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D
ear Reader,

Business Isle of M
an, on behalf of the D

epartm
ent for Enterprise, 

is keen to receive your feedback on this Strategy.

Your view
s and feedback are crucial to ensure that the Strategy 

effectively m
eets the needs and expectations of our com

m
unity. 

You can provide us w
ith your feedback in person by attending one 

of our feedback sessions, or assist us by com
pleting the online 

survey.

W
e w

ill continue to collect feedback until the end of Septem
ber 

2024, after w
hich w

e w
ill publish the final version of the Strategy. 

W
e appreciate your contribution and look forw

ard to your insights.

Yours faithfully,

T
im

 C
o
w

s
ill 

C
E
O

, B
u
s
in

e
s
s
 Is

le
 o

f
 M

a
n
   

Please scan the code below
 for m

ore inform
ation.



2 D
RA

FT LO
C

A
L EC

O
N

O
M

Y STRA
TEG

Y  20
24 –

 20
34

D
RA

FT LO
C

A
L EC

O
N

O
M

Y STRA
TEG

Y  20
24 –

 20
343

H
on Tim

 Johnston M
H

K
M

inister for Enterp
rise

I am
 p

leased
 to introd

uce the Isle of M
an‘s 

D
raft Local Econom

y Strateg
y, a com

p
rehensive 

road
m

ap
 d

esig
ned

 to em
p

ow
er our local 

com
m

unities and
 stim

ulate econom
ic activity. O

ur 
vision is ‘to ensure the Island

 rem
ains a g

reat p
lace 

to live by increasing
 the vib

rancy of our retail, 
leisure, and

 hosp
itality sectors’.  

This Strategy has been developed through extensive 

consultation w
ith residents, businesses, and com

m
unity 

stakeholder groups. Their insights and perspectives have 

shaped a w
ay forw

ard that reflects the unique character of 

our Island, the aspirations of our entrepreneurs, com
m

unity 

leaders, and residents, and aligns w
ith the am

bitions set out 

w
ithin the Island Plan and the long-term

 Econom
ic Strategy.  

It is through this m
eaningful dialogue that w

e have been 

able to produce a Strategy that is not only consistent w
ith 

our vision for the future, but also provides an actionable and 

tangible approach to progress w
hich reflects the needs of our 

com
m

unities and the preferences of custom
ers. This extends 

right across the board, from
 im

proving consum
er choice 

and investor confidence, to im
proving the aesthetic appeal 

of som
e of our urban areas. As a Departm

ent, and indeed a 

G
overnm

ent, w
e understand that these m

atters are im
portant 

not only to the businesses operating in these sectors, but also 

to each and every resident and visitor of our Island. 

Central to this Strategy is the belief that local 

representatives and business ow
ners are best placed to 

m
ake decisions in regards to their future, and advance 

ideas that are integral to their com
m

unities and 

com
panies. This extends to the regeneration focused 

initiatives it proposes, w
hich aim

 to encourage investm
ent 

and derisk creative enterprise. 

By supporting locally-driven projects, instilling a sense of 

ow
nership, and creating appropriate funding m

echanism
s w

e 

strive to strengthen our com
m

unities and provide a social 

and econom
ic environm

ent w
here businesses can thrive.

The retail, hospitality, and leisure sectors play a pivotal 

role in the Isle of M
an’s proposition as a great place to w

ork 

and live. These sectors have dem
onstrated rem

arkable 

resilience in the face of considerable challenges, from
 the 

im
pacts of CO

VID
-19 to significant inflationary pressures. 

Their adaptability and perseverance have been key to 

sustaining our local econom
y and providing an invaluable 

source of enjoym
ent, com

fort, and entertainm
ent for our 

residents and visitors. 

This Strategy acknow
ledges the critical nature of 

these sectors and their role in supporting and enabling 

num
erous other industries. G

row
th and innovation in the 

retail, hospitality, and leisure sectors w
ill enhance the 

attractiveness of our Island to visitors and investors alike, 

contributing to the w
ell-being of our residents and driving 

sustainable m
odernisation. 

I am
 confident that this Local Econom

y Strategy w
ill serve 

as a catalyst for positive change over the com
ing decade. 

It is a call to action for Local Authorities, businesses, and 

residents to w
ork tow

ards the vision they have for their 

com
m

unities, and for the G
overnm

ent to show
 equal 

dedication in facilitating their efforts. Together, w
e can 

ensure that our city, tow
ns and villages are not only places 

of econom
ic activity but also centres of com

m
unity life, 

creativity, and opportunity.

“G
row

th a
nd

 innova
tion in 

the reta
il, hosp

ita
lity, a

nd
 

leisure sectors w
ill enha

nce 
the a

ttra
ctiveness of our Isla

nd
 

to visitors a
nd

 investors a
like, 

contrib
uting

 to the w
ell-b

eing
 

of our resid
ents a

nd
 d

riving
 

susta
ina

b
le m

od
ernisa

tion.”

0
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EX
EC

U
TIV

E 
SU

M
M

A
R

Y 
O

ur Local Econom
y

The Isle of M
an’s Econom

ic Strateg
y id

entifies 
‘Enab

ling
 Sectors’, such as retail, hosp

itality, and
 

culture &
 leisure, as crucial to ensuring

 the Is-
land

 is an attractive p
lace to live and

 w
ork. D

e-
velop

ed
 b

y Business Isle of M
an, an Executive 

A
g

ency w
ithin the D

ep
artm

ent for Enterp
rise, 

this Strateg
y p

rovid
es a b

luep
rint for streng

th-
ening

 these sectors. 

SU
PPO

R
TIN

G
 O

U
R

 
ISLA

N
D

 PLA
N

 A
N

D
 

TH
E ECO

N
O

M
IC 

STR
A

TEG
Y

PU
R

PO
SE

The purpose of the Local Econom
y Strategy is to 

define the goals, objectives, and actions that w
ill 

contribute to the fulfilm
ent of the Strategy’s Vision, 

and to specify the principles that the D
epartm

ent 
for Enterprise w

ill adopt w
hen im

plem
enting the 

Strategy.    

W
hile the local econom

y constitutes a broad range of 
sectors, this Strategy is focused on three specifically; 
retail, hospitality and leisure, recognising that they play 
an integral role in the w

ellbeing of all residents and are 
essential to facilitating strong and lively com

m
unities.

The Local Econom
y Strategy includes goals, objectives, 

and actions that have been devised w
ith the aim

 of 
driving entrepreneurship, encouraging diversification, 
and reducing barriers to grow

th and investm
ent. G

uiding 
Principles have been developed to be consistent and 
supportive of other key policies, including the Island Plan, 
the Isle of M

an Econom
ic Strategy and the Isle of M

an 
Clim

ate Change Plan. 

H
aving overcom

e significant challenges in recent years, 
including the Covid-19 pandem

ic and a period of high 
inflation, the retail, hospitality, and leisure sectors 
rem

ain econom
ically and socially critical, underpinning 

local com
m

unities w
hile providing em

ploym
ent and 

contributing to national incom
e. Im

plem
enting the 

proposed actions included w
ithin this strategy w

ill 
positively im

pact the attractiveness of the Isle of M
an 

to potential new
 residents, im

prove the Island’s visitor 
offering, and contribute to the w

ellbeing of the Island’s 
existing population.

V
ISIO

N

To ensure the Isla
nd

 rem
a

ins a
 

g
rea

t p
la

ce to live by increa
sing

 
the vib

ra
ncy of our reta

il, leisure, 
a

nd
 hosp

ita
lity sectors.

W
e w

ill achieve this by
 c

o
m

m
u
n
it

y
 le

d
 

d
e
c
is

io
n
-
m

a
k
in

g
 and the e

m
p
o
w

e
r
m

e
n
t
 o

f
 

L
o
c
a
l A

u
t
h
o
r
it

ie
s
, enabling initiatives that 

rejuvenate our Island’s urban centres. W
e
 

w
ill develop financial support m

echanism
s 

and p
o
lic

ie
s
 t

h
a
t
 r

e
d
u
c
e
 b

u
s
in

e
s
s
 r

is
k
,
 

lo
w

e
r
 b

a
r
r
ie

r
s
 t

o
 g

r
o
w

t
h
,
 and

 d
r
iv

e
 

e
n
t
r
e
p
r
e
n
e
u
r
s
h
ip

.
  

The Local Econom
y Strategy is a key com

ponent of the 
Island Plan, w

hich sets out G
overnm

ent’s vision to build 
a m

ore secure, vibrant and sustainable future for the 
Isle of M

an.The actions the Strategy proposes w
ill have 

a positive im
pact on grow

ing the Island’s econom
ically 

active population and supporting vibrant com
m

unities. 
The Strategy provides a practical fram

ew
ork for advancing 

the Island Plan objective of m
aintaining a strong and 

diverse econom
y and the Isle of M

an’s Econom
ic Strategy 

objective of creating and filling new
 jobs.     

EXECUTIVE SUMMARY

EXECUTIVE SUMMARY
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LISTEN
IN

G
 TO

 TH
E M

A
N

X
 

PU
B

LIC A
N

D
 W

O
R

KIN
G

 W
ITH

 
TH

E B
U

SIN
ESS CO

M
M

U
N

ITY
This Strateg

y w
as inform

ed
 by:

The research and consultation process identified the strengths, and opportunities 
for those operating w

ithin the Local Econom
y w

hile also highlighting the prim
ary 

challenges they are experiencing in regard to their operating environm
ent and the 

requirem
ents from

 their current and potential custom
ers.  

6

Established high streets w
ith a diverse range of 

sindependent stores and national m
ultiples. 

M
anx heritage and our unique status as the only entire 

nation to be nam
ed a U

N
ESCO

 Biosphere.

Spending pow
er of the Island’s residents. 

U
nique individual Tow

n centre characteristics.

W
ell-established and effective retail planning policy.

Strong public desire to support local businesses. 

Clear targets set by Clim
ate Change Plan.

 

O
pportunity to build on w

ell-regarded hospitality 
offering.

Anticipated increase in visitor num
bers to 500,000/

year by 2032. 

D
esire for tow

n centre accom
m

odation. 

O
pportunity to drive footfall through im

proved 
stakeholder coordination.

O
pportunity to learn from

 businesses prior to decision 
m

aking.

Consum
er desire for experience based retail. 

O
pportunity to think creatively to provide new

 
reasons to visit tow

n centres.

U
navailability of desired brands, products, and stores.

Vacant tow
n centre units and com

petition for footfall 
across the Island’s urban centres.

Increase in hom
e entertainm

ent options im
pacting the 

night-tim
e econom

y and perceived decline in night-tim
e 

offering.

Lack of econom
ies of scale disadvantaging independent 

businesses.

Access and parking challenges w
ithin tow

n centres.

Shortage of experienced and qualified em
ployees. 

Disparity betw
een leisure facilities accessible in the Isle 

of M
an and those accessible elsew

here. 

Declining high street footfall.

Achieving Isle of M
an’s decarbonisation targets.

Investm
ent discouraged due to perception that 

G
overnm

ent is bureaucratic.  

U
navailability of appropriate high street units.

Lack of coordination regarding events, initiatives, and 
opening tim

es.

Perceived neglect of public realm
 and underinvestm

ent 
in built environm

ent.

H
igh barriers to entry due to lease term

s and costs. 

Long-term
 U

K trend tow
ards out-of-tow

n retail.

Lack of defined vision/m
asterplanning for each of the 

Island’s urban centres.  

Cost increases and revenue constraints reducing 
investm

ent funds.  

O
nline and off-Island shopping alternatives.

O
U

R
 STR

EN
G

TH
S A

N
D

 O
PPO

R
TU

N
ITIES 

 O
U

R
 CH

A
LLEN

G
ES

6

O
ver 90

0
 

retail, hosp
itality,

and
 leisure

b
usinesses across

our city and
 tow

ns
(Feb

 24)*

12,000
job

s 
and

 over
300
vacancies
(Feb

 24)

G
eneratio

n o
f

w
ell o

ver 

£200
m

illion   
in N

ational
Incom

e
(2021/22)

D
oug

las tow
n centre

footfall rang
ing

 from
  

210 p
eop

le  
p

er averag
e hour

d
uring

 the q
uietest

w
eek of the year to

685 p
oep

le  
d

uring
 its b

usiest 
(2023)

Em
p

loym
ent

O
ther

(incom
e tax and

 N
I)

g
overnm

ent
revenues 
(V

AT, C
&

E revenue,
rates etc)

The p
ro

visio
n o

f a 
key attrib

ute  
in efforts to

attract visitors   
and

 new
 resid

ents

A
 Local Econom

y and
 H

ig
h Street Survey 

w
hich g

enerated
 over 1,250 

resp
onses

 from
 M

anx resid
ents.

C
onsultation w

ith rep
resentatives 

from
 over 90 b

usinesses.

Built environm
ent 

surveys
 that categ

orised
 units 

and
 d

eterm
ined

 vacancy rates.

C
onsid

erab
le eng

ag
em

ent 
and

 consultation w
ith Local 

Com
m

issioners.

Com
p

rehensive Tow
n 

A
ud

its
 w

hich g
rad

ed
 urb

an areas 
accord

ing
 to q

uality of p
lace m

etrics.

EXECUTIVE SUMMARY
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CA

L ECO
N

O
M

Y STR
A

TEG
Y o

n a p
ag

e

TH
E LO
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L ECO

N
O

M
Y STR

A
TEG

Y 
V

ISIO
N

:
To ensure the Isla

nd
 rem

a
ins a

 g
rea

t p
la

ce to live by increa
sing

 the vib
ra

ncy of our reta
il,

leisure, a
nd

 hosp
ita

lity sectors.

3 PILLA
R

S &
 20

 STR
A

TEG
IC A

CTIO
N

S

SU
P

PO
R

TIN
G

 ISLA
N

D
 P

LA
N

 P
R

IO
R

ITIES

G
U

ID
IN

G
PRIN

CIPLES:

O
U

TCO
M

ES:

0
7

C
ater to 

b
road

 
ap

p
eal

0
1

Foster and
 

b
uild

 g
reat 

com
m

unities 

0
2

Strong
 &

 
d

iverse 
econom

y

0
3

Lead
 to

job
 creation 

0
4

C
onsistent 

w
ith clim

ate 
chang

e p
lan

0
5Local first 

ap
p

roach

0
6Sim
ulate 

investm
ent

IN
FR

A
STR

U
CTU

R
E &

PLA
CE M

A
N

A
G

EM
EN

T
1.1.1  

Transform
 U

nd
erused

 and
  

 
V

acant Sp
aces

1.2  
Invig

orate H
ig

h Streets &
   

 
Catalyse V

ib
rancy 

1.3  
Encourag

e Tow
n C

entre First  
 

Reg
eneration

1.4  
Im

p
rove Tow

n Centre A
ccessib

ility 

1.5  
Im

p
lem

ent Strateg
ic Planning

  
 

Policy  

1.6 
Encourag

e Sustainab
le Practices 

1.7  
Im

p
rove C

ollab
oration to

 
M

axim
ise Business Potential

1.8  
Enab

le Place Prom
otion and

   
 

Brand
ing

EN
TER

PR
ISE &

CO
N

SU
M

ER
 EX

PER
IEN

CE
2.2.1 

Encourag
e Consum

er  
 

 
Choice

2.2  
Red

uce Barriers to Business 

2.3  
Foster Entrep

reneurship

2.4  
Sup

p
ort A

d
ap

tation to M
eet   

 
C

onsum
er D

em
and

2.5  
U

tilise D
ata-led

 D
ecision  

 
 

M
aking

 

2.6  
Enab

le Businesses to Im
p

rove  
 

Service Q
uality

2.7  
Stim

ulate the Provision of  
 

 
Entertainm

ent and
 Leisure  

 
 

Facilities

LO
CA

L EM
PO

W
ER

M
EN

T
&

 PA
RTN

ER
SH

IPS
3.3.1  

D
evelop

 Effective Tow
n  

 
 

Partnership
s 

3.2  
Em

p
ow

er Local  
 

 
A

uthorities by Creating
  

 
 

N
ew

 Fund
ing

 Routes

3.3 
Em

p
ow

er Stakehold
er  

 
 

Partnership
s throug

h  
 

 
D

esig
nated

 Resource

3.4  
C

reate O
p

en and
 C

lear  
 

 
C

om
m

unication C
hannels

3.5  
D

rive C
om

m
unity  

 
 

Eng
ag

em
ent

Build
ing

 G
reat

Com
m

unities
A

n Island
 of

H
ealth &

 W
ellb

eing
A

n environm
ent

w
e can b

e p
roud

 of
A

 Strong
 and

D
iverse Econom

y
O

utstand
ing

 lifelong
learning

 and
 d

evelop
m

ent
op

p
ortunities for all

This strateg
y w

ill result in increased
 tow

n centre footfall, red
uced

 hig
h street vacancy rates, 

the creation of em
p

loym
ent op

p
ortunities, and

 the enhancem
ent of the Isle of M

an’s 
rep

utation as a g
reat p

lace to shop
, eat out, and

 enjoy first-class entertainm
ent.

W
e w

ill achieve this b
y com

m
unity led

 d
ecision-m

aking
 and

 the em
p

ow
erm

ent of Local A
uthorities, enab

ling
 

initiatives that rejuvenate our Island
’s urb

an centres. W
e w

ill d
evelop

 financial sup
p

ort m
echanism

s and
 p

olicies that 
red

uce b
usiness risk, low

er b
arriers to g

row
th, and

 d
rive entrep

reneurship
.

M
O

N
ITO

R
IN

G
&

 EV
A

LU
A

TIO
N

:
Footfall

Review
 Im

p
act O

f 
Initiatives &

 A
d

just 
Policy Levers

Vacancy Rates
Tow

n A
ud

its

A
 3-PILLA

R
 

A
PPR

O
A

CH
 TO

 
D

ELIV
ER

IN
G

 A
 

TH
R

IV
IN

G
 A

N
D

 
V

IB
R

A
N

T LO
CA

L 
ECO

N
O

M
Y

This strategy encom
passes tw

enty strategic goals 
that address the challenges and capitalise on 
the strengths and opportunities the research and 
consultation process has determ

ined.

These strategic goals have been categorised under 
one of three policy pillars: Infrastructure &

 Place 
M

anagem
ent, Enterprise &

 Consum
er Experience, 

and Local Em
pow

erm
ent &

 Partnerships along w
ith 

associated actions that w
ill assist in the achievem

ent 
of each goal. Six strategic goals have been prioritised 
due to the significance of the opportunity or 
challenge they address, the accuracy w

ith w
hich 

their im
pact can be m

easured and the likelihood of 
the initiatives to catalyse positive change. 

W
hen achieved, the strategic goals included w

ith 
this fram

ew
ork w

ill contribute to securing the long-
term

 econom
ic health of our high streets and tow

n 
centres w

hile im
proving the vibrancy of our Local 

Econom
y and helping to create retail, leisure, and 

hospitality sectors that are thriving, sustainable and 
distinctively M

anx.

... the stra
teg

ic g
oa

ls includ
ed

 w
ith this 

fra
m

ew
ork w

ill contrib
ute to securing

 
the long

-term
 econom

ic hea
lth of our 

hig
h streets a

nd
 tow

n centres...

*
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A
d
d
it

io
n
a
l S

t
r
a
t
e
g
ic

 G
o
a
ls

:

A
d
d
it

io
n
a
l S

t
r
a
t
e
g
ic

 G
o
a
ls

*
:

A
d
d
it

io
n
a
l S

t
r
a
t
e
g
ic

 G
o
a
ls

:

Support collaboration to fill underutilised spaces.

M
ake upper floors m

ore usable and w
here appropriate 

convert to residential accom
m

odation.

Support increased provision of leisure infrastructure.

Encourage the use of visual assets. 

Support local businesses to satisfy public dem
and for 

brands and products.

Introduce schem
es that support the econom

ic 
strength of the night-tim

e econom
y.

Engage w
ith anchor tenants.  

Support partnerships and stakeholder netw
orks; 

increase aw
areness of support schem

es. 

Take action through outreach and engagem
ent to 

ensure the Island’s 8 largest econom
ic areas are 

represented by local partnerships. 

Review
 dem

and for the introduction of Business 
Im

provem
ent D

istricts or Tow
n Boards.

D
irectly support initiatives that stim

ulate high street 
footfall. 

M
ake events easier to hold. 

Incentivise and support im
provem

ents to the public 
realm

.

Support the developm
ent of new

 attractions in tow
n 

centres. 

Incentivise landlords and business ow
ners to adapt, 

m
odernise, invest in their interiors, enhance custom

er 
experience and im

prove service quality.  

Rem
ove key obstacles to grow

th and innovation.  

Im
prove G

overnm
ent led stakeholder com

m
unication.

Provide support for businesses to invest in digital and 
technological infrastructure. 

Lead cam
paigns and launch initiatives to alleviate 

staffing challenges.  

Create new
 funding routes, and enhance existing 

schem
es, such as the D

om
estic Event Fund, to provide 

the financial backing that w
ill em

pow
er Local Authorities.

PILLA
R

 1: 
IN

FR
A

STR
U

CTU
R
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 PLA

CE M
A

N
A

G
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PILLA
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 2:  
EN
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PR

ISE &
 CO

N
SU

M
ER

 EX
PER

IEN
CE

PILLA
R

 3:  
LO

CA
L EM

PO
W

ER
M

EN
T &

 PA
R

TN
ER

SH
IPS

1.1  Transform
 U

nd
erutilised

 and
 

 
V

acant Sp
aces

2.1  Encourag
e Increased

 
 

Consum
er Choice

3.1  D
evelop

 Effective Tow
n  

 
Partnership

s

2.3  Foster Entrepreneurship
2.4  Support Adaptation to M

eet Consum
er D

em
and

2.5  U
tilise D

ata-led D
ecision M

aking
2.6 Enable Businesses to Im

prove Q
uality of Service

2.6  Stim
ulate the Provision of Entertainm

ent and Leisure Facilities

1.3  Encourage Tow
n Centre First Regeneration

1.4  Im
prove Tow

n Centre Accessibility
1.5 Im

plem
ent Strategic Planning Policy

1.6 Encourage Sustainable Practices
1.7 Im

prove Collaboration to M
axim

ise Business Potential
1.8 Enable Place Prom

otion and Branding

* D
etailed list of actions for each goal stated on page 32.

3.3 Em
pow

er Stakeholder Partnerships through D
esignated Resource

3.4 Create O
pen and Clear Com

m
unication Channels

3.5 D
rive Com

m
unity Engagem

ent

1.2  Invig
orate H

ig
h Streets and

  
 

Catalyse V
ib

rancy
2.2  Red

uce Barriers to Business

3.2  Em
p

ow
er Local A

uthorities by  
 

Creating
 N

ew
 Fund

ing
 Routes

EXECUTIVE SUMMARY

EXECUTIVE SUMMARY
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IM
PLEM

EN
TA

TIO
N

 A
N

D
 M

O
N

ITO
R

IN
G

An im
plem

entation plan, w
hich w

ill detail funding, 
responsibilities, key perform

ance indicators, and 
m

onitoring and control procedures, w
ill be produced to 

com
plem

ent this Strategy. This plan w
ill be devised in 

accordance w
ith im

plem
entation principles including the 

requirem
ent to define short and long-term

 objectives, 
to collaborate across G

overnm
ent D

epartm
ents, and to 

em
brace an adaptable approach to im

plem
entation. This 

Strategy w
ill be enabled by new

 financial support schem
es 

and the updating of existing schem
es and through 

the developm
ent of focussed policies and guidelines. 

Exam
ples of key perform

ance indicators and outcom
es 

that w
ill be m

onitored include tow
n footfall, vacancy 

rates, Local Econom
y and H

igh Street Survey scores and 
quality of place m

etrics. 

After an 18 to 24-m
onth period, the D

epartm
ent for 

Enterprise w
ill undertake a progress assessm

ent, providing 
an opportunity for outcom

es to be evaluated and assessed 
against each strategic goal. The Strategy suggests possible 
future actions that m

ay be undertaken depending on the 
outcom

e and findings of this review
.  

12

G
U

ID
IN

G
 PR

IN
CIPLES

This Stra
teg

y a
im

s to em
p

ow
er 

com
m

unity org
a

nisa
tions to 

d
eliver the exp

eriences a
nd

 
environm

ents resid
ents a

nd
 

visitors a
re seeking

 w
hile 

sup
p

orting
 loca

l b
usinesses 

to p
rovid

e the vib
ra

nt reta
il, 

hosp
ita

lity, a
nd

 leisure offering
 

tha
t w

ill a
ttra

ct custom
ers, 

crea
te job

s, a
nd

 a
p

p
ea

l to a
ll 

d
em

og
ra

p
hic g

roup
s. 

01020304050607 Foster and
 b

uild
 g

reat com
m

unities.

Strong
 and

 d
iverse econom

y.

Lead
 to job

 creation.

C
onsistent w

ith clim
ate chang

e p
lan.

Local first ap
p

roach.

Stim
ulate investm

ent.

C
ater to b

road
 ap

p
eal.
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EXECUTIVE SUMMARY

The im
plem

entation of this Strategy w
ill be guided 

by seven key principles w
hich w

ill ensure action 
taken and initiatives launched are focussed on 
achieving the Strategy’s vision in a m

anner that is 
consistent w

ith the Island Plan and other Isle of M
an 

G
overnm

ent supported policies. These principles 
require action taken to:
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0
3

O
U

R
 LO

C
A

L 
EC

O
N

O
M

Y 

From
 ice cream

 p
arlours and

 nig
htclub

s, to 
b

ow
ling

 alleys and
 jew

ellery stores, the Local 
Econom

y encom
p

asses a vast rang
e of b

usinesses 
p

rovid
ing

 M
anx resid

ents and
 visitors to the 

Island
 w

ith m
em

orab
le exp

eriences and
 p

rod
ucts 

they cherish. The Local Econom
y is also a m

ajor 
em

p
loyer and

 its fiscal health, d
iversity and

 
rob

ustness are crucial to the Isle of M
an’s long

-
term

 econom
ic sustainab

ility. 

TH
E LO

CA
L ECO

N
O

M
Y O

FFER
S D

IR
ECT 

ECO
N

O
M

IC B
EN

EFITS IN
CLU

D
IN

G
:

O
ver 90

0
 

retail, hosp
itality,

and
 leisure

p
rem

ises across
our city and

 tow
ns

(Feb
 24)*

12,000
job

s 
and

 over
300
vacancies
(Feb

 24)

G
eneratio

n o
f

w
ell o

ver 

£200
m

illion   
in N

ational
Incom

e
(2021/22)

D
oug

las tow
n centre

footfall rang
ing

 from
  

210 p
eop

le  
p

er averag
e hour

d
uring

 the q
uietest

w
eek of the year to

685 p
oep

le  
d

uring
 its b

usiest 
(2023)

Em
p

loym
ent

O
ther

(incom
e tax and

 N
I)

g
overnm

ent
revenues 
(V

AT, C
&

E revenue,
rates etc)

The p
ro

visio
n o

f a 
key attrib

ute  
in efforts to

attract visitors   
and

 new
 resid

ents

To ensure the Island
 rem

ains a great p
lace to live by increasing

 
the vib

rancy of our retail, leisure, and
 hosp

itality sectors.
V

ISIO
N

* Local D
ata Com

p
any Prem

ises Survey Feb
 2024

0
4

G
U

ID
IN

G
 

P
R

IN
C

IP
LES

The g
oals set in this Strateg

y, and
 the 

im
p

lem
entation of the actions the Strateg

y p
rop

oses, 
w

ill b
e g

uid
ed

 b
y the follow

ing
 p

rincip
les:

D
RA

FT LO
C

A
L EC

O
N

O
M

Y STRA
TEG

Y  20
24 –

 20
34

These G
uid

ing
 

Princip
les ensure 

the Strateg
y:

Contributes tow
ards the 

achievem
ent of existing 

G
overnm

ent objectives. 

Is consistent 
w

ith existing 
G

overnm
ent policy.

Reflects the 
perspectives of 
private sector 
stakeholders.

15

A
ctions taken should

 contrib
ute 

tow
ard

s: 

1 
Building great com

m
unities. 

2 
Supporting a strong and diverse econom

y. 

3 
Job creation. 

4 
The Island’s net zero com

m
itm

ent. 

5 
A local first approach to tackling challenges and 
taking advantage of opportunities.

6 
Investm

ent and incentivising developm
ent to 

im
prove the quality and vibrancy of the Island’s 

retail, hospitality, and leisure proposition. 

7 
A retail, leisure, and hospitality offering that has 
broad appeal and is attractive to a w

ide range of 
dem

ographic constituents.
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O
U

R
 ISLA

N
D

 PLA
N

W
hile the them

es that shape the policies and objectives 
included in the Island Plan are relevant to this Strategy, 
the key priorities of ‘Building great com

m
unities’ and 

‘Strong &
 diverse econom

y’ are integral. M
any of the 

initiatives and policies related to encouraging a ‘Strong 
and diverse econom

y’ are further developed w
ithin 

the Econom
ic Strategy and both docum

ents em
phasise 

the necessity of creating a m
ore econom

ically active 
population, a principle that this Strategy em

bodies. 

An updated version of the Island Plan w
as approved 

by Tynw
ald in M

arch 2024 and the ’Building great 
com

m
unities’ priority includes the requirem

ent to:

“C
om

p
lete Loca

l Econom
y Stra

teg
y 

to help
 inform

 long
er term

 leisure 
infra

structure sup
p

orting
 a

 vib
ra

nt 
com

m
unity a

nd
 the g

row
th in 

econom
ica

lly a
ctive p

op
ula

tion” 1

The publication of this Strategy fulfils this requirem
ent 

and a com
m

itm
ent to building great com

m
unities w

as 
fundam

ental to the w
ork undertaken to inform

 the 
Strategy. 

G
O

V
ER

N
M

EN
T PO

LICY  
Business Isle of M

an has developed this Strategy 
in a m

anner that is consistent w
ith, and m

indful of, 
existing Isle of M

an G
overnm

ent Policies 
and Strategies. 

1 O
ur Island

 Plan 2024/25 U
p

d
ate M

arch 2024 p
23

2 Isle O
f M

an Econom
ic Strateg

y / 2022-2032 p
10

3 Isle O
f M

an Econom
ic Strateg

y / 2022-2032 p
38

O
U

R
 ISLA

N
D

,  
O

U
R

 FU
TU

R
E  

2022 –
 2032  

ISLE O
F M

A
N

 
ECO

N
O

M
IC STR

A
TEG

Y
In the Isle of M

an’s Econom
ic Strategy, released in N

ovem
ber 

2022, the Isle of M
an G

overnm
ent states its com

m
itm

ent to 
im

proving the prosperity and quality of life of all residents 
and its am

bition to attract a younger m
ore diverse population 

to the Island. O
ne of the prim

ary econom
ic am

bitions of the 
Econom

ic Strategy is to:

“C
rea

te a
nd

 fill 5,000 new
 job

s a
cross 

new
, ena

b
ling

 a
nd

 existing
 key sectors, by 

2032, rea
ching

 a
n overa

ll G
D

P of £10b
n.” 2

The Econom
ic Strategy recognises that sectors focussed on 

serving the local population, as w
ell as visitors to the Island, 

w
ill be crucial to achieving these objectives and categorises 

retail, hospitality and leisure as ‘enabling sectors’.  

The Econom
ic Strategy advocates for the protection, nurturing 

and grow
th of key econom

ic sectors, proposing that the 
G

overnm
ent should adapt and m

odernise enabling sectors. 
Exam

ples of how
 this m

ay be facilitated include considering 
active support for the retail, hospitality, and leisure sectors 
and investing in the core infrastructure that underpins the 
Island’s attractiveness. This Strategy provides a fram

ew
ork 

and set of actions to enable the im
plem

entation of this 
m

odernisation and adaptation.  

“A hig
h-q

ua
lity a

nd
 d

iverse ra
ng

e of ca
fés, b

a
rs a

nd
 

resta
ura

nts is a
 key p

a
rt of m

a
king

 the Isla
nd

 m
ore 

a
ttra

ctive to resid
ents a

nd
 visitors a

like.” 3
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M
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The Isle of M
a

n Clim
a

te Cha
ng

e Pla
n is 

w
id

ely a
cknow

led
g

ed
 a

s one of the m
ost 

im
p

orta
nt G

overnm
ent p

ub
lica

tions to b
e 

relea
sed

 in recent yea
rs. 

*
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R
ETA

IL SECTO
R

 
STR

A
TEG

Y 2013
The Isle of M

an’s last Retail Sector Strategy w
as published 

in D
ecem

ber 2013. Ten years on the retail landscape in 
the Isle of M

an has changed. It is im
perative that new

 
actions, objectives and priorities are launched to support 
grow

th and innovation over the next 10 years and beyond.   

Retail Sector Strateg
y V

ision A
ug

ust 2013  

“To p
rom

ote com
p

etitive a
nd

 
a

ccessib
le reta

il a
nd

 leisure 
environm

ents in our tow
n centres, 

w
hich offer choice a

nd
 convenience for 

consum
ers, im

p
rove the econom

y a
nd

 
enha

nce resid
ent’s q

ua
lity of life”

In recognition of the changing nature of high streets and 
tow

n centres, this Strategy does not focus exclusively 
on retail. Business Isle of M

an has also considered the 
hospitality and leisure sectors, acknow

ledging that 
residents and visitors are seeking accessible leisure 
activities and the opportunity to enjoy a broad range 
of hospitality offerings. Furtherm

ore, although the 
underlying principles of the Retail Sector Strategy rem

ain 
som

ew
hat relevant, the focus on vibrancy differentiates 

this Strategy. 

TH
E ISLE O

F M
A

N
 

CLIM
A

TE CH
A

N
G

E 
PLA

N
 2022-2027

The Isle of M
an Clim

ate Change Plan is w
idely 

acknow
ledged as one of the m

ost im
portant G

overnm
ent 

publications to be released in recent years. The Plan 
provides an overview

 of the Isle of M
an’s m

ost significant 
sources of em

issions, the m
echanism

s through w
hich 

em
issions w

ill be reduced and the m
etrics through w

hich 
progress w

ill be m
onitored. Acting in a m

anner that 
supports the Clim

ate Change Plan is em
bodied in this 

Strategy’s G
uiding Principles. 

In practice, this necessitates that all actions and 
initiatives noted in the strategic goals and actions 
section of this report are evaluated on the basis of 
the deliverables contained w

ithin the Clim
ate Change 

Plan prior to their im
plem

entation. Consequently, the 
deliverables detailed in the Clim

ate Change Plan w
ill 

influence the application of this Strategy and w
ill im

pact 
the developm

ent of initiatives. 

B
U

SIN
ESS ISLE O

F 
M

A
N

 B
O

A
R

D
The N

on-Executive Agency Boards ensure that initiatives 
and strategies delivered by the D

epartm
ent for Enterprise 

are done so in collaboration and consultation w
ith private 

sector representation. They provide an essential platform
 

to ensure decisions relating to policy, strategy and the 
developm

ent of support m
echanism

s are inform
ed by a 

range of perspectives and are driven forw
ard by industry. 

The Business Isle of M
an Board, w

hich is com
prised of 

respected leaders and experienced business people, 
steered the w

ork conducted to produce this Strategy 
and provided regular, considered feedback. In addition 
to providing advice regarding the suitability of strategic 
goals and actions, the Board advocated for this Strategy 
to provide local businesses w

ith the opportunity to w
ork 

alongside the G
overnm

ent to m
eet the objectives this 

Strategy sets out. 

This ethos led to the inclusion of ‘a local first approach…
’ in 

this Strategy’s G
uiding Principles. In practice, this principle 

w
ill m

ake local businesses a priority stakeholder in the 
prom

otion and im
plem

entation of initiatives and polices. 
Business Isle of M

an w
ill engage w

ith Island businesses 
in a m

anner that is consistent w
ith the Strategy prior to 

exploring alternative solutions to m
eeting this Strategy’s 

goals and objectives. This w
ill involve com

m
unicating the 

Strategy’s objectives locally and prom
oting any resulting 

schem
es or initiatives to local businesses.  
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0
5

STR
A

TEG
IC

 A
N

A
LY

SIS 
Extensive research, consultation and

 stakehold
er eng

ag
em

ent w
as und

ertaken to d
eterm

ine 
the vib

rancy and
 econom

ic health of the Island
’s retail, hosp

itality, and
 leisure sectors. 

Lo
cal Eco

no
m

y 
Strateg

y Sessio
ns

resp
o

nses

attend
ees

90
Business

acro
ss the

in-p
erso

n interview
s

co
m

p
leted

 targ
eting

und
er-rep

resented
 g

ro
up

s

to
 the Isle o

f M
an

lo
cal eco

no
m

y and
hig

h street survey

M
eeting

s w
ith

rep
resentitives fro

m
 

Island
 w

ith o
ver

O
ver

4

o
f the

Island
’s

lo
cal

co
m

m
issio

ners

Tow
n A

ud
it

R
ep

o
rts

13 1,250
+

incl. p
rim

ary b
usiness activity

units
1,0

0
0

60

Lo
cal D

ata C
o

m
p

any 
analysis includ

ing
 

vacancy &
 unit 

co
unts. Info

rm
atio

n 
co

llected
 o

n nearly

Ind
ep

end
ent co

nsultants 
co

m
p

leted
 in-d

ep
th

fo
r D

o
ug

las and
 

seven M
anx to

w
ns

This in-depth consultation process brought together the 
view

s of local residents, visitors, local businesses, and 
representatives from

 Local Authorities. 

Follow
ing this process, the ‘Strengths and O

pportunities’ 
that could be capitalised upon, and the m

ost significant 

‘Challenges’ facing the Island’s local econom
y sectors 

w
ere identified and categorised. Strategic goals aim

ed 
at addressing challenges and seizing these opportunities 
w

ere then devised. 

CA
TEG

O
RY

STR
EN

G
TH

S A
N

D
 

O
PPO

R
TU

N
ITIES 

R
ELEV

A
N

T STR
A

TEG
IC 

G
O

A
L(S) - PA

G
E 32

Business 
O

p
erations

O
pportunity to reduce long-term

 business 
cost base through investm

ent. 
1.6

Character
Tow

n centre characteristics specific to each 
location. 

1.8, 3.1, 3.3

M
anx heritage and our unique status as the 

only entire nation to be nam
ed a U

N
ESCO

 
Biosphere

1.8, 3.1, 3.3

W
ell-established high streets w

ith thriving 
independent stores and national m

ultiples. 
1.4, 1.8

Custom
er A

p
p

eal
O

pportunity to capitalise on the 
com

paratively strong spending pow
er of the 

Island’s population.

1.1, 1.2, 1.3, 1.4, 1.7, 2.1

O
pportunity to drive footfall through the 

creation of tow
n centre accom

m
odation.

1.1, 1.5

Anticipated increase in visitor num
bers, goal 

of 500,000/year by 2032.
1.1, 1.2, 1.3, 1.7, 2.1, 3.2, 3.3, 
3.5

O
pportunity to increase footfall through 

im
proved trader, local authority and 

stakeholder com
m

unication and coordination.

1.7, 3.1, 3.3, 3.4, 3.5

O
pportunity to offer consum

er desire for 
experience based retail in tow

n centres.
1.5, 2.1, 2.3, 2.4, 2.6

O
pportunity to build on w

ell-regarded 
hospitality offering.

1.8, 2.1, 2.3, 2.5, 2.6

Strong public desire to support local 
businesses.

1.1, 1.3, 1.4, 1.7, 2.1

O
pportunity to think creatively to provide 

new
 reasons to visit tow

n centres.
1.2, 1.7, 3.1, 3.2, 3.3, 3.5

Eng
ag

em
ent

O
pportunity to learn from

 businesses prior to 
decision m

aking.
1.3, 3.1, 3.3, 3.4

Policy
Clear and w

ell-established retail planning 
policy.

1.5

Established and published Clim
ate Change 

Plan (IO
M

 CCP 2022-2027).
1.6
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CA
TEG

O
RY

CH
A

LLEN
G

ES
R

ELEV
A

N
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A
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IC 
G

O
A

L(S) - PA
G

E 32

A
esthetics

Increasing the attractiveness of tow
n centres 

and high streets w
ithout increasing traffic 

congestion. 

1.4, 3.2

Perceived neglect and lack of m
aintenance in 

som
e areas of the public realm

.
1.3, 3.2, 3.5

Built Environm
ent

Perception that parking is difficult and 
expensive. 

1.4

U
navailability of units appropriate for m

odern 
high street businesses. 

1.1, 2.2, 2.7

U
nderinvestm

ent in certain aspects of the 
built environm

ent.
1.3, 3.2, 3.5

Business 
O

p
erations

Shortage of experienced and qualified 
em

ployees. 
2.2, 2.4, 2.6

Cost increases and revenue constraints 
reducing the availability of investm

ent funds. 
1.1, 1.6, 2.1

H
igh barriers to entry due to long lease term

s 
and lease costs. 

2.3

Long-term
 international trend tow

ards out-
of-tow

n retail.
1.5, 3.2, 3.5

Lack of econom
ies of scale disadvantaging 

independent businesses.
2.1, 2.2, 2.5

Perceived decline in the variety and quality 
of offering in the night-tim

e econom
y. 

2.1, 2.3, 2.4, 2.7,

U
neven vacancy rates across tow

ns and urban 
centres and com

petition betw
een tow

ns for 
footfall.

1.8

Vacant tow
n centre units.

1.1, 1.5, 2.2

Character
Lack of a clear and defined vision for each of 
the Island’s urban centres.  

1.8, 3.1, 3.2, 3.5

Custom
er A

p
p

eal
D

eclining high street footfall. 
1.1, 1.2, 1.3, 1.4, 1.5, 3.2, 3.5

D
isparity betw

een leisure facilities accessible 
in the Isle of M

an and those accessible to 
residents in com

parable locations. 

1.1, 2.1, 2.2, 2.7

Increase in hom
e entertainm

ent options 
im

pacting the night-tim
e econom

y. 
1.1, 1.3, 2.1

O
nline and off-Island shopping alternatives. 

1.2, 1.3, 1.4, 2.1

U
navailability of desired brands, products, 

and stores.
1.1, 2.1, 2.4, 2.6, 2.7

Eng
ag

em
ent

Lack of stakeholder coordination regarding 
events, initiatives, and opening tim

es.  
1.7, 3.1, 3.3

G
overnm

ent
Investm

ent and business activity discouraged 
due to perception that G

overnm
ent is 

bureaucratic.  

1.1, 1.3, 2.2, 3.2, 3.4

Policy 
Achievem

ent of the Isle of M
an’s 

decarbonisation targets.
1.6

LO
CA

L ECO
N

O
M

Y 
STR

A
TEG

Y 
SESSIO

N
S  

Four Local Econom
y Strategy Sessions w

ere 
held in locations in the N

orth, South, East, and 
W

est of the Island. D
uring these w

ell attended 
sessions, representatives from

 over 90 local 
businesses w

ere provided w
ith the opportunity 

to explain to the Business Isle of M
an team

 
w

hat they consider to be the m
ost significant 

obstacles to business. In addition to challenges, 
potential solutions w

ere discussed, and ideas 
related to new

 opportunities w
ere proposed. 

Follow
ing these sessions, the challenges 

m
entioned w

ere classified into distinct 
categories and specific challenges w

ere 
ranked according to the num

ber of tim
es 

they w
ere m

entioned. For exam
ple, Parking 

w
as categorised as an Infrastructure related 

issue, Planning w
as categorised as G

overnm
ent 

related, and G
rant Lim

itations w
ere categorised 

as Funding/Support related. 

O
ver the course of the sessions, a 

consensus w
as estab

lished
 reg

ard
ing

 
the m

ost p
ressing

 local econom
y 

related
 challeng

es, w
hich includ

ed
: 

• 
Cost increases resulting in dim

inished m
argins. 

• 
Revenue constraints as a result of the 20% VAT 
rate and a perceived decline in disposable 
incom

es. 

• 
Parking issues lim

iting trade and footfall.

• 
A lack of local coordination and com

m
unication 

resulting in ineffective planning. 

• 
Aesthetic and investm

ent related issues 
including vacant shops and neglected public 
spaces.  

• 
Accessing G

overnm
ent grants and support 

schem
es. 

0
6
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T  
Consultation and

 stakehold
er eng

ag
em

ent constituted
 the b

asis of the 
strateg

ic analysis und
ertaken to inform

 this Strateg
y’s g

oals, ob
jectives, and

 
recom

m
end

ed
 actions.   
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A
d

d
itionally, several of the 

solutions d
iscussed

 received
 

sup
p

ort from
 those attend

ing
 

the local econom
y sessions and

 
num

erous id
eas p

rovid
ed

 the 
b

asis for the actions and
 initiatives 

p
rop

osed
 w

ithin this strateg
y. 

Solutions and
 id

eas includ
ed

:

• 
Prioritise the upkeep of retail areas.

• 
Local tow

n m
aps, noticeboards and im

proved 
signage.

• 
Coordination to ensure businesses are open 
w

hen coaches and cruise visitors arrive.

• 
U

se of em
pty shops for pop ups/incubators/

m
arkets.

• 
Creation of ‘Tow

n Square’ Spaces. 

D
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EET 

SU
R

V
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R

ESID
EN

TS
This research included an online survey, w

hich received 
over 1,250 responses from

 Island residents, and over 60 
in-person interview

s, ensuring all socio-dem
ographic 

groups w
ere represented. The research w

as conducted 
to:  

• 
Identify gaps in the Island’s retail, hospitality, and 
leisure sectors.

• 
G

ain insight into custom
er preferences.

• 
U

nderstand w
hy M

anx residents choose to shop 
locally or choose to shop elsew

here.

• 
Establish trends in consum

er behaviour. 

• 
Benchm

ark the Isle of M
an against alternative 

shopping destinations.

• 
Ascertain the public opinion regarding the built 
environm

ent and its attractiveness.

• 
D

eterm
ine the priority areas on w

hich this strategy 
should focus.

D
ouglas w

as rated average for m
ost retail related 

attributes including cleanliness, accessibility, 
atm

osphere, and character. The city received a slightly 
poorer score in regard to business hours and a higher 
score regarding the variety of stores. 

Key find
ing

s includ
ed

:

The Island
’s retail offering

 for resid
ents 

received
 an averag

e rating
 of 1.9 / 5.

o 
D

ata indicated a strong dem
and for both w

ell-know
n 

brands and the variety independent stores provide.

o 
H

alf of all survey respondents said they w
ould be 

m
ore likely to visit the high street after 6pm

 if 
shops w

ere open later. 

o 
O

nly 20% of respondents said that they enjoy high 
street shopping.

o 
O

nly 26% of respondents stated that the appearance 
of D

ouglas’s m
ain shopping street is good or very 

good.

o 
75% of respondents agreed that people should shop 
local to help the local econom

y.

o 
50% of respondents stated they visit retail prem

ises 
on a w

eekly basis. 

The Island
’s leisure offering

 received
 an 

averag
e rating

 of 2.2 / 5.

o 
Respondents highlighted a clear lack of indoor 
leisure provision for fam

ilies.

o 
Less than 50% of respondents stated they visited 
leisure facilities on a daily, w

eekly, or m
onthly 

basis. 

o 
W

hen asked w
hat type of leisure facilities are 

lacking on the Island, certain activities w
ere 

m
entioned frequently, including indoor sports 

activities for children and teenagers, m
usic venues, 

bow
ling alleys, cinem

as, arcades, art galleries and 
general indoor activities.  

The Island
’s hosp

itality offering
 received

 
an averag

e rating
 of 2.7 / 5.

o 
Survey results dem

onstrated a desire for im
proved 

custom
er service, better value and m

ore speciality 
restaurants w

ith global cuisine.

o 
Alm

ost 50% of respondents stated they visit 
hospitality businesses on a w

eekly basis.
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Q
uotes from

 Island
 resid

ents 
p

rovid
ed

 in survey resp
onses:

Appendix 1 provides som
e additional charts relating 

to this piece of research.

CO
M

M
ER

CIA
L PR

EM
ISES SU

R
V

EY
The Local D

ata Com
pany, an industry leading retail 

location data com
pany, visited the Isle of M

an in late 2023 
to conduct a detailed analysis of the m

akeup of the Isle of 
M

an’s high streets in support of the developm
ent of this 

Local Econom
y Strategy. The standardised tool used by the 

com
pany counted the num

ber of units across the Island in 
the hospitality, retail and leisure sectors. This is the first 
tim

e a review
 of this nature has been com

pleted in the 
Isle of M

an and it’s the first-tim
e vacancy rates have been 

calculated for each high street. This w
ill be an im

portant 
m

etric to track the im
pact of this Strategy.

The data show
s that there are clear differences betw

een 
each of the Island’s high streets and tow

n centres. 
D

ouglas and Port Erin, for exam
ple, have vacancy rates 

below
 the U

K national average, w
hereas Castletow

n and 
Ram

sey have rates higher than average, suggesting these 

areas m
ay have specific challenges to overcom

e. Key 
statistics identified through this research included:

• 
11.2% vacancy rate across the Island; higher than 
Jersey (8%) and Isle of W

ight (8.8%), low
er than U

K 
average (14%) and N

orth W
est (11.6%). 

• 
986 retail / hospitality / leisure units in total across 
the Island - 112 vacant units identified.

• 
24% of M

anx units are occupied by “m
ultiples” vs 35% 

in the U
K; m

ore independents on the Island. 

• 
H

ighest vacancy rate in Castletow
n (19.5%) low

est in 
Port Erin (7.5%).

Additional data and a num
ber of graphs related to this 

piece of research can be found in Appendix 2.

“Em
p

ty shop
s is a

 hug
e issue a

cross the Isla
nd

. 
La

nd
lord

s / ow
ners should

 b
e encoura

g
ed

 m
ore to 

use these units for p
op

 up
s or com

m
unity sp

a
ces”
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“C
ustom

er service is 
va

ria
b

le in q
ua

lity on 
the Isla

nd
 com

p
a

red
 

to the U
K”

“The Isla
nd

’s hig
h 

streets often la
ck 

a
tm

osp
here a

nd
 

cha
ra

cter...”

“M
a

ny leisure a
ctivities 

a
re b

a
sed

 out of tow
n 

centres, w
e should

 look 
to b

ring
 them

 into the 
hig

h streets”
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N

S  
The Tow

n Audit review
 w

as com
m

issioned to support the 
developm

ent of the Local Econom
y Strategy and the Built 

Environm
ent Reform

 Program
m

e, an existing G
overnm

ent 
program

m
e aim

ed at fulfilling com
m

itm
ents in the 

Island Plan to build great com
m

unities. It encom
passed 

a review
 of recent reports, research, data, and surveys, 

w
ith a focus on retail and leisure units in eight locations: 

D
ouglas, Ram

sey, Peel, Castletow
n, O

nchan, Port Erin, 
Port St M

ary, and Laxey. The inform
ation gathered 

contributed to the developm
ent of an U

nderstanding 
M

anx Places m
odel, follow

ing the m
ethodology of 

U
nderstanding Scottish Places. 

A team
 from

 consultancy firm
 D

idobi visited each centre 
in the Isle of M

an, engaging w
ith local stakeholders, 

businesses, and residents. This w
ork w

as supplem
ented by 

telephone interview
s w

ith key developers and investors. 
The project concluded w

ith an evaluation of each location 
using an analysis m

odel nam
ed the “Place Standard Tool”. 

This allow
ed for each place to be assessed according to 

14 “quality of place m
etrics” and offered a structured 

fram
ew

ork for discussions on physical and social aspects 
of a place, facilitating inform

ed decision-m
aking.

The recom
m

endations provided w
ithin the Tow

n Audit 
review

 have influenced the strategic goals and actions this 
strategy proposes, and w

ill guide the ongoing w
ork of the 

D
epartm

ent for Enterprise and w
ill be available to other 

stakeholder bodies, such as Local Authorities, to enable 
them

 to plan effectively and to m
ake inform

ed decisions. 
Tow

n Audit recom
m

endations include:

• 
Ensure that each tow

n and village has a vision and 
plan that is aligned to the Island Plan so they create 
com

plim
entary and not com

peting offers. 

• 
Focus on im

proving D
ouglas as the Island’s capital 

city.

• 
Create a strong business start-up offer through 
grants, m

entoring and business space to encourage 
and support entrepreneurship and encourage people 
to set up business in the Island.

• 
Look at w

ays of fostering social capital betw
een the 

tow
ns, villages and D

ouglas through encouraging the 
level and style of leadership that is happening in 
Castletow

n along w
ith engagem

ent w
ith com

m
unities 

and stakeholders w
hose view

s are acted upon.

Place assessm
ent charts can be found in Appendix 3. 

LO
CA

L A
U

TH
O

R
ITY 

FEED
BA

CK   
The Island’s Local Authorities w

ere consulted in 
preparation for this Strategy and their feedback is 
sum

m
arised below

:

• 
A lack of staffing and access to funding has lim

ited 
the progression of proposed initiatives.

• 
Levels of integration betw

een Local Authorities and 
other stakeholders across the Island are inconsistent.

• 
Lack of building upkeep and unrealistic rental values 
has led to frustration. 

• 
Anchor tenants are crucial and highly valued. 

• 
Effective m

arketing of local areas is im
portant.

• 
The long-term

 establishm
ent of The D

om
estic Event 

Fund has been positively received. 

• 
The closure of high street businesses has raised 
concerns. 

• 
Local Authority spending is subject to high levels of 
scrutiny w

hich lim
its risk taking.

• 
G

reater synergy and integration is required across 
the Island’s tow

ns/villages and their respective Local 
Authorities. 

• 
Increased w

orking from
 hom

e has led to new
 

opportunities including the possibility to encourage 
people to rem

ain in tow
n centres and w

ork in co-
w

orking environm
ents. 
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C
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b
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p
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0
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b
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reat 

com
m

unities 

0
2

Strong
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d

iverse 
econom

y

0
3

Lead
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job
 creation 

0
4

C
onsistent 

w
ith clim
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chang

e p
lan

0
5Local first 

ap
p

roach

0
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A
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U
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R
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A
N

A
G

EM
EN

T
1.1.1  

Transform
 U

nd
erused

 and
  

 
V

acant Sp
aces

1.2  
Invig

orate H
ig

h Streets &
   

 
Catalyse V

ib
rancy 

1.3  
Encourag

e Tow
n C

entre First  
 

Reg
eneration

1.4  
Im

p
rove Tow

n Centre A
ccessib

ility 

1.5  
Im

p
lem

ent Strateg
ic Planning

  
 

Policy  

1.6 
Encourag

e Sustainab
le Practices 

1.7  
Im

p
rove C

ollab
oration to

 
M

axim
ise Business Potential

1.8  
Enab

le Place Prom
otion and

   
 

Brand
ing

EN
TER

PR
ISE &

CO
N

SU
M

ER
 EX

PER
IEN

CE
2.2.1 

Encourag
e Consum

er  
 

 
Choice

2.2  
Red

uce Barriers to Business 

2.3  
Foster Entrep

reneurship

2.4  
Sup

p
ort A

d
ap

tation to M
eet   

 
C

onsum
er D

em
and

2.5  
U

tilise D
ata-led

 D
ecision  

 
 

M
aking

 

2.6  
Enab

le Businesses to Im
p

rove  
 

Service Q
uality

2.7  
Stim

ulate the Provision of  
 

 
Entertainm

ent and
 Leisure  

 
 

Facilities

LO
CA

L EM
PO

W
ER

M
EN

T
&

 PA
RTN

ER
SH

IPS
3.3.1  

D
evelop

 Effective Tow
n  

 
 

Partnership
s 

3.2  
Em

p
ow

er Local  
 

 
A

uthorities by Creating
  

 
 

N
ew

 Fund
ing

 Routes

3.3 
Em

p
ow

er Stakehold
er  

 
 

Partnership
s throug

h  
 

 
D

esig
nated

 Resource

3.4  
C

reate O
p

en and
 C

lear  
 

 
C

om
m

unication C
hannels

3.5  
D

rive C
om

m
unity  

 
 

Eng
ag

em
ent

This strateg
y w

ill result in increased
 tow

n centre footfall, red
uced

 hig
h street vacancy rates, 
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These strategic goals are aim
ed at addressing key 

challenges and grasping opportunities. 

The strategic goals, objectives and actions have been 
developed follow

ing the strategic analysis undertaken 
and a thorough ranking and evaluation process. This 
process involved the engagem

ent of the Executive 
Boards of Business Isle of M

an and Visit Isle of M
an and 

an exploration of external m
arket forces, w

ider industry 
trends and, in certain circum

stances, U
K G

overnm
ent 

policy, as noted below
. 

N
um

erous U
K strateg

ies and
 

p
olicies w

ere review
ed

 p
rior to 

the d
evelop

m
ent of this strateg

y’s 
strateg

ic g
oals and

 actions 
includ

ing
:

• 
The U

K G
overnm

ent’s “Build Back Better 
H

igh Streets” policy paper w
hich states 

“com
m

unities are at the heart of place-
m

aking; w
here a m

ix of com
m

ercial and 
residential uses com

plem
ent each other; 

and w
here businesses large and sm

all feel 
w

elcom
e”.

• 
Scotland’s “G

etting the Right Change – 
retail strategy for Scotland” w

hich outlines 
several principles that are relevant to this 
strategy, including the im

portance of place 
and the identity and purpose that places can 
engender.  

• 
The H

igh Street Task Force Annual Report 
2022-23 w

hich describes local partnerships as 
key to unlocking high street potential.

Six strateg
ic 

g
oals have 

b
een p

rioritised
 

accord
ing

 to:

1. 
The significance 
of the opportunity 
or challenge they 
address.

2. 
The expected 
effectiveness of 
D

epartm
ent for Enterprise 

led initiatives in catalysing 
positive change.
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CTIO
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S  

The actions outlined in the Strategy w
ill be further 

prioritised throughout the im
plem

entation phase 
based on feedback, anticipated effectiveness, 
additional consultation, and resource availability.  
Actions w

ill be either: 

• 
Encom

passed in the D
epartm

ent for Enterprises 
on-going activities. 

• 
Introduced via new

 or expanded support 
schem

es.  

• 
Supported by specific resourcing. 

• 
Supported by the D

epartm
ent for Enterprise to 

w
ork w

ith other stakeholders and G
overnm

ent 
D

epartm
ents to develop policy. 

U
ndertaken in collaboration betw

een the 
D

epartm
ent for Enterprise and other G

overnm
ent 

departm
ents and stakeholders.

CO
N

TIN
G

EN
CY 

PLA
N

 
As detailed in the “Targets and M

onitoring” section 
of this docum

ent, this Strategy recom
m

ends 
that the initiatives proposed in the Strategy are 
review

ed 18-24 m
onths after their com

m
encem

ent. 
This w

ill provide an opportunity for outcom
es to 

be evaluated and assessed against each strategic 
goal. The possible contingency plan detailed w

ithin 
the table relate to a course of action that could be 
taken if the initiatives launched do not have the 
im

pact required. 

31

This Stra
teg

y recom
m

end
s tha

t the 
initia

tives p
rop

osed
 a

re review
ed

 18-
24 m

onths a
fter their com

m
encem

ent.

*
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PILLA
R

 1:  
IN

FR
A

STR
U

CTU
R
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CE M
A

N
A

G
EM

EN
T

Infrastructure and Place M
anagem

ent involves creating and m
aintaining physical assets and urban spaces to provide 

an attractive environm
ent for businesses, residents, and visitors. The strategic goals that relate to this pillar 

include those focussed on strategic planning policy, enhancing underutilised and vacant prem
ises, im

plem
enting 

dynam
ic public realm

 interventions, and catalysing public realm
 im

provem
ents, all of w

hich contribute to a 
vibrant local econom

y.

STR
A

TEG
IC 

G
O

A
L 

O
BJECTIV

ES
A

CTIO
N

S 

1.1 
Transform

 
U

nd
erused

 and
 

V
acant Sp

aces

a. 
Re-purpose and 
incentivise the use of 
vacant buildings and 
underutilised tow

n centre 
sites. 

b. 
D

evelop m
echanism

s and 
policy that encourages 
property ow

ners to fill 
em

pty units, reducing 
long-term

 vacancies.

c. 
Reduce high-street 
vacancy rates to increase 
diversity and support 
non-retail high street 
enterprises. 

1. 
Support collaboration to fill underutilised 
spaces including betw

een property ow
ners, 

start-ups, independent retailers and social 
enterprises. Catalyse com

m
unity-led em

pty 
space activation projects, such as pop-up 
shops, art displays, and exhibitions to bring 
long-term

 vacant com
m

ercial units into use.

2. 
D

evelop specific support m
echanism

s to 
m

ake upper floors in high street properties 
m

ore usable and, in certain circum
stances, 

convert upper floor units to residential 
accom

m
odation. 

3. 
Support increased provision of leisure 
infrastructure. Fulfilling consum

er dem
and 

and supporting the goal of increasing the 
econom

ically active population.

4. 
Encourage the use of visual assets to 
im

prove appearance and appeal of vacant 
prem

ises. 

CO
N

TIN
G

EN
CY PLA

N
: 

Consider alternative m
echanism

s, including policy 
and legislation that could be used to discourage 
landlords from

 neglecting prem
ises and leaving 

units em
pty for long periods. Policy could 

differentiate betw
een engaged and unresponsive 

landlords and prem
ises that are vacant for an 

unacceptable period of tim
e could be sold via 

com
pulsory auction. The U

K has a m
echanism

 
to address this issue w

hich places a 12-m
onth 

m
inim

um
 occupancy requirem

ent on new
 ow

ners 
of units bought through com

pulsory auctions.  

1.2 
Invig

orate 
H

ig
h Streets 

&
 Catalyse 

V
ib

rancy

a. 
Create and support a 
dynam

ic and vibrant 
tow

n centre area 
by incentivising 
events, activities 
and im

provem
ents to 

aesthetics, driven by local 
authorities, business and 
com

m
unity groups.

1. 
U

tilise schem
es such as the D

om
estic Event 

Fund to support events, m
arkets and other 

related initiatives, that stim
ulate high street 

footfall, and encourage longer dw
ell tim

es. 

2. 
M

ake events easier to hold; explore changes 
relating to event licensing and planning 
perm

ission requirem
ents. 

3. 
Incentivise and support im

provem
ents to the 

public realm
 w

ith the aim
 of encouraging 

private sector investm
ent.

4. 
Encourage and prom

ote extended and m
ore 

flexible opening hours on the Island’s high 
streets. 

5. 
Support the developm

ent of new
 attractions 

in tow
n centres, including those that involve 

the creative and cultural sectors, providing 
additional reasons for people to visit and 
spend tim

e in high streets. 

CO
N

TIN
G

EN
CY PLA

N
: 

Consider greater public sector involvem
ent in 

coordinating and initiating in-tow
n events and 

investm
ent in attractions. 

Assess w
hether G

overnm
ent intervention is 

required to encourage the provision and creation 
of suitable units. 

1.3 
Encourag

e 
Tow

n Centre 
Reg

eneration

a. 
Im

prove regeneration 
m

echanism
s to ensure 

tow
n centre buildings and 

civic am
enities m

eet the 
needs of local businesses 
and consum

ers. 

b. 
Im

prove m
echanism

s for 
m

aintaining and adapting 
our tow

n centres into 
attractive and inviting 
environm

ents to visit, 
w

ork, and live.

c. 
Address the historic lack 
of regeneration funding 
in the Isle of M

an w
hich 

has led to a decline in 
tow

nscape quality in 
som

e areas.

1. 
Relaunch an updated Tow

n and Village 
Regeneration Schem

e. 

2. 
Collaborate w

ith D
O

I and Local Authorities 
regarding future regeneration w

orks to 
ensure businesses are involved early in 
decision-m

aking processes. 

3. 
Attract private sector investm

ent into Tow
n 

Centres to fill leisure gaps and m
eet business 

unit requirem
ents. 

4. 
Incentivise the regeneration of public spaces 
including public streets, squares, and parks.
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1.4 
Im

p
rove 

Tow
n Centre 

A
ccessib

ility

a. 
Review

 current 
accessibility in tow

n 
centres focusing on 
the provision of public 
and private transport 
routes, ensuring they 
are m

axim
ised for ease 

of access to im
prove 

connectivity. 

b. 
Support the achievem

ent 
of the Island Plan goal of 
creating a w

ell-connected 
Island w

here streets and 
places are inclusive, easy 
to navigate, safe, and 
healthy.

c. 
W

ork in a m
anner that is 

consistent w
ith the Isle of 

M
an Clim

ate Change Plan 
2022-27.

1. 
Launch schem

es to support tow
n centre 

projects that address the Island’s 
environm

ental and sustainability related 
objectives such as car charging points 
and cycling facilities. Ensure schem

es are 
aligned to existing car parking/active travel 
strategies.

2. 
Ensure parking provision is appropriate and 
sufficient through regular parking review

s 
and studies. 

3. 
Prioritise the support of accessible built 
environm

ent features by, for exam
ple, 

tackling insufficient drop kerbs and poor 
pavem

ent conditions and reducing road and 
pavem

ent contrasts.

4. 
Support policy that m

akes the tow
n centre 

m
ore w

alkable, accessible, and signposted.  

1.5 
Im

p
lem

ent 
Strateg

ic 
Planning

 Policy 

a. 
Ensure appropriate 
planning policy is in 
place to facilitate the 
application of a tow

n 
centre first approach 
to developm

ent and to 
ensure retail, leisure, 
and hospitality is 
concentrated in tow

n 
centres w

here possible. 

b. 
D

evelop planning policy 
that provides for changing 
consum

er and business 
dem

ands and leads to 
future-ready high streets. 

c. 
Boost footfall and fill 
vacant prem

ises in tow
n 

centres and high streets.

1. 
Review

 planning policy that relates to the 
change of use of high street properties. 
Evaluate:

- perm
itted developm

ent rights to allow
 

changes from
 retail to leisure

- policies that prevent the conversion of 
upper floor retail and hospitality units to 
residential property. 

2. 
Support planning policy that encourages 
the relocation of key services (education, 
healthcare, and civic am

enities) into the 
tow

n centres. 

3. 
Ensure the enforcem

ent of planning policies, 
such as strategic policy 9 and Business 
Policy 5, w

hich lim
its out of tow

n retail are 
strongly enforced.

4. 
Review

 planning policy related to tem
porary 

event licensing to reduce the difficulty 
of holding tow

n centre events and the 
perm

issibility of leisure focussed businesses 
on the high street. 

1.6 
Encourag

e 
Sustainab

le 
Practices

a. 
Transform

 tow
n 

centres w
hilst m

indful 
of environm

ental 
responsibilities including 
sustainable transport 
initiatives, cutting 
transport pollution in 
high streets, cham

pioning 
energy-efficient 
construction, sustainable 
urban regeneration and 
prom

oting cleaner and 
healthier environm

ents 
for all. 

b. 
W

ork undertaken to fulfil 
the Vision of this Strategy 
should contribute 
effectively tow

ards the 
Isle of M

an’s plan to reach 
net zero em

issions by 
2050 and be in line w

ith 
our status as a biosphere 
nation.

1. 
Prom

ote existing G
overnm

ent schem
es 

to support investm
ent that w

ill lead to 
long-term

 cost savings and im
proved 

environm
ental practices through stakeholder 

engagem
ent and outreach. 

2. 
Ensure the deliverables detailed in the 
Isle of M

an Clim
ate Change Plan 2022-2027 

influence the application of this Strategy 
and im

pact the developm
ent of all related 

initiatives.

3. 
Ensure any new

 schem
es developed to 

m
eet the goals detailed in this strategy 

have sustainable practices at their core 
through the considered evaluation of the 
delivery m

echanism
s proposed and outcom

es 
expected. 

1.7 
Im

p
rove 

Collab
oration 

to M
axim

ise 
Business 
Potential

a. 
Support local businesses 
to m

axim
ise footfall and 

revenues throughout 
the year and to take 
advantage of peak footfall 
periods and visitor spend. 

1. 
W

ork w
ith Trader Associations and other 

stakeholders to establish solutions to 
expand opening hours and im

prove their 
predictability. 

2. 
Collaborate w

ith Visit Isle of M
an to raise 

aw
areness of coach trips, cruise visits, and 

other key tourism
 events that businesses can 

target and cater for. 

3. 
Support the developm

ent of a calendar of 
events to be held across the Island that w

ill 
im

prove the vibrancy of local areas, attract 
people into tow

n centres, and provide 
opportunities for creative and innovative 
retail, leisure and hospitality businesses. 
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1.8 
Enab

le Place 
Prom

otion and
 

Brand
ing

a. 
Encourage and incentivise 
stakeholders to invest 
in place m

arketing, 
prom

otion, and branding 
and to raise aw

areness of 
the unique selling points 
of each tow

n and urban 
area. 

b. 
Encourage the prom

otion 
of tow

ns and urban areas 
as distinctive attractions 
in their ow

n right. 

1. 
Assist relevant stakeholders including 
businesses, local authorities, and com

m
unity 

groups to identify and advertise the unique 
selling points and core values of their 
respective tow

ns and urbans areas to build 
distinctive visitor propositions. This m

ay 
involve prom

oting features such as historical 
landm

arks, cultural attractions, natural 
beauty, local businesses, or com

m
unity 

events.

2. 
Continue to review

 the Tow
n Audit 

reports produced to inform
 this Strategy 

in preparation for the developm
ent of 

D
epartm

ent and Agency program
m

es and 
annual activity schedules; take advantage 
of “quick w

ins” and ensure initiatives are 
supportive of recom

m
endations w

here 
possible. 

3. 
Continue to undertake “Shop Local” 
cam

paigns and m
arketing activities to raise 

aw
areness of the variety of local retail, 

leisure, and hospitality business on the 
Island. 

PILLA
R

 2:  
EN

TER
PR

ISE &
 CO

N
SU

M
ER

 EX
PER

IEN
CE

Enterprise and Consum
er Experience w

ill support the Local Econom
y Strategy by nurturing innovation and 

entrepreneurship w
hile focusing on delivering products, services and experiences on-Island that are tailored to 

m
eet consum

er needs.

STR
A

TEG
IC 

G
O

A
L 

O
BJECTIV

ES
A

CTIO
N

S 

2.1 
Encourag

e 
Increased

 
Consum

er 
Choice

a. 
Stim

ulate high street 
transition in support of 
the Island’s am

bition to 
attract a younger, diverse 
population.  

b. 
Identify products, 
services, and brands 
that w

ould appeal to 
existing and potential 
Island residents and are 
com

plem
entary to the 

existing local business 
ecosystem

. 

c. 
Catalyse diversity in the 
night-tim

e econom
y and 

support businesses in 
their efforts to attract 
custom

ers.  

1. 
Support local businesses to provide the 
products and brands that are currently 
underrepresented on the Isle of M

an and to 
satisfy the dem

and for brands and products 
evidenced in the public consultation 
undertaken to inform

 this strategy.

2. 
Introduce schem

es that support the 
econom

ic strength of the night-tim
e 

econom
y and encourage variety and vibrancy 

in this sub-sector.

3. 
In recognition of their im

portance, prioritise 
engagem

ent w
ith anchor tenants and ensure 

they are aw
are of the support schem

es 
available to them

.   

CO
N

TIN
G

EN
CY PLA

N
: 

Benchm
ark the Isle of M

an’s retail, hospitality, 
and leisure offerings against com

parable areas to 
determ

ine the extent to w
hich local businesses 

are creating a m
ore varied, and com

plete retail 
offering and underrepresented brands and 
products are becom

ing m
ore w

idely available.  

Adjust schem
es and prom

otional activity if 
the desired outcom

es have not been achieved; 
consider refocussing to attract non-local 
businesses to achieve m

ore choice through the 
increased presence of m

ultiples. 
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2.2 
Red

uce Barriers 
to Business

a. 
Alleviate obstacles to 
business operations 
including Isle of M

an 
specific challenges.

b. 
Support business 
transition to enable 
businesses to provide 
services in high street 
locations. 

c. 
Ensure G

overnm
ent 

processes are efficient. 

d. 
Incentivise investm

ent in 
technology.

e. 
Reduce staffing related 
challenges.  

1. 
Incentivise landlords and business ow

ners 
to m

odernise retail, hospitality, and leisure 
prem

ises. Support businesses to invest 
in their interiors to enhance custom

er 
experience, im

prove service quality, 
m

odernise their stores, rejuvenate their 
brand assets, im

prove their environm
ental 

and econom
ic sustainability, and enhance 

the aesthetic appeal of their stores, 
hospitality venues, and leisure facilities. 

2. 
Rem

ove key obstacles to grow
th and 

innovation such as banking services, 
paym

ent providers and access to funding.

3. 
Im

prove G
overnm

ent led stakeholder 
com

m
unication and ensure processes related 

to relevant services, such as planning and 
grant support, are efficient and understood.  

4. 
Provide support for businesses to invest 
in digital and technological infrastructure 
providing opportunities for im

proving 
custom

er service and increasing efficiencies. 

5. 
Lead cam

paigns and launch initiatives to 
alleviate staffing challenges during peak 
tim

es and to prom
ote careers in retail, 

leisure, and hospitality. 

CO
N

TIN
G

EN
CY PLA

N
: 

Increase the accountability of financial service 
providers to ensure businesses that are essential 
to a thriving local econom

y are effectively 
served. 

Consider launching schem
es aim

ed at com
bining 

units or redeveloping brow
nfield sites to create 

units that m
atch the requirem

ents of m
odern 

retailers and leisure sector businesses.   

Sup
p

ort b
usinesses to invest in 

their interiors to enha
nce custom

er 
exp

erience, im
p

rove service q
ua

lity, 
m

od
ernise their stores...

*

2.3 
Foster 
Entrepreneurship

a. 
Create and support 
an entrepreneurial 
environm

ent w
ithin the 

tow
n centres allow

ing 
new

 and diversifying 
businesses to innovate.

1. 
Create opportunities for m

icro businesses 
and start-ups that w

ill re-energise and 
revitalise underutilised and vacant spaces. 

2. 
Repurpose vacant high street units through 
the creation of innovative incubator spaces 
that attract and em

pow
er a new

 generation 
of local entrepreneurs.

3. 
Increase support for businesses seeking to 
build on their experience in D

epartm
ent 

for Enterprise schem
es such as the M

icro 
Business G

rant Schem
e. 

2.5 
U

tilise D
ata-led

 
D

ecision M
aking

a. 
Create, support, and 
provide data, including 
consum

er insights, to 
businesses to enable 
them

 to m
ake inform

ed 
decisions and identify 
and capitalise on 
opportunities in the 
local econom

y through 
inform

ed decision-
m

aking. 

1. 
Provide regular data extract reports to local 
businesses w

hich include key m
etrics such as 

footfall, vacancy rates, and dem
ographics to 

support decision-m
aking. 

2. 
Collect, collate, and publish benchm

arking 
and com

parative analysis data w
hich provide 

insights into the characteristics of M
anx 

residents. 

3. 
D

evelop a regular high street spending 
survey.

4. 
W

here possible, collate and store data in a 
local econom

y data depository. 

2.4 
Sup

p
ort 

A
d

ap
tation to 

M
eet Consum

er 
D

em
and

a. 
Enable tow

n centre 
businesses to adapt to 
changes in consum

er 
preferences, and plan for 
future consum

er habits. 

1. 
Encourage grow

th in high street 
diversification and rise in experience based 
high street retail or leisure. 

2. 
Facilitate the provision of business advice 
w

hich w
ill allow

 local businesses to assess 
opportunities and react to changes in 
consum

er preferences and spending habits.
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2.6 
Enable 
Businesses to 
Im

prove Q
uality 

of Service

a. 
Support businesses to 
im

prove the quality of 
service they provide. 

1. 
Facilitate the provision of training services 
to ensure staff can offer high standards 
of custom

er service, are know
ledgeable, 

skilled, and m
otivated. 

2. 
Support businesses in attracting high calibre 
em

ployees. 

2.7 
Stim

ulate the 
Provision of 
Entertainm

ent 
and

 Leisure 
Facilities

a. 
Provide a pathw

ay for 
entertainm

ent and 
leisure businesses, and 
those seeking to build 
relevant prem

ises and 
infrastructure, to invest 
effectively.

1. 
Com

plete a review
 of large-scale vacant 

sites to determ
ine the viability of investm

ent 
and the likelihood of entrepreneurship. Take 
subsequent action to address any issues 
identified and encourage developm

ent.  

2. 
D

e-risk entrepreneurship through schem
es 

that include underw
riting and / or capital 

cost reduction provisions. All investm
ent 

to be evaluated through targets and key 
perform

ance indicators including footfall and 
new

 openings.

PILLA
R

 3:  
LO

CA
L EM

PO
W

ER
M

EN
T &

 PA
R

TN
ER

SH
IPS

Local Em
pow

erm
ent w

ithin the Local Econom
y Strategy focuses on bringing vibrancy to tow

n centres and high 
streets through the provision of dedicated resources, new

 funding routes, support for effective local partnerships 
and m

echanism
s to allow

 increased com
m

unity involvem
ent in decision-m

aking.

STR
A

TEG
IC 

G
O

A
L 

O
BJECTIV

ES
A

CTIO
N

S 

3.1 
D

evelop
 

Effective Tow
n 

Partnership
s

a. 
Am

plify the value of local 
trader groups, ensuring 
local stakeholders are 
given greater pow

er 
in the decision-m

aking 
process and are able to 
be active drivers of tow

n 
centre developm

ent.

1. 
Provide targeted support to develop, launch 
and strengthen partnerships and stakeholder 
netw

orks. 

2. 
Take action through outreach and 
engagem

ent to ensure the Island’s eight 
largest econom

ic areas are represented by 
local partnerships: supporting collaboration 
and com

m
unication. 

3. 
Review

 the dem
and for the introduction 

of Business Im
provem

ent D
istricts or Tow

n 
Boards and assess w

hat regulatory changes 
w

ould be required to facilitate these.

CO
N

TIN
G

EN
CY PLA

N
: 

Introduce new
 organisations and partnership 

initiatives, such as Tow
n Boards, w

hich m
ay 

reflect the Executive Agency Board m
odel and are 

retail, hospitality, and leisure sector focussed. 

3.2 
Em

p
ow

er Local 
A

uthorities by 
Creating

 N
ew

 
Fund

ing
 Routes

a. 
Encourage and m

otivate 
local leadership

b. 
Em

pow
er and instil 

ow
nership am

ongst 
stakeholders.  

1. 
Create new

 funding routes, and enhance 
existing schem

es, such as the D
om

estic 
Event Fund, to provide the financial backing 
that w

ill enable Local Authorities to action 
and im

plem
ent projects that deliver 

im
provem

ents to tow
n centres and high 

street areas.

CO
N

TIN
G

EN
CY PLA

N
: 

M
aintain support levels or engage Local 

Authorities to determ
ine the structural and 

organisational changes that m
ay be required to 

ensure available funds are spent effectively and 
processes are efficient.  
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3.3 
Em

pow
er 

Stakeholder 
Partnerships 
through 
D

esignated
 

Resource

a. 
Im

prove the planning 
and coordination of tow

n 
centre focussed events 
across the Island to 
ensure they com

plem
ent 

and not com
pete w

ith 
each other. 

b. 
M

axim
ise the positive 

im
pact of stakeholder 

collaboration and the 
generation of new

 ideas.  

1. 
Support the introduction of Island-w

ide 
Tow

n Centre M
anagers to coordinate groups, 

initiatives and events across the Island. 

2. 
Tow

n Centre M
anagers w

ould constitute a 
dedicated resource that w

ould be utilised in 
the planning and running of events, w

ould 
liaise w

ith m
ultiple stakeholder groups, 

com
m

unicate w
ith businesses and residents 

and feedback to G
overnm

ent. 

3.5 
D

rive Com
m

unity 
Engagem

ent

a. 
Prom

ote local identity, 
civic pride, and social 
buy-in.

b. 
Encourage com

m
unity 

ow
nership and 

com
m

unity-led high 
street initiatives. 

1. 
Enable and facilitate com

m
unity-

led initiatives in high streets, such as 
com

m
unity m

arkets, cultural events, and art 
installations.

2. 
Actively prom

ote a sense of social identity 
and pride am

ong residents by supporting and 
encouraging com

m
unity-driven projects and 

com
m

unity-led developm
ents. 

3. 
Provide fram

ew
orks and pathw

ays for 
greater com

m
unity involvem

ent in decision-
m

aking and the identification of com
m

unity 
needs; aim

ing to reach stakeholder 
consensus and to provide a platform

 for 
all stakeholders, including com

m
unity 

groups, G
overnm

ent D
epartm

ents and Local 
Authorities, to deliver agreed program

m
es.

3.4 
Create O

p
en 

and
 Clear 

Com
m

unication 
Channels

a. 
Create an environm

ent 
w

here com
m

unication 
betw

een governm
ent, 

businesses, and 
consum

ers is open and 
constructive.

1. 
Build on the w

ork com
pleted by the Local 

Business G
row

th Executive w
ithin Business 

Isle of M
an, to create an open door into the 

Isle of M
an G

overnm
ent and reach previously 

unengaged business ow
ners.  

2. 
Facilitate the creation of new

 groups and 
industry bodies w

here representation 
is currently lacking to ensure tw

o-w
ay 

com
m

unication channels. 
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0
8

IM
P

LEM
EN

TA
TIO

N

1. 
G

uiding Principles:  
W

ork undertaken and initiatives developed to 
im

plem
ent this strategy should be com

pleted in 
a m

anner that is consistent w
ith this strategy’s 

guiding principles. 

2. 
Integrated G

overnm
ent:  

Several of the actions this strategy proposes 
require the support and collaboration of other 
G

overnm
ent Departm

ents and the exchange 
of inform

ation and ideas. The Departm
ent for 

Enterprise w
ill endeavour to w

ork w
ith other 

G
overnm

ent Departm
ents to com

m
unicate the 

strategy’s strategic goals and to gain their support 
in im

plem
enting initiatives and fulfilling objectives. 

3. 
A

daptable Im
plem

entation  
and Local A

uthority Em
pow

erm
ent:  

As detailed in the consultation and engagem
ent 

section, the Tow
n Audit Reports produced to 

inform
 this strategy highlighted the significant 

differences that exist betw
een tow

ns and urban 
areas across the Isle of M

an. The actions proposed 
w

ithin this Strategy provide m
echanism

s and 
structures for businesses, stakeholders and Local 
Authorities to address the challenges they face and 
seize opportunities. They do not im

pose solutions 
on stakeholders, including Local Authorities, or 
advocate for rigid restrictions regarding the specific 
projects they undertake or the nature of the 
solutions they im

plem
ent. 

4. 
M

onitoring and Feedback:  
Progress w

ill be m
onitored against the targets 

detailed in the Targets and M
onitoring section of 

this strategy and the initiatives, schem
es, and 

projects that stem
 from

 the proposed actions w
ill 

be adjusted according to feedback and as per their 
effectiveness. W

hile this strategy’s strategic goals 
w

ill rem
ain the sam

e, stakeholder feedback w
ill 

inform
 the im

plem
entation of this strategy and the 

criteria and characteristics of initiatives, schem
es, 

and projects. The guidance of the Business Isle of 
M

an Board w
ill be instrum

ental in this process. 

5. 
Short-term

 and long-term
 O

bjectives:  
W

hile several of the schem
es, projects, and 

initiatives that are introduced or expanded as 
a result of this strategy w

ill enable investm
ent 

w
ithin a relatively short-tim

e fram
e, adapting and 

developing cross-governm
ental policy and updating 

and m
odernising infrastructure and physical 

assets w
ill require m

ore tim
e. W

here physical 
infrastructure is concerned, sustained investm

ent, 
and regular m

aintenance is required over a longer 
period of tim

e to ensure our high streets and tow
n 

centres have a high-quality offering.

Several principles w
ill inform

 and influence the im
plem

entation of this strategy:

IM
PLEM

EN
TA

TIO
N

 PR
IN

CIPLES 

The Isle of M
an has som

e w
ell-established and 

professionally m
anaged Trader G

roups and Cham
bers of 

Com
m

erce w
ho m

eet regularly to discuss local issues 
and opportunities. There are, how

ever, businesses 
in certain localities that do not have access to such 
organisations, resulting in a lack of dialogue, poor 
com

m
unications, and a lack of aw

areness regarding 
events, activities, and schem

es, w
hether they are 

public or private sector led. It is im
perative that each 

retail area has a proactive and engaged group of local 
representatives that can cham

pion initiatives and bring 
forw

ard change. 

Features and focus areas for these existing and new
 

partnerships could be:

• 
Support w

ith the developm
ent of events and 

funding bids.

• 
Enabling access to Local Econom

y funding 
schem

es.

• 
Support Local Authorities and include 
representation from

 M
H

Ks, D
epartm

ent for 
Enterprise, and Tow

n Clerks etc. 

• 
Tow

n Boards should be responsible for developing 
‘Tow

n Visions’ and tim
e-bound plans. 

• 
Tow

n Boards could be supported by additional 
m

anagem
ent resources. 

All of the Island’s urban areas are distinct and have 
their ow

n character, heritage, and tow
nscapes. 

D
ouglas, for instance, has a strong retail offering 

w
ith large m

ulti-national chains yet lacks both leisure 
venues and a strong traders association to drive 
events. Castletow

n has a thriving leisure offering 
but the tow

n has experienced poor footfall figures at 
certain tim

es and m
any retailers feel disconnected 

from
 other stakeholders. 

This strategy has an adaptable im
plem

entation plan. 
W

hile the strategy presents a single vision, it is 
im

perative that individual stakeholders have a say 
in the future of their urban areas and high streets. 
The initiatives this strategy w

ill result in w
ill provide 

businesses w
ith the tools to initiate positive change in 

a m
anner that is suited to their areas.
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R
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CE CO
N
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ER

A
TIO

N
S

The proposed funding routes and schem
es have been 

guided by the analysis undertaken to inform
 this Strategy 

and a review
 of relevant existing and previous schem

es 

Feedback relating to this strategy’s goals and objectives 
w

ill determ
ine:

• 
The intended outcom

es of each of these schem
es and 

associated targets.

• 
The criteria that applicants are required to m

eet for 
accessing any related grant funding. 

• 
M

onitoring and control processes.

• 
The investm

ent projects or expenditure that grant 
funding could be utilised for.

• 
The resources required for the adm

inistration of these 
schem

es and the related adm
inistrative processes. 

Exam
ple characteristics, challenges, and 

opportunities related to a num
ber of the Island’s 

m
ost significant urban centres are:

Peel

• 
Possibility to invest and im

plem
ent m

arketing activities 
to prom

ote Peel as a cultural and historic centre. 

• 
Significant im

provem
ent requited to M

ichael Street 
(poorly m

aintained properties &
 em

pty shops).

• 
O

pportunity to provide support to establish traders 
group and increase com

m
unication/engagem

ent.

Ram
sey

• 
Focus on creating a new

 ‘heart of the tow
n’ 

project to raise the quality of M
arket Place.

• 
Prom

ote independent shops and local businesses as 
Ram

sey’s key characteristics.

• 
Address long-term

 vacant sites on Parlim
ent Street 

and W
est Q

uay.

Laxey

• 
Im

proved signage and 
connections betw

een upper 
and low

er Laxey. 

• 
Ensure visitor attractions are 
consistently m

aintained to 
sustain or increase footfall.

O
nchan

• 
Launch or expand support for 
im

provem
ents to shopfronts 

and building facades.

• 
Look tow

ards increased 
leisure provision for larger 
resident population and 
visitors (possibly invest in 
O

nchan Park).

D
oug

las

• 
Focus on im

proving variety and choice across 
the retail, hospitality, and leisure sectors, 
building on city status. 

• 
O

pportunity to increase leisure provision and 
businesses in the heart of D

ouglas. 

• 
Support greater stakeholder leadership in 
D

ouglas increasing engagem
ent w

ith local and 
national retailers.

Port Erin

• 
O

pportunity to continue to build 
its leisure and visitor offering 
through investm

ent in facilities 
and am

enities.

• 
Launch initiatives to address 
Church Street dilapidation. 

Port St M
ary

• 
Increased m

arketing 
support and liaison w

ith 
Visit Isle of M

an w
ould 

enable traders to take 
advantage of visitor 
footfall.

Castletow
n

• 
Support is required to repurpose landm

ark vacant buildings. 

• 
Potential to prom

ote the tow
n as a hub for events and 

activation initiatives.

• 
Build on the w

ork undertaken to enable start-up businesses.
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1. 
W

ork undertaken and initiatives developed to 
im

plem
ent this strategy should be com

pleted in 
a m

anner that is consistent w
ith this strategy’s 

guiding principles. 

2. 
Expansion of existing schem

es, or creation of a 
new

 schem
e, to include dom

estically focussed 
sectors, providing scope for the im

provem
ent of the 

Island’s retail, leisure, and hospitality offering via 
investm

ent in equipm
ent, fixtures and fittings and 

the upgrading of furnishings. 

3. 
The introduction of new

 schem
es, or the extension 

of existing schem
es, to cover support for technology 

and efficiency related businesses im
provem

ents. 
These m

ay include training related investm
ents, 

investm
ent in point-of-sale equipm

ent, digital 
services such as accounting softw

are, investm
ent in 

digitalisation and the m
odernisation of electricity 

reliant equipm
ent. 

4
. 
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 c
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o
u
p
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. This fund 

w
ill reduce the risk of innovation and w

ill allow
 

stakeholder organisations to trial and test new
 

concepts or ideas. Such a fund has the potential to 
breathe new

 life into the Island’s high streets and to 
contribute considerably to achieving this strategy’s 
strategic goals. 

This fund w
ould also offer Local Authorities the 

opportunity to fund additional personnel such as 
Tow

n Centre m
anagers w

ho w
ould support event 

planning, coordinate and facilitate trader groups, 
com

plete projects to increase the visual appeal of 
high streets and encourage vibrancy. 

The establishm
ent of financial support schem

es 
that w

ould catalyse the developm
ent of “Tow

n 
Visions” for each of the Island’s key urban 
centres and w

ould provide for the creation of 
Com

m
unity-led Tow

n Boards. This fund could be 
utilised for adm

inistrative support, to assist w
ith 

the cost of com
m

unity engagem
ent activities, to 

enable consultancy and allow
 for research to be 

undertaken.

This schem
e could also support an increase in the 

m
arketing and prom

otional activities undertaken by 
Tow

n Boards and localised Trader G
roups. Funding 

w
ould provide for the developm

ent of distinctive 
m

arketing assets and selling points, preventing 
areas from

 com
peting directly for visitors seeking 

sim
ilar experiences and enabling the creation of 

diverse, Island-w
ide retail, hospitality, and leisure 

sectors. 

5. 
The extension and broadening of the Dom

estic 
Event Fund, to stim

ulate, catalyse and derisk 
events that stim

ulate high street footfall and 

The Departm
ent for Enterprise, Enterprise Support Team

 m
anages a range of funding routes that provide direct 

support to businesses operating in the local econom
y. Although num

erous support schem
es are available to local 

businesses, feedback has indicated that businesses, and other stakeholders, w
ould benefit from

 the w
idening of the 

scope of these schem
es. The expansion of certain schem

es, w
hich are currently adm

inistered according to relatively 
tight guidelines, to allow

 businesses w
ithin the retail, hospitality, and leisure sectors to scale-up, try new

 concepts and 
adapt their offerings w

here required, could lead to a m
uch m

ore dynam
ic local econom

y w
hich offers the goods and 

services M
anx residents, prospective residents, and visitors are seeking. 

PR
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Business Isle of M

an w
ill lead the im

plem
entation of this 

Strategy, liaising w
ith stakeholders and benefiting from

 
the political oversight of the D

epartm
ent for Enterprise 

Political M
em

bership and private sector feedback via the 
Business Isle of M

an Board. 

After an 18 to 24-m
onth period, an assessm

ent w
ill be 

m
ade regarding the suitability of this Strategy’s defined 

actions and their success in achieving its goals. This 
assessm

ent w
ill be undertaken by Business Isle of M

an and 
w

ill involve the Business Isle of M
an Board. Should any of 

the actions be deem
ed ineffective, alternate actions w

ill 
be developed and put into practice. 

48

O
U

TCO
M

ES   
This Strategy’s ultim

ate outcom
es w

ill be the 
achievem

ent of the Strategic G
oals and the 

fulfilm
ent of the Strategy’s Vision. To m

onitor 
the effectiveness of actions in achieving these 
G

oals, and ultim
ately the Strategy’s Vision, the 

D
epartm

ent for Enterprise w
ill m

onitor a series 
of m

etrics w
hich w

ill provide an indication 
as to w

hether the im
pact of the Strategy’s 

im
plem

entation is as expected. 

The fulfilm
ent of the Strategic G

oals w
ill be 

m
onitored through regular data collection including:

• 
The fulfilm

ent of the Is
la

n
d
’s

 d
e
m

o
g
r
a
p
h
ic

 t
a
r
g
e
t
s 

as detailed in the Isle of M
an Econom

ic Strategy and 
Island Plan – m

easured by Statistics Isle of M
an and 

independent surveys and research such as Consum
er 

and D
em

ographic D
ata Reporting. The Econom

ic 
D

ashboard produced by Econom
ic Advisory w

ill also 
offer an im

portant tool through w
hich to m

easure 
change and im

pact.

•
 

In
c
r
e
a
s
e
d
 f

o
o
t
f
a
ll – m

easured by footfall counters 
positioned in key locations across the Island’s urban 
centres. Additional footfall counters w

ill expand 
data visibility to the largest retail areas and high 
streets. 

•
 

R
e
d
u
c
e
d
 v

a
c
a
n
c
y
 r

a
t
e
s – m

easured by stakeholder 
engagem

ent, research and independent surveys, 
such as those carried out by the Local D

ata 
Com

pany to inform
 this Strategy (Local D

ata 
Com

pany analysis of all Island units by type and 
vacancy w

hich w
ill occur on an annual basis to 

track changes to the m
ake-up of the Island’s Local 

Econom
y). 

•
 

Im
p
r
o
v
e
d
 L

o
c
a
l E

c
o
n
o
m

y
 S

u
r
v
e
y
 s

c
o
r
e
s – m

easured 
by Local Econom

y and H
igh Street Survey w

hich w
ill 

be undertaken on a regular basis. In particular, an 
im

provem
ent in leisure and retail related m

etrics 
w

ill be sought.  

• 
The a

v
o
id

a
n
c
e
 o

f
 s

e
c
t
o
r
 e

m
p
lo

y
m

e
n
t
 d

e
c
lin

e – 
m

easured by Statistics Isle of M
an through data 

provided w
ithin the Q

uarterly Econom
ic and 

Statistical U
pdate.

• 
An im

p
r
o
v
e
m

e
n
t
 in

 t
h
e
 a

t
t
r
ib

u
t
e
s
 o

f
 t

h
e
 Is

la
n
d
’s

 

t
o
w

n
s
 a

n
d
 u

r
b
a
n
 a

r
e
a
s – m

easured by research, 
surveys, stakeholder engagem

ent and independent 
research, such as Tow

n Audit reports. 

•
 

R
e
g
u
la

r
 e

n
g
a
g
e
m

e
n
t
 a

n
d
 c

o
n
s
u
lt

a
t
io

n
 w

it
h
 

r
e
le

v
a
n
t
 s

t
a
k
e
h
o
ld

e
r
s
, such as the Isle of M

an 
G

overnm
ent Clim

ate Change Team
, w

ill allow
 the 

D
epartm

ent for Enterprise to gauge the extent 
to w

hich the im
plem

entation of this strategy 
is having a positive im

pact on the Isle of M
an’s 

decarbonisation targets.  

Regular stakeholder engagem
ent, public surveys, 

w
orkshops and outreach w

ork w
ill be undertaken to 

m
onitor progress tow

ards all strategic goals, including 
those relating to reducing barriers to business, custom

er 
choice, quality of service and adaptation. Certain 
actions w

ill be com
pleted by the delivery or am

endm
ent 

of G
overnm

ent policy, such as the review
 of relevant 

parking and planning policies.
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Exam
ple charts from

 the local econom
y survey:

H
ow

 w
ould

 you rate the follow
ing

 asp
ects of D

oug
las’s retail areas?

H
ow

 w
ould

 you rate the follow
ing

 asp
ects of D

oug
las’s retail areas out of 5?

H
ow

 often d
o you visit these typ

es of p
rem

ises in the Isle of M
an?

V
ariety of Shop

s

Retail (e.g
. clothing

 shop
s, 

sup
erm

arkets, arts &
 crafts 

shop
s, p

harm
acies)

H
osp

itality (e.g
. cafes, p

ub
s &

 
club

s, hotels, takeaw
ays)

Leisure (eg
. cinem

as, g
ym

s/
sp

orts centre, theatres, lib
raries)

Business H
ours

2.93.033.21

3.223.58

0%

0.00%

20.0 %
40.0 %

60.0 %

Very G
ood

D
aily

G
ood

W
eekly

Fair

M
onthly

Poor

Every 3 m
onths

D
on’t Know

O
nce or tw

ice a year
Less than annually / N

ever

20%
40%

60%
80%

100%

A
tm

osp
here &

 Character

A
p

p
earance/Cleanliness

Business H
ours

Pub
lic Transp

ort/Car Parking
/

A
ccesib

ility

Pub
lic Transp

ort / Car Parking

A
tm

osp
here &

 Character

A
p

p
earance/Cleanliness

V
ariety of Shop

s

YES 50.37%

20%

1.9/5
2.2/5

2.7/5

75%
26%

N
O

 49.63%
If shop

s op
ened

 later, w
ould

 you b
e m

ore 
likely to visit the hig

h street after 6p
m

?

D
o you enjoy H

ig
h 

Stree Shop
p

ing
?

Rate of the IO
M

’s Retail 
O

ffering

Peop
le should

 shop
 local to 

help
 the M

anx Econom
y

Rate of the IO
M

’s 
Leisure O

ffering

A
p

p
earance and

 
Cleanliness of Strand

 Street

Rate of the IO
M

’s 
H

osp
itality O

ffering

A
g

ree or  
Strong

ly A
g

ree
A

g
ree or  

Strong
ly A

g
ree

G
ood

 or  
Very G

ood
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D
ouglas w

as rated average for m
ost related attributes including cleanliness, accessibility, atm

osphere, and character. 
The city received a  slightly poorer score in regard to busness hours and a higher score regarding the variety of stores.

57% of respondents stated that they visited retail prem
ises on a w

eekly basis. Alm
ost 50% of respondents stated they 

visit hospitality businesses on a w
eekly basis. Les than 50% of respondents stated they visited leisure facilities on a daily, 

w
eekly, or m

onthly basis.
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Com
p

arison of M
ultip

le vs Ind
ep

end
ent p

rovid
ers

Com
p

arison of p
rem

ises typ
es - Isle of M

an vs. G
B 

0%

M
ultip

les

Isle of M
an %

C
om

p
arison

C
onvenience

Service
Leisure

M
isc.

Vacant U
nits

Ind
ep

end
ents

G
B %

20%
40%

60%
80%

100%

Isle of M
an

G
reat Britain

Fig
ure 2: N

ational Vacancy C
om

p
arison

Location
V

acancy Rate

Isle of M
an A

verag
e

(D
ecem

b
er 2023)

U
K N

ational A
verag

e
(D

ecem
b

er 2023)

N
W

 N
ational A

verag
e

(D
ecem

b
er 2023)

Isle of W
ig

ht A
verag

e
(M

arch 2024)

Jersey A
verag

e
(A

ug
ust 2023)

11.20%

14.00%

11.60%

8.80%

8.00%

Fig
ure 2: Vacancy Rate b

y Tow
n (LD

C
)

Tow
n Centre Location

V
acancy Rate

D
oug

las
10.40%

Ram
sey

16.70%

Peel
12.90%

Castletow
n

19.50%

O
nchan

9.30%

Port Erin
7.50%

Port St M
ary

Laxey
13.60%

24%35%
65%

76%

0% 5% 10%

15%

20%

25%

30%

35%

31%

10%

25%

30%

4%

11%

25%

13%

28%
27%

7%

14%

The data show
s that there are clear differences betw

een each of the Island’s high streets and tow
n centres. D

ouglas and 
Port Erin for exam

ple, have vacancy rates below
 the U

K national average, w
hereas Castletow

n and Ram
sey have rates 

higher than average, suggesting these areas m
ay have specific challenges to overcom

e.

Classifications definitions
Com

parison Goods are shops selling non-perishable goods, including fashion, hom
ewares and electricals.

Convenience includes food and beverage shops, including superm
arkets, convenience stores, bakers and butchers.

Service includes banks, hairdressing, launderettes and locksm
iths. 

Leisure includes restaurants, bars, cafes, fast food and hotels.

The Isle of M
an has a higher percent of ‘com

parison’ and ‘leisure’ prem
ises types com

pared to G
reat Britain. It has a 

low
er percentage in ‘convenience’, ‘service’, ‘m

iscellaneous’ and ‘vacant units’ com
pared to G

reat Britain.

11.1%
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Island
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p
arison of the “Place Stand

ard
 Fram

ew
ork” w

hich assesses the 
q

uality of a p
lace across 14 uniq

ue areas.

D
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Peel
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n

O
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Port Erin

Port St M
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