
 

 

 

 

 

 

The landmark Betty’s Tea Rooms 

 

 

 

 

 

the point at which the Stray marries up to the edge 

of both Montpellier Quarter and the retail core and 

it is a stone’s throw from, historic buildings, the 

Pump Houses, the Royal Baths and the 

Conference Centre.  

In many respects it is a microcosm of what is 

quintessentially ‘Harrogate’ and the space 

unquestionably contributes to how the town is 

perceived.  

Good & Bad Attributes 

General 

� The Cenotaph and the gardens are 

Harrogate’s ceremonial focus, in a setting of 

civic, social and visual importance. 

� The gardens provide a ‘honey pot’ location, 

linking retail, social, heritage, recreational and 

leisure activities; (Betty’s, Montpellier Quarter, 

the retail core, Strays, boules court, floral 

displays), creating a unique Harrogate 

destination. 

 Architectural 

� The architecturally rich buildings provide a 

high quality setting 

Public Realm  

� Paving materials are manmade, vehicles and 

roads an intrusion. 

Opportunities to Enh ance 

� Closing vehicular access to Cambridge 

Crescent (pedestrianised space) and 

narrowing Cambridge Road, creating a new 

much enlarged civic space with quality paving 

and pedestrian priority.  

� Creating safe clear pedestrian routes from 

James Street and Cambridge Street to 

Parliament Street/Montpellier Hill 

� Providing additional space for seating and 

informal recreation.  



CHARACTER AREA A – Odeon, Station Avenue & Bridge 

 

 

 

 

Rear facades and a poorly defined car park 

provide little of amenity value at this gateway 

location  

 

 

 

Poor quality cycle way demarcation 

 

Description & Character  

This zone is a major bridging point linking the east 

and west of the town across the railway line. The 

roundabout serves as an important circulatory 

node, bounded by a mixture of uses including; 

residential, leisure (Odeon Cinema - above) and 

offices. It also links into the large Victoria multi-

storey car park.  

The area is devoid of real character, with 

unattractive rear elevations of properties facing 

onto Station Avenue and an open car parking area 

behind the Odeon clearly visible. The footpaths 

are generally wide, some with cycle routes 

marked, unfortunately these are poor quality. 

Pedestrian movement is restricted by the wide 

roads and the traffic using the roundabout. 

However, as the location of the iconic Art Deco 

style Odeon Cinema and as a gateway into the 

heart of the town, it is an important urban space, 

with significant potential for improvement. 

 

Good & Bad Attributes 

General   

� Though some provision for cyclists is in place it 

is piecemeal and poor quality.  

� For a town which trades on its heritage and 

character this area has little to offer currently, 

the lighting is utilitarian and could be upgraded 

for safety and amenity, particularly as the 

cinema is used in the evening. 



 

 

 

 

 

 

 

 

 

 

 

 

Buildings on Station Bridge 

 

Architectural 

� The zone accommodates the iconic Odeon 

building, however, the rear and side facades 

are large blank non-descript facades.  

� Other buildings are reasonable, quality 3 to 4 

storeys Georgian and Victorian style terraced 

residential properties, some converted into 

offices.  

 

Public Realm 

� Visually intrusive cinema car parking along the 

pedestrian footpath on Station Avenue and 

rear facades opposite present an unattractive 

route into town for pedestrians and motorists. 

The streetscape is more car orientated than 

visually attractive or pedestrian friendly. 

 

Opportunities to Enhance 

� Pedestrian/cyclist access could be improved at 

the roundabout creating an improved 

visual/physical ‘gateway’ connecting areas 

north of the rail line to the town centre. 

� Introduce street trees. 

� Improved pedestrian footpaths and provide a 

bus stop on both sides. 

 



CHARACTER AREA B – Princes Square 

 

 

 

Princes Square with car parking 

 

 

Predominantly with estate agents offices & 

basement cafe usage 

 

 

Description & Character  

Princes Square is an attractive, historic square, 

now unfortunately dominated by car parking and 

corporate advertising in the form a plethora of 

signage covering the windows and facades of the 

grand terraces, which enclose the space. The 

parked cars and signage undermine what could be 

a distinctive and most attractive space.  

The conversion of many of the terraced properties 

into estate agents, who require maximum 

exposure for their advertising has resulted in a 

significant visual intrusion upon the elevational 

quality of the buildings.  

Several of the ground and basement floors have 

now been converted into restaurant/cafe use, 

some of which benefit from the use of small 

garden areas. This has improved amenity and 

brought life and activity to the space and the 

street. Though the square is very much a focus for 

estate agents and parking, it is a most important 

linkage space, connecting to some interesting 

spaces, building and streets, including the Library 

and adjacent gardens, Albert Street, which 

contains one of the few potential development 

sites in the Town centre, (Beales). Further west 

are Prospect Place, the Strays, and the tree lined 

Victoria Avenue is to the south. Around the corner, 

John Street is a relatively hidden enclave of lively 

bars and restaurants. 

 

Good & Bad Attributes 

General 

� The majority of properties within Princes 

Square are converted into offices, some with 

bar/restaurant use at the ground and basement 

level, creating life and vibrancy.  Many of the 

premises have been adapted to 

estate/solicitors offices with a plethora of 

adverts and property display boards.  

� The square itself is laid out as a car park with 

no soft landscaping.  



 

The Architecturally impressive facade of the 

Hooper’s building is a dramatic focal point when 

viewed from the Princes Square but the street 

scene is unfortunately dominated by parked cars. 

  

 

 

Example of unattractive advertising 

 

 

John Street a lively and vibrant restaurant enclave 

 

 

 

� The large, vacant Beales store is currently 

inactive with unattractive facades. This site is 

an excellent infill development opportunity. 

� Vehicle & pedestrian conflicts throughout the 

area.  

 

Architectural 

� Good quality 3 to 4 storey Georgian and 

Victorian style terraced street with stone 

facades reflecting vernacular architecture. 

� Very few modern infill buildings. 

� Elevations completely spoilt by signage on 

windows, gables, bays, doors and freestanding 

sign boards in front of properties. 

 

Public Realm 

� Princes Square has the potential to be a most 

attractive public space. However the concrete 

paving slabs and asphalt surfacing do not 

reflect the quality of the buildings and the 

space is dominated by car parking.   

� Adjacent streets within the zone also have end 

to end parking which dominates the street 

scene and obstructs pedestrian movement. 

� The formal landscaped square in front of the 

Library is well maintained with good public 

facilities.  

� Limited street trees.  

 

Opportunity to Enhance 

� Develop a restrictive signage strategy to reveal 

the original building facades.  

� Remove car parking from the square if possible 

and return to a hard surfaced space utilising 

natural materials and punctuated by a limited 

number of street trees.  

� Redevelopment of the Beales site provides an 

excellent opportunity for a sensitive and 

important infill scheme, which can significantly 

contribute to enhancing the south eastern 

corner of this area at a visual very significant 



Former Beales store 

location. The new building should be in 

proportion with and sympathetic to local 

vernacular, while providing active frontages 

particularly to the south.  



CHARACTER AREA C – Retail Core 

 

The retail core 

 

 

Pedestrianised retail streets 

 

 

James Street dominated by vehicular traffic & 

parked cars  

 

 

Description & Character 

This is the retail core of the town, about 50 per cent 

pedestrianised and the focus for the majority of 

people visiting Harrogate. The zone contains a wide 

range of retail outlets from relatively small 

independents to the large national high street chains, 

such as M&S, which have large footprint stores. The 

area essentially comprises, 4 east/west orientated 

streets and 2 north/south orientated streets, each 

with a different character. The streets are: 

Cheltenham Parade   

Cheltenham Parade contains a large proportion of 

restaurants, several independent shops and the rear 

facade of the red brick Harrogate Theatre. The road 

is a key city centre circulatory access road (A61) and 

as such heavily used by public transport, taxis and 

other vehicles. Generally the buildings are very well 

maintained, three storeys, stone residential terraces, 

converted to a variety of new uses. The streetscape 

is punctuated by a small but significant number of 

street trees and planted frontages/garden patios to 

restaurants, which add welcome relief to the standard 

concrete slab paved footways.   

Oxford Street  

This is one of the three pedestrianised streets in the 

town centre, a little barren in feel when not full of 

people, it contains the main entrance to the 

Harrogate Theatre.  Though the entrance is not 

particularly visible the theatre is a relatively large red 

brick building, quite different to the stone buildings 

more associated with the town. This street has a very 

different character to Cheltenham Parade, partly 

because it is pedestrianised, but largely because to 

one side the original buildings have all been replaced 

by buildings of recent construction, large in scale and 

with mediocre quality facades. The paving is rather 

dull in colour, dark, concrete set paving, which 

‘carpets’ the space rather than providing any interest, 

or linkage to the building facades, which doesn’t 

create the ‘street feel’, so prevalent in the unchanged 

historic streets.  



 

 

 

 

 

 

Attractive shop front and canopies. Enhancements 

to linking ginells. 

 

 

 

 

 

 

 

 

 

 

 

 

Cambridge Street  

Cambridge Street is undoubtedly the main 

thoroughfare for many pedestrians, a relatively broad 

pedestrianised street, it directly links attractions such 

as; major high street retailers, The Stray, Montpellier 

Quarter and Betty’s Tea Rooms with the bus station, 

train station, car parks and taxi ranks. This is the 

retail/pedestrian spine at the centre of the town.  

Though like Oxford Street many of the buildings and 

facades are relatively recent, the paving used and 

architectural treatments are much more successful. 

The rhythm of the architecture is more in keeping with 

the terraces found elsewhere in the town. Even the 

large Victoria Shopping Centre is broken up with a 

repetitive facade, which mimics the terraces found 

elsewhere. The street surfacing is a mixture of 

concrete slab paving, concrete-set paving and clay 

pavers, but unlike Oxford Street the edges are 

defined with slabs to create a ‘footpath’ and therefore 

a more traditional ‘street’ feel, rather than a bland 

‘carpeting’ of the space between buildings. Though 

the paving difference may be subtle, this treatment, 

together with street trees and the repetitive rhythm 

and ‘active’ facades, creates a much more attractive 

street. However, it is a pity no natural materials have 

been used and the paving is beginning to show 

significant signs of wear and tear.  

James Street 

James Street to the southern edge of the centre is 

not pedestrianised, but provides one way vehicular 

access with parking to both sides of the road. The 

street is home to some fine architecture, essentially 

unspoilt by modern insertions, both sides of the road 

present a variety of architectural fenestrations, three 

storeys in height, mainly stone, but with some first 

floor brick facades, half timber treatments and ground 

level glazed canopies. The street contains generally 

higher value, up market retailers, and banks. Though 

the street is architecturally attractive and relatively 

broad ,  it feels crowded and there is a definite 

vehicular/pedestrian conflict, with parked cars 

crammed along both sides of the road. 

It links to Princess Square which has similar vehicular 

issues and it also links into John Street, an oasis for 



The paving design mimics footpaths with paving 

slabs to each side. 

This pedestrianiesd link with a ‘carpeting’ of 

paviors and a lack of fenestration or activity leads 

to a bland, unattractive streetscape. 

those in search of in/outdoor food and refreshment 

away from cars.  In this respect John Street is 

particularly successful, a vibrant, social 

pedestrianised street, full of bars and restaurants. 

Cambridge Road 

Cambridge Road links Cambridge Street, Oxford 

Street and Cheltenham Parade. Comprising two 

separate sections of one way street, it does not have 

a particularly distinct architectural character though it 

does contain two landmark church buildings. It does 

not appear to be particularly heavily used by traffic 

though it does provide Blue Badge parking very close 

to the town centre shopping and the Cenotaph. 

Beulah Street 

Located directly across the road from the bus station 

Beulah Street is a short length of pedestrianised 

street linking Cheltenham Parade and Cambridge 

Street. It has an attractive entrance with a wrought 

iron arch on Cheltenham Parade. The general quality 

/ ‘feel’ of the street are not on a par with others in the 

retail core, the shops are generally lower value 

retailers, with a scattering of budget cafes.  

Good & Bad Attributes 

General 

� Links to car parks train station bus station

severed by road and vehicular traffic.

� Car access and parking a problem on

unpedestrianised streets as streets most heavily

used in Harrogate town centre by pedestrians.

� Signage is variable – but a new signage strategy

has just been completed ready for

implementation.

� Poor sense of place on Oxford Street.

� Poor setting for Theatre incl. signage.

� Side alleys and linking routes are visually blighted

by refuse storage and unattractive rear / side

building elevations.



Refuse collection is an unsightly issue 

Architectural 

� Older architecture provides the best streetscape,

new larger developments lack rhythm and activity.

� Rear facades on Cheltenham Parade are poor.

Public Realm 

� The pedestrianised streets are pleasant enough,

but the landscape treatment of spaces could be

improved as the artificial materials (predominantly

dark concrete) do little to compliment buildings or

enhance the amenity of the area.

� Cafes & restaurants to the eastern end of James

Street adjacent Station Square have no ‘spill out’

pavement space for dining.

Opportunities to Enhance 

� Prepare an ongoing strategy of streetscape

improvement to include natural/local surfacing

materials.

� Introduce additional planting & street furniture

along Oxford Street. Resurface street in natural

materials and redefine paving patterns.

� Repave pedestrianised streets and introduce

natural/local stone.

� Encourage street market & seasonal events.

� Remove on-street parking from one or both side

of the James Street, widening pavements, and/or

create shared surfaces.

� Cosmetic improvement to some of the poorly

maintained & designed shop fronts.

� Improvements to the street signage & furniture.
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	Manchester Central  Rebranding and repositioning of conference and exhibition offer 
	P
	In 2005, the performance of Manchester’s main venues, GMEX and the Manchester International Convention Centre (MICC), was lagging behind competitors such as Edinburgh and Birmingham. In addition, brand new facilities opening in Liverpool and Dublin were likely to reduce Manchester’s appeal 
	P
	The challenge was to create a more coherent proposition to an international target market, delivering increased economic impact and raising the city’s profile as a conference destination. The solution was presenting the combined facilities under a single name, Manchester Central, with the addition of a more elastic brand name - Manchester Central Convention Complex - to encompass other business tourism facilities in the area, effectively creating a convention ‘one-stop shop’. 
	P
	Since the venues’ re-launch at the end of 2009, Manchester Central has won significant national and international events,  achieved annual income and profitability that average 16-19% above pre-rebrand levels, achieved a 64% shift in the proportion of its business that comes from the lucrative conference market, from 32.2% to 52.9%. 
	P
	These successes have all been achieved against a background of increased competition and a declining market. 2009/10 sales targets had already been met by end April, despite the overall reduction in business tourism nationally as a result of the recent economic downturn.  As a consequence of this investment and positioning strategy, Manchester is well placed to compete. The City ranks 68th in the global table alongside with Chicago, Moscow, San Francisco and The Hague, whilst at a UK level Manchester has mo
	P
	“Undoubtedly, the rebranding of Manchester Central as the hub of the city centre’s convention product has been one of the most significant developments to happen to Manchester’s conference and exhibition offer in the last decade - this new approach has allowed the city to compete at a whole new level internationally.” 
	Paul Simpson 
	Chief Executive, Visit Manchester 
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	A Play, a Pie and a Pint – Connecting new audiences in unusual venues with theatre 
	P
	Started in 2004 in Oran Mor – a venue in a converted Church in Glasgow, A Play, A Pie and A Pint has grown in popularity, spreading across the world as venues switch on to the simplicity of the concept. 
	P
	Oran Mor's lunchtime theatre which was started in 2004 by David MacLennan, the inimitable theatre producer. Having a chat one day with Colin Beattie, the owner of Oran Mor, he asked if he liked the idea of a lunchtime theatre, with perhaps some pies and pints thrown in to make the enterprise seem cosy and informal. A friendly theatre for the people of Glasgow.   
	P
	Nonetheless, McClennan was not originally convinced it would be a success, and warned the owner Oran Mor he could “guarantee good plays but not a good audience”. 
	P
	However, the venture was to prove a growing success and from this modest start, Oran Mor now perform 38 plays on 42 weeks of the year, producing a potent combination of new plays, old classics and their infamously blue summer and winter pantos. Much in common with Harrogate, the audiences are loyal and older, although high-profile casts can shift the demographic of patrons significantly.  
	P
	Another key factor in the success of the Play, a Pie and a Pint movement is the egalitarian ethos at its heart. New writers can submit their scripts in hope of being picked up, whilst well-known faces like Robbie Coltrane and Elaine C Smith tread the basement boards alongside newcomers. Famous and unknown, new plays and classics, pies and pantos: they all combine to create this uniquely democratic and inclusive theatre. 
	P
	The concept has also began to be exported, as a uniquely British cultural phenomenon.  Plays from PPP have been seen at the Edinburgh Festival, the Belfast Festival, the Brighton Festival, the Adelaide Festival, the Island Festival in Tasmania, the Golden Mask Festival in Moscow and the Last Frontier Theatre Festival in Alaska. 



	All Star Lanes – Reinventing the bowling alley for discerning urban audiences 
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	All Star Lanes – Reinventing the bowling alley for discerning urban audiences 
	P
	In 2006 a new concept was unveiled in the London; a bowling alley that was intimate, accessible, luxurious and fun. Serving excellent quality food, award winning cocktails, with great music and exclusive private bowling rooms, the high end boutique bowling experience had arrived in the UK. 
	P
	From that original, thriving 'All Star Lanes' venue in Holborn, the company added more London venues - Brick Lane, Bayswater, Westfield Stratford and most recently Deansgate Manchester completes the current UK portfolio, - all with distinct vibes to echo their neighbourhood, they offer the perfect mix of great food and chic bowling entertainment. 
	P
	P
	For example, the Manchester development (opened 2013) is infused with a strong retro Americana theme, and encompasses eight lanes and a private room, plus authentic American restaurant and bars. Best for 1950s nostalgia and cocktails. The private room is based on Elvis’s bowling cave, while two semi-private lanes to the right of the main set are designed to echo the one which President Richard Nixon had fitted in the basement of the White House.   
	P
	P
	P
	Targeted knowingly at the 25-40 market, with a strong tilt at the after-work and corporate market, the strength of the All-Stars concept is that is manages to bring bowling to town and city centres within a strong, tailored food and drink offer which enables the venues to enjoy a long trading day, whilst providing a chic non-alcohol dependent alternative for the evening economy. 
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	North Laine Brewery – revitalising the brewpub concept 
	P
	The Brewpub was a novel idea which proliferated in the 80’s and 90s, before dying back in the wake of the Millennium.  More often than not, issues in terms of the consistency of the product and range, with limitations in the technology effectively saw the concept overtaken by the proliferation of micro-brewers and the opening up of the supply chain through SIBA (a small brewer’s initiative affording access to tied pubs) new market entrants like JD Wetherspoons.  However, as technology has advanced and inter
	P
	A good example of this new trend is the North Laine, Brighton. Launched in September 2012, the Laine Brewery located at the edge of the bustling Laines shopping and evening district, North Laine.  
	P
	P
	P
	A stylish and welcoming public house on a big scale offering traditional food with a modern slant, nonetheless the unique selling proposition is the presence of an onsite microbrewery. The pub describes itself as “a temple to the worship of cask ale and continuing a brewing heritage that once saw ten sizable breweries operating in Brighton”, and to date they have produced 12 beers. Among the most popular are the IPA, ESB and Porter.  
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	Prater Biergarten – Berlin’s oldest beer garden 
	P
	The beer gardens (biergarten) of Berlin have been a key part of its visitor offer over the years.  However, the great majority operate on a strictly seasonal basis with noise and numbers limited to the Summer months.  A great example of this is the historic Prater Biergarten of Berlin.   
	P
	Open every year from April to September, beer has been served under the shade of chestnut trees since 1837, making Prater Berlin’s oldest beer garden. Visitors can enjoy food and drink in an outdoor oasis in the heart of Prenzlauer Berg. The kitchen serves fresh homemade Berlin cuisine throughout the year. The menu includes classics like Königsberger Klopse (meatballs in caper sauce), Wiener Schnitzel (veal cutlet) and Senfeier mit Quetschkartoffeln (mustard eggs and mash).  In addition, theatre and events 



	cultural, as well as gastronomic experience for visitors and locals. 
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	cultural, as well as gastronomic experience for visitors and locals. 
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	Hindley Street, Adelaide – Using arts and culture to drive destination development 
	P
	Hindley Street – or the West End as it is also referred to, is Adelaide’s bustling, slightly seedy night-time destination (and shopping area during the day).  Recognising the potential of the area, In 1999, Adelaide City Council launched its West End Arts-led Urban Renewal Programme, supported by Arts South Australia and the state government.   
	P
	The aim was to work with artists and arts organisations to develop arts and creative industry projects and programmes within the area, thereby providing the West End and Hindley Street with a more diverse identity and character.  Early projects included the relocation of the Adelaide Festival Office to a shop front on Hindley Street, Shop@rt – a programme of exhibitions in vacant shop windows, an arts market and the FestWest street festival.  An annual event – West End Open House – is now held where all the
	P
	Projects completed subsequently include a new AU$30m centre for performing and visual arts on Light Square, an arts café on Hindley Street and a relocation of the Adelaide Symphony Orchestra.  In addition, a tenancy plan was implemented reducing the number of less desirable uses which had proliferated over the years (e.g. strip clubs, tattoo parlours.  This subsequently paved the way for new residential development and whilst the ensuing gentrification has meant in some aspects, the area has lost an element
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	Suburban Mindsets 
	P
	15% Harrogate 
	P
	11% of UK households 
	P
	“predominantly middle class or skilled working class” 
	P

	Suburban Mindsets are mostly married people of middle age, living together with their children in family houses.  
	Suburban Mindsets are mostly married people of middle age, living together with their children in family houses.  
	P
	Suburban Mindsets are predominantly middle class or skilled working class individuals looking for a comfortable house in which to bring up a family, one which is affordable, accessible to where they work and relatively free of social problems.  
	P
	The most common feature of these people is their industriousness. Whilst some Suburban Mindsets have modest incomes, very few people are without a job, suffer long term sickness or claim benefit. People in this group value their independence, rely on their own judgement, rather than social or community attitudes, and do not necessarily get involved with their local community. 

	Much of this group’s personal wealth is tied up in their property. 
	Much of this group’s personal wealth is tied up in their property. 
	P
	Suburban Mindset people have unpretentious tastes and are among the most likely to purchase mainstream brands and to shop at nationally known retail chains. They are responsive to advertising that illustrates value for money as well as endorsements from satisfied users. 
	P
	These people are financially stable. They have established accounts with mainstream banks and are at the stage in their lives where many are able to take advantage of ISA allowances and to build up worthwhile deposits in monthly savings accounts.  
	P
	Readership of mid-market national tabloid newspapers is popular amongst this group, and they are also more likely to respond to advertisements in regional newspapers, to direct marketing, telephone marketing and door-to-door selling. 
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	TR
	TD
	Span
	Professional Rewards 
	P
	14% Harrogate 
	P
	8% of UK households 

	Professional rewards are the UK’s professional and managerial classes. Often in their 40s, 50s or 60s, some may be owners of small or medium sized businesses whilst others will have risen to senior positions in large multi-national corporations. 
	Professional rewards are the UK’s professional and managerial classes. Often in their 40s, 50s or 60s, some may be owners of small or medium sized businesses whilst others will have risen to senior positions in large multi-national corporations. 
	P
	These people have significant equity in 

	The house is likely to be detached, have four or more bedrooms, is well maintain and equipped, and surrounded by property of a similar style.  
	The house is likely to be detached, have four or more bedrooms, is well maintain and equipped, and surrounded by property of a similar style.  
	P
	Tastes in clothing and furniture are generally conservative, with preferences for good taste over 

	Span


	Table
	TR
	TH
	Span
	Mosaic Type 

	TH
	Span
	Key characteristics 

	TH
	Span
	Expenditure insights 

	Span

	TR
	TD
	Span
	P
	“the UK’s professional and managerial classes” 

	their own homes. With incomes from their investments as well as from employment, their affluence means they are often paying a higher rate of tax. Professional Rewards are usually married and are living in spacious family homes with children, many of whom will be at university or finding their feet in successful careers. Professional Rewards neighbourhoods are found in residential areas in the outer suburbs of large cities or in semi-rural dormitory villages from where their occupants often travel to work b
	their own homes. With incomes from their investments as well as from employment, their affluence means they are often paying a higher rate of tax. Professional Rewards are usually married and are living in spacious family homes with children, many of whom will be at university or finding their feet in successful careers. Professional Rewards neighbourhoods are found in residential areas in the outer suburbs of large cities or in semi-rural dormitory villages from where their occupants often travel to work b

	ostentation. 
	ostentation. 
	P
	Professional Rewards people will shop at retail stores where service is a key component of the overall proposition. They seek value for money rather than the lowest prices and will pay a premium for brands renowned for quality and reliability. 
	P
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	Industrial Heritage 
	P
	11% Harrogate 
	P
	7% of UK households 
	P
	“traditional and conservative” 

	Industrial Heritage people are traditional and conservative, living in communities that historically have been dependent on mines, mills and assembly plants for their livelihood. 
	Industrial Heritage people are traditional and conservative, living in communities that historically have been dependent on mines, mills and assembly plants for their livelihood. 
	P
	Most of these people are married and are approaching retirement age. Their children have left them in a family home larger than they really need and their mortgage is nearly paid off. 
	P
	These are socially responsible people who would consider that they come from a working class background. They live in the same community as the one in which they were born and have saved carefully and conscientiously to repay their mortgages and loans on time.  
	P
	Industrial Heritage neighbourhoods are scattered over those parts of the 

	Despite living in cohesive local communities, many of these people are highly dependent on cars for shopping and to get to work. 
	Despite living in cohesive local communities, many of these people are highly dependent on cars for shopping and to get to work. 
	P
	They frequent new out-of-town retail parks developed on former brown field sites and shop as much in large national retail chains as in small independents. They frequently buy on price rather than range or value and are loyal to trusted, popular products and brands. 
	P
	These people are careful with their money. They avoid getting into debt and save small amounts of money on a regular basis. 
	P
	Industrial Heritage consumers prefer traditional sales approaches and promotions that emphasize value for money. They are responsive to door-
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	United Kingdom whose period of most rapid growth was during the late industrial revolution, South Wales, the coal fields of the East Midlands and South Yorkshire, the Pennine fringes and the North East of England. 
	United Kingdom whose period of most rapid growth was during the late industrial revolution, South Wales, the coal fields of the East Midlands and South Yorkshire, the Pennine fringes and the North East of England. 

	to-door distribution and addressed mail, and are frequent readers of mid-market tabloid newspapers. Many know how to use the internet and have access to broadband but are infrequent users. 
	to-door distribution and addressed mail, and are frequent readers of mid-market tabloid newspapers. Many know how to use the internet and have access to broadband but are infrequent users. 
	P
	Leisure time is often spent with family relations or in the pub, or watching sport on television. Holidays are often taken in the United Kingdom, touring with a caravan or using bed and breakfasts, enjoying traditional English fare. 
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	Alpha Territory 
	P
	3% of UK households 
	P
	4% Harrogate (but only 1% Yorkshire) 
	P
	“the most wealthy and influential individuals in the UK” 

	Alpha Territory people are the most wealthy and influential individuals in the UK. They have risen to positions of power in the private and public sectors, whether as owners of their own businesses, as bankers in the city, as senior managers in industry or as top lawyers, surgeons or civil servants, as well as a small but influential cadre of celebrities in sport, the arts and entertainment. 
	Alpha Territory people are the most wealthy and influential individuals in the UK. They have risen to positions of power in the private and public sectors, whether as owners of their own businesses, as bankers in the city, as senior managers in industry or as top lawyers, surgeons or civil servants, as well as a small but influential cadre of celebrities in sport, the arts and entertainment. 
	P
	Alpha Territory neighbourhoods are concentrated in London.  They are also common in the semi-rural commuter belt of Britain’s largest regional centres.  

	Alpha Territory people are likely to purchase bespoke luxury items such as expensive brands of jewellery, cars, kitchens and furniture. They are most likely to pay for private education and healthcare, and to employ staff to clean their homes, tutor their children, and maintain their gardens. 
	Alpha Territory people are likely to purchase bespoke luxury items such as expensive brands of jewellery, cars, kitchens and furniture. They are most likely to pay for private education and healthcare, and to employ staff to clean their homes, tutor their children, and maintain their gardens. 
	P
	If not found on their own private yacht, then they are most likely to be seen in the business or first class cabins of airlines, to holiday in their own foreign property and to enjoy the service of exclusive hotels and restaurants.  
	P
	This group can be reached through media such as the financial press, leading business publications and through sponsorship of major sporting events to which many may be invited by friends and business partners. 

	Span


	Table
	TR
	TH
	Span
	Mosaic Type 

	TH
	Span
	Key characteristics 

	TH
	Span
	Expenditure insights 

	Span

	TR
	TD
	 
	 

	Span

	TR
	TD
	Span
	Active Retirement 
	 
	4% of UK households 
	 
	6% Harrogate 
	 
	“Aged over 65 whose children have left home” 

	Active Retirement neighbourhoods contain people aged over 65 whose children have grown up and, on retirement, have decided to live in a community among people of similar ages and incomes. 
	Active Retirement neighbourhoods contain people aged over 65 whose children have grown up and, on retirement, have decided to live in a community among people of similar ages and incomes. 
	  
	Most of these people, have paid-off their mortgage, sold their property and used the proceeds to purchase a smaller property.  
	 
	The move to Active Retirement is an opportunity to downsize to a more manageable property.  However some older retired people, especially those living in coastal resorts will be struggling to maintain their homes in the face of failing health and rising utility bills. 

	Active Retirement people are likely to have an occupational pension accompanied by savings accumulated during their working lives. Some may have sufficient income to maintain a car and indulge in overseas holidays, particularly cruises. 
	Active Retirement people are likely to have an occupational pension accompanied by savings accumulated during their working lives. Some may have sufficient income to maintain a car and indulge in overseas holidays, particularly cruises. 
	 
	Shopping centres which serve these neighbourhoods often contain outlets which meet the demands for specialist foods and drink, hair salons, estate agents and legal services.  
	 
	People in this group enjoy short trips to properties of historic interest and the more recently retired are often vigorous walkers and naturalists.  
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	Table 1 Bus services within Harrogate Town Centre (Weekday) 
	Table 1 Bus services within Harrogate Town Centre (Weekday) 
	Table
	TR
	TH
	Span
	No. 

	TH
	Span
	Operator 

	TH
	Span
	Route 

	TH
	Span
	Weekday Frequency Per Hour (first1 and last2 buses) 


	1A 
	1A 
	1A 

	Transdev Harrogate and District (H&D) 
	Transdev Harrogate and District (H&D) 

	Knaresborough & Aspin - Harrogate 
	Knaresborough & Aspin - Harrogate 

	2 (07:32-20:20) 
	2 (07:32-20:20) 


	1B 
	1B 
	1B 

	Transdev (H&D) 
	Transdev (H&D) 

	Knaresborough & Eastfield -  Harrogate 
	Knaresborough & Eastfield -  Harrogate 

	2 (06:40-23:50) 
	2 (06:40-23:50) 


	1C 
	1C 
	1C 

	Transdev (H&D) 
	Transdev (H&D) 

	Knaresborough & Carmires  - Harrogate 
	Knaresborough & Carmires  - Harrogate 

	4 (05:53-00:10) 
	4 (05:53-00:10) 


	2A 
	2A 
	2A 

	Transdev (H&D) 
	Transdev (H&D) 

	Harrogate - Dene Park & Bilton Circular 
	Harrogate - Dene Park & Bilton Circular 

	2 (06:40-23:10) 
	2 (06:40-23:10) 


	2B 
	2B 
	2B 

	Transdev (H&D) 
	Transdev (H&D) 

	Harrogate - Bilton & New Park Circular 
	Harrogate - Bilton & New Park Circular 

	2 (06:25-19:25) 
	2 (06:25-19:25) 


	3 
	3 
	3 

	Transdev (H&D) 
	Transdev (H&D) 

	Harrogate – Jennyfield Circular 
	Harrogate – Jennyfield Circular 

	4 (07:35-23:25) 
	4 (07:35-23:25) 


	6 
	6 
	6 

	Transdev (H&D) 
	Transdev (H&D) 

	Pannal Ash - Harrogate 
	Pannal Ash - Harrogate 

	1.5 (06:25-18:55) 
	1.5 (06:25-18:55) 


	24 
	24 
	24 

	Transdev (H&D) 
	Transdev (H&D) 

	Pateley Bridge - Harrogate 
	Pateley Bridge - Harrogate 

	1 (07:10-18:35) 
	1 (07:10-18:35) 


	36 
	36 
	36 

	Transdev (H&D) 
	Transdev (H&D) 

	Leeds - Harrogate - Ripon (Via Harewood & Ripley) 
	Leeds - Harrogate - Ripon (Via Harewood & Ripley) 

	4 (06:25-22:00) 
	4 (06:25-22:00) 


	737 
	737 
	737 

	Yorkshire Tiger 
	Yorkshire Tiger 

	Bradford Interchange to Harrogate (Airport Bus) 
	Bradford Interchange to Harrogate (Airport Bus) 

	1 (05:30-22:10) 
	1 (05:30-22:10) 


	770 
	770 
	770 

	Transdev (H&D) 
	Transdev (H&D) 

	Leeds - Wetherby - Harrogate 
	Leeds - Wetherby - Harrogate 

	1 (06:50-18:20) 
	1 (06:50-18:20) 


	771 
	771 
	771 

	Transdev (H&D) 
	Transdev (H&D) 

	Leeds - Wetherby -  Harrogate 
	Leeds - Wetherby -  Harrogate 

	1 (06:10-23:15) 
	1 (06:10-23:15) 


	X1 
	X1 
	X1 

	Connexions Buses 
	Connexions Buses 

	Knaresborough to Harrogate 
	Knaresborough to Harrogate 

	4 (07:35-18:35) 
	4 (07:35-18:35) 


	X4 
	X4 
	X4 

	Connexions Buses 
	Connexions Buses 

	Harrogate to Wedderburn Circular 
	Harrogate to Wedderburn Circular 

	1 (09:55-15:55) 
	1 (09:55-15:55) 


	X6 
	X6 
	X6 

	Connexions Buses 
	Connexions Buses 

	Pannal Ash to Harrogate 
	Pannal Ash to Harrogate 

	1 (09:28-17:30) 
	1 (09:28-17:30) 


	X6A 
	X6A 
	X6A 

	Connexions Buses 
	Connexions Buses 

	Beckwith Knowle to Harrogate 
	Beckwith Knowle to Harrogate 

	1 (09:08-16:50) 
	1 (09:08-16:50) 


	X12 
	X12 
	X12 

	Connexions Buses 
	Connexions Buses 

	Harrogate to Duchy Road Circular 
	Harrogate to Duchy Road Circular 

	1 (09:30-16:30) 
	1 (09:30-16:30) 


	X52 
	X52 
	X52 

	Connexions Buses 
	Connexions Buses 

	Ilkley to Harrogate 
	Ilkley to Harrogate 

	0.5 (09:42-16:45) 
	0.5 (09:42-16:45) 


	X53 
	X53 
	X53 

	Connexions Buses 
	Connexions Buses 

	Guiseley to Harrogate 
	Guiseley to Harrogate 

	0.5 (07:42-17:45) 
	0.5 (07:42-17:45) 


	X70 
	X70 
	X70 

	Connexions Buses 
	Connexions Buses 

	Wetherby to Harrogate  
	Wetherby to Harrogate  

	2 (07:30-18:35) 
	2 (07:30-18:35) 



	1 Represents time of first service from origin of service as shown in route column 
	1 Represents time of first service from origin of service as shown in route column 
	2 Represent time of last service available from Harrogate town centre 

	 
	Table 2 Bus services within Harrogate Town Centre (Weekend) 
	Table
	TR
	TH
	Span
	No. 

	TH
	Span
	Operator 

	TH
	Span
	Route 

	TH
	Span
	Saturday Frequency per Hour (first3 andlast buses4)

	TH
	Span
	Sunday Frequency per Hour (first and last buses) 

	Span

	1A 
	1A 
	1A 

	Transdev Harrogate and District (H&D) 
	Transdev Harrogate and District (H&D) 

	Knaresborough & Aspin – Harrogate 
	Knaresborough & Aspin – Harrogate 

	2 (08:32-20:20) 
	2 (08:32-20:20) 

	1 (09:42-17:20) 
	1 (09:42-17:20) 


	1B 
	1B 
	1B 

	Transdev (H&D) 
	Transdev (H&D) 

	Knaresborough & Eastfield -  Harrogate 
	Knaresborough & Eastfield -  Harrogate 

	2 (07:40-23:50) 
	2 (07:40-23:50) 

	1 (07:57-17:50) 
	1 (07:57-17:50) 


	1C 
	1C 
	1C 

	Transdev (H&D) 
	Transdev (H&D) 

	Knaresborough & Carmires  - Harrogate 
	Knaresborough & Carmires  - Harrogate 

	4 (06:54-00:10) 
	4 (06:54-00:10) 

	2 (06:58-18:10) 
	2 (06:58-18:10) 


	2A 
	2A 
	2A 

	Transdev (H&D) 
	Transdev (H&D) 

	Harrogate - Dene Park & Bilton Circular 
	Harrogate - Dene Park & Bilton Circular 

	2 (07:10-23:10) 
	2 (07:10-23:10) 

	2 (08:50-22:35) 
	2 (08:50-22:35) 


	2B 
	2B 
	2B 

	Transdev (H&D) 
	Transdev (H&D) 

	Harrogate - Bilton & New Park Circular 
	Harrogate - Bilton & New Park Circular 

	2 (07:55-19:25) 
	2 (07:55-19:25) 

	1 (09:35-17:35) 
	1 (09:35-17:35) 


	3 
	3 
	3 

	Transdev (H&D) 
	Transdev (H&D) 

	Harrogate – Jennyfield Circular 
	Harrogate – Jennyfield Circular 

	4 (06:40-23:25) 
	4 (06:40-23:25) 

	2 (09:05-23:25) 
	2 (09:05-23:25) 


	6 
	6 
	6 

	Transdev (H&D) 
	Transdev (H&D) 

	Pannal Ash - Harrogate 
	Pannal Ash - Harrogate 

	1.5 (08:20-18:55) 
	1.5 (08:20-18:55) 

	1 (09:05-18:05) 
	1 (09:05-18:05) 


	24 
	24 
	24 

	Transdev (H&D) 
	Transdev (H&D) 

	Pateley Bridge - Harrogate 
	Pateley Bridge - Harrogate 

	1 (07:10-18:30) 
	1 (07:10-18:30) 

	0.5 (10:00-16:35) 
	0.5 (10:00-16:35) 


	36 
	36 
	36 

	Transdev (H&D) 
	Transdev (H&D) 

	Leeds - Harrogate - Ripon (Via Harewood & Ripley) 
	Leeds - Harrogate - Ripon (Via Harewood & Ripley) 

	4 (07:10-22:00) 
	4 (07:10-22:00) 

	2 (07:55-22:00) 
	2 (07:55-22:00) 


	737 
	737 
	737 

	Yorkshire Tiger 
	Yorkshire Tiger 

	Bradford Interchange to Harrogate (Airport Bus) 
	Bradford Interchange to Harrogate (Airport Bus) 

	1 (05:40-22:10) 
	1 (05:40-22:10) 

	1 (05:40-22:10) 
	1 (05:40-22:10) 


	770 
	770 
	770 

	Transdev (H&D) 
	Transdev (H&D) 

	Leeds - Wetherby - Harrogate 
	Leeds - Wetherby - Harrogate 

	1 (07:30-18:20) 
	1 (07:30-18:20) 

	0.5 (09:54-22:20) 
	0.5 (09:54-22:20) 


	771 
	771 
	771 

	Transdev (H&D) 
	Transdev (H&D) 

	Leeds - Wetherby -  Harrogate 
	Leeds - Wetherby -  Harrogate 

	1 (07:20-23:15) 
	1 (07:20-23:15) 

	0.5 (09:50-21:25) 
	0.5 (09:50-21:25) 


	X1 
	X1 
	X1 

	Connexions Buses 
	Connexions Buses 

	Knaresborough to Harrogate 
	Knaresborough to Harrogate 

	4 (06:50-18:35) 
	4 (06:50-18:35) 

	n/a 
	n/a 


	X4 
	X4 
	X4 

	Connexions Buses 
	Connexions Buses 

	Harrogate to Wedderburn Circular 
	Harrogate to Wedderburn Circular 

	1 (09:55-15:55) 
	1 (09:55-15:55) 

	n/a 
	n/a 


	X6 
	X6 
	X6 

	Connexions Buses 
	Connexions Buses 

	Pannal Ash to Harrogate 
	Pannal Ash to Harrogate 

	1 (09:08-17:30) 
	1 (09:08-17:30) 

	n/a 
	n/a 


	X6A 
	X6A 
	X6A 

	Connexions Buses 
	Connexions Buses 

	Beckwith Knowle to Harrogate 
	Beckwith Knowle to Harrogate 

	1 (09:08-16:50) 
	1 (09:08-16:50) 

	n/a 
	n/a 


	X12 
	X12 
	X12 

	Connexions Buses 
	Connexions Buses 

	Harrogate to Duchy Road Circular 
	Harrogate to Duchy Road Circular 

	1 (09:30-16:30) 
	1 (09:30-16:30) 

	n/a 
	n/a 


	X52 
	X52 
	X52 

	Connexions Buses 
	Connexions Buses 

	Ilkley to Harrogate 
	Ilkley to Harrogate 

	0.5 (09:42-16:45) 
	0.5 (09:42-16:45) 

	n/a 
	n/a 


	X53 
	X53 
	X53 

	Connexions Buses 
	Connexions Buses 

	Guiseley to Harrogate 
	Guiseley to Harrogate 

	0.5 (07:42-17:45) 
	0.5 (07:42-17:45) 

	n/a 
	n/a 


	X70 
	X70 
	X70 

	Connexions Buses 
	Connexions Buses 

	Wetherby to Harrogate 
	Wetherby to Harrogate 

	2 (07:30-18:35) 
	2 (07:30-18:35) 

	n/a 
	n/a 



	3 Represents time of first service from origin of service as shown in route column 
	3 Represents time of first service from origin of service as shown in route column 
	4 Represent time of last service available from Harrogate town centre 

	P





