 
suitable accommodation over shops and 
offices certainly warrants in-depth exploration 
in creating an active city centre. Parks and 
facilities for families, bringing the Greenway 
into the city centre and extending the Suir 
Valley Railway towards the city and developing 
the Cultural Quarter to international standards 
will all add to creating a vibrant city centre. 

There is huge untapped potential for turning 
vacant units over shops into apartments etc. 
in our city centre which would greatly add to 
the vibrancy and increase footfall. The issue 
for many city centre property owners is the 
perception and historical challenges in relation 
to planning, conservation and fire issues and 
the fear of opening up a conversation to discuss 
the potential could open up existing non-
compliance issues.

The fact is that most spaces over shops have 
been in residential use needs to be recognised 
and therefore adaption to apartments should 
be exempt, no planning required. Similarly 
compliance with fire criteria is absolutely 
necessary, however this can be achieved 
through consultation and not through a costly 
fire cert application route. A simple one-pager 
explaining what the fire requirements are to 
ensure compliance with the regulations is all 
that is needed and a certificate from a fire 
consultant on completion of the works would 
ensure that:

• The fire authority is satisfied that 
the works have been supervised and 
undertaken in accordance with the 
regulations.

• The owner has comfort knowing their 
building is safe for its occupiers.

As for conservation, if we don’t renovate 
many of these premises, there will be nothing to 
conserve as the buildings will crumble.

2. Every support must be given to tourism 
stakeholders such as Ireland’s Ancient East, 
Visit Waterford et al in promoting Waterford 
nationally and internationally. There are sizeable 
opportunities in terms of retail tourism.

3. Targeting the 50,000+ diaspora who have left 
the region to return is critical to growth. 

4. Developing an industrial hub around Waterford 
Airport is a must.

5. Better road connectivity to Cork and Limerick 
will add even more to the 600,000+ catchment 
within a one-hour drive, thus attracting more 
people from within the region to shop and work 
in Waterford.

6. Securing University status for WIT and bringing 
more faculties into the city centre can only 
lead to an increase in footfall and retail spend. 

A number of the large derelict buildings within 
the city centre should be identified for schools 
and student accommodation and upgraded with 
such progression in mind.

7. Waterford is at the innovative/sustainable/
global cutting edge of Engineering and 
Technology (Manufacturing, ICT, Infrastructure 
etc.). This must be given due recognition and 
afforded every opportunity to grow, ensuring 
better paid jobs.

8. While this is not a submission on housing, 
it would remiss not to address the current 
shortage of housing, both in terms of social 
housing but also executive properties. If we 
are to attract a highly skilled workforce to 
Waterford, we need to be able to meet their 
accommodation needs.

Back to Basics
While setting the long-term goals, it is fair to 
assume the current challenges will be addressed, 
but for the purpose of this review, it is essential 
these issues are highlighted and acknowledged.

Transport
In terms of transport, as the city population grows, 
alternative forms of transport have to be planned 
for, including bus routes and Park n Ride facilities.
Parking is an ongoing concern for retailers in the 
city centre. While we are aware the prices are 
comparable for the most part with other cities, 
incentives such as two hours free at the weekend 
should be considered and would go a long way in 
terms of getting retailer support.

Marketing
We are aware that there is an ongoing review 
in progress in terms of marketing Waterford, 
which must be brought to fruition without delay. 
Waterford Chamber is happy to continue working 
with various stakeholders, including Waterford 
City & County Council in this regard.

Maximising the marketing opportunities for 
retail must play a significant role within the overall 
marketing agenda.

The ongoing Age-Friendly and Autism-Friendly 
initiatives also warrant further promotion as these 
are very important in highlighting inclusivity for all.

Dereliction
The appointment of a new officer to target the 
derelict buildings is a most welcome move and 
one we support. While we understand there are 
legal ramifications and uncertainly with regard 
to ownership in some cases, every effort must 
be made to encourage building owners to act 
responsibly and act for the good of Waterford at 
all times. Again, we will continue to work with 
Waterford City & County Council and Tidy Towns 
to play our part.



What our members say

Lisa Fitzgerald, George’s Court Shopping Centre:

Waterford Retail Strategy Review
“As a city centre stakeholder, and, at the invitation of the City and County Council, we are making this short 
submission outlining our views and observations concerning the Council’s Retail Strategy Review for 2019.We 
are acutely aware of the issues affecting the city centre at both a macro and micro level.”

01 Overview:
“Retailing, as a fundamental function in the city centre, is in crisis. This is not an overstatement but is a firmly 
held view of many retailers and others involved in the retail development process. Retailing has been in decline 
for over a decade in Waterford with the exception of an uplift in 2017 which was short-lived. This fact can be 
attributed to many factors including, amongst others:

a) Low levels of footfall, which gives a feeling of “emptiness” and a lack of vitality, even at peak trading times.
b) The exodus of the local populations to suburban retail outlets and centres for consumer goods, which 

should primarily be located in the city centre. This arises primarily from loose planning policies over the last 
two decades.

c) (i) Investor and retailer interest in the city centre is almost inert, as evidenced by the number of vacant 
retail units.

(ii) Because of declining rental and capital values, the current market does not sustain viable new 
development in Waterford. We know from our interaction with national retailers and investors that their 
perception of the ongoing scenario does not encourage them to risk capital investment in retailing in 
Waterford.

(iii) Previous development and retail strategies by the Council have always stated that its policy objectives 
for retailing in the city centre is to maintain its pre-eminence in the retail hierarchy however in reality this 
hasn’t been the case with continued out of town development.

(iv) The focus on the proposed developments for Michael Street and the North Quays has been in the 
making for many years. While there is formal interest in these sites, their development is possibly two to five 
years before they become a reality. In the meantime, the existing retail area is in limbo. Understandably, no one 
can be definitive on timescales but delays, for whatever reason (economic, contractual etc.) create uncertainty 
and put off the decision-making process by retailers and investors. Further decline in the city’s retail function is 
inevitable as outside investors question where the city centre is going. The Council must devise a strong policy 
which will ensure the city’s retail viability in the short term i.e. one to two years.”

02 Population
“The Retail Strategy for 2013-2019 identifies population trends and concludes that the County as a whole 
mirrors national trends. The City, on the other hand, had a very low growth rate. Critical mass in population is 
essential if the City’s regional status is to prosper and grow. Our current population cannot sustain the trade 
levels required to support the scale of the proposed developments and if these cause displacement in shopping 
patterns it will result in the further demise of the existing city centre. A positive and pro-active policy to avoid 
this scenario is required from the Council now.”

03 Infrastructure and Transport
“Accessibility by private or public transport is a major issue for the city centre. Shoppers are exiting the city to 
peripheral centre facilities. Car parking at peak trading times is inadequate. A critical analysis of these issues 
which will focus on identifying a policy to bring improved footfall back to the city centre is required.”

04 Behavioural Shopping Trends
“The 2013 strategy identified local population preferences in the city and in other regional centres including 
Kilkenny/Cork/Dublin. The statistic for Waterford city centre was alarming and the situation has not 
improved since this survey was completed. Retailing will not improve unless the Council devise a plan/policy to 
encourage the local population/shoppers to support the city centre. A marketing policy which encourages this 
objective is essential.”

05 Waterford – The Regional City
“The deficits in Waterford’s economic and physical growth are well known. Despite the efforts of Waterford 
City Council and others to improve its regional position, its growth rate is falling behind other urban centres.   
There is a need to encourage a greater sense of pride in its achievements (which are many). The city must make 
a quantum leap in specific areas, especially in the city centre if its development is going to dovetail with the 
Council’s wider objectives.



There is a case for the City Council to establish a small professional (public and private) marketing/
development team (short-term e.g. two years), which is properly funded, with the objective of attracting 
retail and service centre employment. The city has positives which, if presented as a commercial opportunity, 
may stimulate companies seeking locational advantages e.g. – comparatively low costs (housing, rent rates, 
employee availability etc.). There is a need to improve our demographic profile, which will have an economic 
outcome.”

Conclusion
“The objectives of the Council for the city centre have been well-versed in various plans and strategies. At a 
physical level these are self-evident e.g. the high quality Viking Triangle. Frustratingly, the market and business 
response has failed to improve the trading momentum e.g. The Apple Market and Arundel Square. Confidence 
is indifferent in many quarters. Retail strategies must not only include aspirational objectives but also include a 
focused action plan to radically change the city centre dynamic.

Main areas to focus on immediately:
• Access – especially the Dunmore Road area which is the single biggest problem for business in the City 

Centre. Immediately a new system needs to be implemented to get the traffic flowing as people are no 
longer wasting time trying to get into the city centre. Medium-term a bridge on the Dunmore Road side of 
The Tower Hotel is essential to free up the traffic.

• Car Parking – needs to be retained and increased in the city centre, not removed.

Retail is undergoing a fundamental change and the only centres that are going to survive will be in a well-
defined city centre that is used for work, recreation and residential. Office space and use needs to be increased 
within walking distance of the city centre. The Retail core area of Waterford City Centre starts at Barronstrand 
Street, John Roberts Square, George’s Street, Arundel Square and Michael Street. The night-time entertainment 
hub is the Apple Market. The main tourist area is the Viking Triangle which should spread across the City 
Centre to the proposed new Cultural Quarter as it is all within walking distance. 

The City Centre needs to be vibrant, welcoming and obvious so visitors know where to find what they are 
looking for. Barriers to trade ruin a city centre and Waterford needs to be aware that traffic jams, continual 
digging up of streets and closing main thoroughfares are a barrier. Also people need to feel safe in a city centre 
and community policing needs to be substantially increased to create a better environment.

The light rail transit that is being offered from Michael Street to the North Quays is in theory a good idea to 
move people from one side of the river to the other, however to continue it up through the pedestrianised City 
Centre is going to be a major barrier to trade in Waterford. It will alienate City Square Shopping Centre and 
George’s Street and effectively ruin trade along Michael, Broad and Barronstrand Streets.

The city centre of any city is essentially a tourist attraction and needs to be treated as such keeping it clean, 
well-serviced and attractive. People need to be encouraged to spend more time in the city centre with a mix 
of shopping, pursuing leisure activities, dining, public art installations (Waterford Walls a good example) and 
interactive experiences and this is helped by an eye-catching city centre with attractive and effective lighting, 
easily accessible with infrastructure in place and convenient signage welcoming to both regular visitors and 
tourists. Current trends highlight that people want convenience during the week and experiences at the 
weekend and this is what we should be aspiring to in Waterford.”

Michael Hanrahan, The Shoe Centre:
“As a retailer in Patrick Street for 40 years we have seen nothing but a decline in business in recent times. The 
one-way system in Patrick Street certainly hasn’t helped trade!

• No lighting or attractions in this area for Winterval means no footfall. We have no benefit from Winterval 
as traffic restrictions also mean potential customers are diverted from Patrick Street. Therefore, there is 
no incentive for extended opening hours and Sunday trading.

• Parking fees are too high in Waterford. Some incentive to bring shoppers into town would be great e.g. 
first hour parking free.

• Parking areas could be sign-posted better.
• More signs pointing to shopping areas would be a good idea.

On a positive note Waterford has huge potential for business with M9 and the fantastic work that has been 
done around the Viking Triangle.”



Waterford Chamber Retail Policy Advisory Panel:

Following a meeting of the Waterford Chamber Retail Policy Advisory Group, the following observations 
were relayed:
The group recommends the Strategy needs to be for the ‘NOW’ and for the South Quays and should 
include future agenda plans to coordinate marketing campaigns and collaborations with retailers to 
promote one another and develop a marketing strategy for the city, in an attempt to bring back a sense 
of community and increased customers. 

• It was also agreed need more resources put into social media marketing of every retail brand. 
• It was noted that Waterford has a catchment area of 600,000 but only have 50,000 footfall, so we 

have potential markets.
• It is important to get the retail offering right and promoting it accordingly.

Barriers
• Parking still seems to be the biggest issue – the city needs to attract customers into the city centre 

and get them to stay and enjoy all there is on offer. 
• Would the council consider offering first two hours parking for Free? Could Sunday Parking be 

Free? This could be supported with a campaign or theme and promoted by the retailers. 
• Waterford City as a Regional Capital with a broad demographic, that could be tapped into through 

promotional activities and collaborations, as Waterford has a different offering to Wexford. 

Critical success factors 
• Traffic Flow – the new traffic flow around the city doesn’t encourage footfall – can something be 

done about this? 
• Retailer themselves have difficulties with deliveries to their premises along with the parking 

restrictions. 
• Signage in the City – Lack of signage for visitors to the city about what retail offering there is. Can 

we have signage with brand names showing what is on offer? 
• We need signage to direct visitors both for retail and hospitality offerings. 
• Suggested a Touch Screen LED concept as seen in some hotels. 

Recommendations 
• Opening Hours among retailers are not consistent – idea of a ‘Red Balloon Night Event’ was raised, 

Shaw’s in Athy as an example. 
• Free Sunday parking and well communicated. Two hours free to allow linger times. 
• There is a significant lack of marketing for ‘Retail Waterford’ – we need to be shouting about what 

we currently have in the city. 
• The group agreed that City Council must be able to provide a resource to market the city supported 

by all retailers in the South Quay. 
• Currently no combined social media marketing – can the Council work on this? 
• Develop an app for visitors to the city.
• Pictures of Carnaby street entrance were shown to indicate the destination of shopping areas, 

which all agreed were what was needed to define the shopping streets. 

In conclusion, all agreed there is an appetite for meeting and promoting the Retail offering as a 
collective voice on behalf of all retailers, if resources via Council could be available to support promo 
ideas, via social media.



2 George’s Street, Waterford
Telephone: (051) 872 639

Email: gerald.hurley@waterfordchamber.ie


