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“OUR PLAN FOR MERRY HILL IS AN
AMBITIOUS ONE, FOUNDED ON
CREATING DIVERSE COMMUNITIES
IN AND AROUND THE ESTATE.”
Read more about our
retail offer on page 11.

Read more about our
food offer on page 17.

Mark Robinson
Ellandi Property Director and Co-Founder

WELCOME TO MERRY HILL AND OUR
BOLD NEW VISION FOR THE REGION.
”We are extremely proud of merry hill’s trading record
and the fact that it has maintained high visitor numbers,
despite the impact of Covid.
We know that merry hill is a loved and trusted shopping
centre, which is why the planned investment over the
next five years is worth it.
Our plan for merry hill is an ambitious one, creating
diverse communities in and around the estate,
founded on merry hill’s position as one of the most
profitable retail destinations in the UK. We envisage
people engaging with us, not just as a shopping
centre but also as an experience provider for leisure,
entertainment and wellbeing and as a leader in arts
and community education.
We are developing a new entertainment district and
offering more food and drink, extending the life of merry
hill into the evening, as well as opening up the Waterfront
and improving connectivity. And all of this with an eye
on sustainability, new ways of living and doing business.
We hope you will join us as we take our first steps with
this exciting new phase in the life of merry hill.”
Mark Robinson
Co-Founder – Ellandi
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merry hill already benefits
from a wide catchment
area and impressive footfall
numbers. With an enhanced
blend of retail and leisure
facilities, the stage is set for us
to become a lifestyle destination
and the true centre of the region.

20m

The merry hill estate enjoyed impressive
footfall with 20 million visits made in 2019.
Javelin 2021

PwC economic impact analysis

2.8m

Our catchment covers around 2.8 million
people within a 45-minute drive.
Javelin 2021

CATCHMENT
AND FOOTFALL
04 |

Millions of visitors are expected to visit
the region and merry hill during
the Commonwealth Games in
2022, generating a £526 million
boost to the West Midlands region.

| CENTRED | SEPTEMBER 2021

M6

CONNECTIVITY



ff

merry hill is perfectly situated in the centre
of the country for visitors with cars, while
planned improvements to public transport
links will further boost our connectivity
and increase footfall.



 

M54


Just 10 miles west of Birmingham
and 5 miles from Junction 2
on the M5, merry hill enjoys a
uniquely connected location in
the heart of the West Midlands.

Five minutes’ walk from the
shopping centre, two new
stations will be on the merry hill
estate, the Waterfront station
and merry hill station.

M6 Toll



M6

The Brierley Hill Metro Extension
will open up two new Metro
stations to visitors travelling
from across the region.
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We offer more than
10,000 free car
parking spaces.
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M42

Trams are expected to
run every 6–8 minutes
at peak times.
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53 mins Birmingham – merry hill
30 mins Wolverhampton – merry hill.
Source: Midland Metro Alliance 2021
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GUEST
FEATURES

TRADING DIRECTOR OF
PRIMARK – WHY MERRY
HILL FOR PRIMARK HOME?
Paul Baldwin, Trading Director at Primark:
“We are delighted that this autumn, Primark merry hill will enhance its
customer experience as it sets to expand its home and lifestyle product
offering. We opened Primark at merry hill in 2007 and are very proud to
see our store expanding, offering the latest interior design trends at
affordable prices.
There has been exceptional growth within our home and lifestyle
department over the past 18 months as people have spent more
time in their home. We are continuously looking for new ways to
innovate and look forward to seeing our ambitious plans come
to fruition at our merry hill store.”

COMMONWEALTH
GAMES 2022
“2022 will be a truly diverse
Games: more medal events
for women than men and a fully
integrated para-sports programme.”
The Commonwealth Games being held 28 July – 8 August
2022 represents a once-in-a-lifetime opportunity to
showcase the West Midlands on a global stage. With an
anticipated 1 million extra visitors, they will generate a £526
million boost to our region – offering retailers and operators at
merry hill the chance to partner with the Games and help facilitate
regional events.
06 |
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(Source: PwC economic impact analysis)
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merry hill already dominates the market with
one of the best performing, most robust retail
destinations in the UK. We will build on our
success by turning a well-known shopping
centre into a thriving community and lifestyle
place. A beacon for the region and accessible
to everyone.

“one of the best performing
retail destinations in the
UK for a number of
multinational stores.”
Javelin 2021

Javelin 2021
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“merry hill is
ranked within
UK’s top 10 best
shopping centres.”

“

£14 MILLION INVESTMENT
SIGNIFICANTLY ENHANCING
EXTERIOR FACADES.

“

07 |
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“merry hill is placed
among the UK’s Premier
retail destinations.”
Global data 2019

“Dudley – merry hill comes fourth in the
top 10 bounce-back cities ahead of
Brent Cross, Newcastle-upon-Tyne,
Kingston-upon-Thames and Harrogate.”
IPSOS Retail Performance’s Retail Recovery Index July 2021

MORE THAN A
SHOPPING
CENTRE
BLENDING RETAIL & LIFESTYLE
“A multi million £ investment over
5 years into a 2 million sq ft+ retail,
dining and leisure destination.”
1. CENTRE
2. WATERFRONT
3. OFFICES
4. RETAIL PLAZA
5. DUDLEY TECHNICAL
COLLEGE
6. RESONANCE
MUSIC ACADEMY
7. STERLING PARK
INDUSTRIAL
8. ODEON
BOUNDARY LINE

08 |
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WHAT WILL THE
NEW RETAIL+
OPPORTUNITY
AT MERRY HILL
LOOK LIKE?

Office and co-working
spaces connecting
different areas of the site.
Expanded retail built on
what’s already there, including
new leading brands, product
lines and experiences. With a
renewed focus on championing
local independents.

Closer integration with
the Waterfront, businesses
such as Resonance Music
Academy, residential apartments,
nearby Sterling Park and retail
plazas. With potential for specialised
retail, food and drink, leisure and
wellbeing attractions.
New leisure facilities and
family entertainment.
A broader range of food and
drink providers with a bigger
focus on family sit-in eateries,
dining, bars and food-based
experiences, stalls and festivals.
All anchored by a 10-screen
ODEON Cinema.

09 |
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A new health and wellbeing
district, offering visitors
tailored ‘me time’ experiences
for enjoyment, refreshment
and increased dwell time.

Educational facilities
linking with Dudley
Technical College and
Resonance Music
Academy.

A number of diverse
cultural attractions and
community platforms for
entertainment and artistic
expression led by local
contributors.

#1

THE POWER
OF NUMBERS
THE NUMBERS SPEAK
FOR THEMSELVES.
SOME STATISTICS
AND DATA TO TELL
THE STORY OF
SUCCESS AT
MERRY HILL.

Javelin 2021

25%

+15%

Javelin 2021

Javelin 2021

MERRY HILL DOMINATES WITH ANTICIPATED SALES UPLIFT AT MERRY
25% MARKET SHARE WITHIN HILL FROM CONSUMER SPENDING AND
THE PRINCIPAL CATCHMENT
POPULATION GROWTH BY 2025

2023
Midland Metro Alliance

92%

92%

RETAIL CONVERSION
| CENTRED | SEPTEMBER 2021

COMPARED TO BIRMINGHAM
+25% ABOVE AV., TELFORD
+15%, SOLIHULL -4% BELOW AV
Javelin 2021

INTRODUCTION OF THE
METRO EXTENSION TO
MAKE MERRY HILL MORE
ACCESSIBLE TO
CONSUMERS AND DRIVE
ADDITIONAL SALES

10 |

+34%

MERRY HILL RANKS
NO. 1 IN WEST MIDLANDS
MALL VENUES, BEATING
BIRMINGHAM BULL RING

RETAILER
SALES PERFORM
+34% ABOVE
CHAIN AVERAGE

CACI

129

DWELL TIME
129 MINS
CACI

52%

£112 OVER
RETAIL SPEND
250
£112
CACI

OF THE PEAK PROFILE
ARE IN THE MOST
AFFLUENT GROUPS
CACI

OCCUPIERS

TOP 10

UK SHOPPING CENTRE
GLOBAL DATA 2019

We are looking
to further build on
merry hill’s impressive
trading record by
introducing new leading
brands, exclusive product
lines, local independent
retailers and memorable
experiences.

Dwell time 129 mins
CACI

We will embrace emerging
trends by offering:

Retail spend £112

• Flexible and innovative use of
spaces for pop-ups and events
• Authenticity with a focus on an
independent and local district
• Focus on digital with brands
providing cross-channel
experiences to customers
• Sustainable brands and experiences
that bring communities together

Over

MERRY HILL DOMINATES
REGIONAL RETAIL WITH LIMITED
COMPETITION IN PRIMARY AND
SECONDARY CATCHMENTS.
MOST LOCAL COMPETITION IS
SMALLER TOWN CENTRE RETAIL.
11 |
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CACI

Occupiers

1.0
EXPANDED
RETAIL

2.0 FASHION

84,000 sq. ft. Primark –
expanding in 2021 to include
new concept Primark Home,
one of only two in the UK.

Fashion shoppers at merry hill
will find a diverse best-in-class
blend of regional flagship stores,
alongside many well-known
high street names and local
independent brands.

Our flagship stores
trade alongside retailers
including Mango, Hobbs,
Sports Direct, Pandora,
Flannels and New Look.

150,000 sq. ft. M&S
30,000 sq. ft. JD Sports
35,000 sq. ft. H&M
25,000 sq. ft. River Island

75,000 sq. ft. Next – over two
floors and the largest new
Next concept store in the UK,
including homewares, stationery
and Costa coffee shop.
12 |
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Driven by our customers, interiors
and homewares are central to
our offer. Primark is opening
an extended 10,000 sq. ft and
delivering an exclusive home
product range and shopping
experience to merry hill visitors.

13 |
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“

3.0
HOME

“

BOTH NEXT AND M&S HAVE FLAGSHIP
HOMEWARE DEPARTMENTS, WITH
LOCAL INDEPENDENTS ALSO COMING
ON BOARD WITH THEIR OWN PRODUCT
LINES. THE RETAIL PLAZA ALSO OFFERS
HOMEWARES FROM BRANDS SUCH AS
THE RANGE, DFS, TK MAXX, HOME SENSE
AND B&M HOME STORE &
GARDEN CENTRE.

IS INVESTING
£3 MILLION INTO
THE UPGRADE OF
THEIR STORE AT
MERRY HILL.

14 |

| CENTRED | SEPTEMBER 2021

4.0
CONVENIENCE
Due to strong performance, Asda is investing
£3 million in the upgrade of its store
at merry hill. With a range of other
supporting retailers, we will ensure that
we continue to offer the convenience,
value and town centre feel that our
visitors trust going forward.

5.0
LOCAL
Local hero brands are at
the forefront of our new
vision for merry hill. We will
actively champion local
retailers and F&B providers,
looking to them to help
shape our growth into the
future and lead the way with
experiences, bespoke white
box kiosks, pop-ups and
seasonal events.

28.6%

Spending at independents
and local small businesses
jumped 28.6% in 2020
(Barclaycard)

15 |
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Due to the increasing demand for leisure, we
are expanding our range of entertainments
with a family-friendly leisure district.
“Our post-Covid recovery market size for
F&B is £1.2 billion, with a recreational and
cultural spend of £552 million. Across both
sectors, we anticipate an additional 10%
market growth up to 2025.”
Javelin 2021

6.0
ENTERTAINMENT
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£1.3bn by
2025.”
Javelin 2021
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For illustrative purposes only

OUR FOOD AND
DRINK OFFER:
• Places to eat and drink around
the clock, positioning merry hill
as a day-to-night destination

7.0
FOOD
AND
DRINK

• Family-friendly eateries and
dining-in alone or with friends
and colleagues
• F&B units strategically placed
next to other attractions
• More sit-down eating and
drinking to complement the
grab and go coffee or snack
“on the fly”
• Healthy eating in our
wellbeing district
• Food-based pop-ups, culinary
experiences and festivals with
a local, culturally-diverse focus

Anchored by a 10-screen
ODEON Cinema, our
food and drink offer will
be expanded with more
sit-in dining, family-friendly
eateries and bars.
Our focus is on improving and diversifying the
food and drink offer at merry hill, encouraging
visitors to visit the whole estate more
frequently and increase their dwell time.
merry hill’s dine-in offer is expanding.
Bon Pan Asian has a stylish, open environment
spanning over 12,500 sq ft. It is one of the
biggest restaurants in the West Midlands,
bringing the authentic flavours of Pan Asian
cuisine to our visitors.
A number of new F&B units will be
situated close to play areas, leisure
facilities and co-working spaces.
17 |
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Bon Pan Asian – merry hill

REST AND
BREAK-OUT
SPACES

8.0
HEALTH
AND
WELLBEING
CURATED WELLBEING
EXPERIENCES.
A PLACE FOR ME.

There is a new health and
wellbeing district planned for
merry hill by 2025.
A place for visitors to come and enjoy
tailored ‘me-time’ experiences that nourish and
nurture, encouraging them to stay at merry hill
for longer and perhaps return to shopping
after they’ve had some time out.
Wellbeing experiences might include:
• Mind/body holistic or complementary
health services
• Rest and break-out spaces
• Beauty and spa-type treatments
• First class fitness facilities

18 |
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A 430,000 sq ft cluster of street level retail
and leisure spaces immediately adjacent
to the merry hill centre.
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HOBBYCRAFT



ICELAND
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We will enhance the
Waterfront with an
ambitious mix of live music
and attractions creating
stronger links to the Centre.

10.0
THE WATERFRONT

The canal-side area is already home
to an array of eateries, pubs, bars and
businesses. We want to build on what’s
there to improve the connection to the
Centre and ensure we’re all one
thriving and vibrant community.
The Waterfront will be an attractive
landmark destination providing a
diverse range of day and night time
experiences, shops, community, music
and educational services.

It’s a short walk from the main
shopping centre with great potential
to optimise the green/blue space
aspect as a wellbeing attraction and
to increase dwell time.
There will also be a new Waterfront
station as part of the new Metro line,
opening in 2023, with another station
at merry hill.

20 |
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A UNIQUE
LANDMARK
DESTINATION ON
OUR DOORSTEP

11.0 ARTS

&culture

Local names will help lead the way in our new arts programme.
There will be dedicated space at merry hill to showcase local
artists and give them a platform – encouraging visitors to engage
and take part and putting the Centre on the map as a cultural
destination for the region.

We plan to champion
creativity across the
spectrum including
art, photography,
music, dance, film
and poetry.

“GLOBAL BRANDS
START FROM LOCAL
PERSPECTIVES”

THE CENTRE OF DIVERSITY
We are creating new communities in
and around merry hill – a place for
everyone to thrive.
We will provide a range of supportive
facilities and experiences to encourage
creative engagement, build relationships
and foster a sense that everyone
is welcome.

21 |
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We have ambitions to lead with:
• Education facilities and services
suitable for our student community
• New co-working spaces for the
working community
• Programmable arts installations and
experiences
• Creative communities built on local
people and known contributors from
the arts
• Diverse operators and retailers from
across the spectrum of local cultures
• Resonance Music Academy to activate
space at merry hill for live experiences

12.0
RECENT
SIGNINGS
SUPERDRY AND
38 ADDITIONAL
RETAILERS HAVE
COMMITTED THEIR
LONG-TERM FUTURE
TO MERRY HILL IN
2021 WITH NEW
STORE OPENINGS
AND LEASE
RENEWALS.
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NEW ARRIVALS INCLUDE:

SITE PLANS
LOWER LEVEL
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L56

L58-L60

L56

L58-L60



SITE PLANS
UPPER LEVEL
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BEST-IN-CLASS
FOR THE REGION
MERRY HILL IS A PROUD
INNOVATOR. WE ARE LEADING
THE WAY WITH OUR BLEND
OF EXPERIENCES AND HOW
THEY’RE BEING DELIVERED.
“A best-in-class experience
embedded in the local
community by attracting
brands that are not afraid
to do things differently.”
We love to partner with inventive
brands that are always looking to
develop diverse and memorable
experiences for their customers.
They see the value of being
part of a blended community
space and regional
destination with a focus
on future lifestyle trends.

RANKED NO.1
MALL IN THE
WEST MIDLANDS
JAVELIN 2021
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Our vision is a re-energised destination
for the region, offering round-the-clock
entertainment and experiences alongside
a mix of forward-thinking retail brands.
merry hill will be the place to come for the best
that retail has to offer, with something more
always being added: exclusive products,
day-to-night entertainment, leisure and
wellbeing facilities, a diverse range of
eat-in dining and bars, and cultural
experiences for everyone.

AS A KEY PART OF
OUR FUTURE-PROOFING,
WE HAVE AN AMBITIOUS
SUSTAINABILITY GOAL TO BE
NET-ZERO BY 2030.

FAMILY AND HOME DISTRICT

LEISURE DISTRICT

THE
FUTURE –
WHAT
NEXT?
HEALTH AND WELLBEING DISTRICT
27 |
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PERFORMANCE AND EVENT DISTRICT

PLEASE GET IN TOUCH
Alistair Winning
Asset Manager
Ellandi

Jaspal Singh
Asset Manager
Ellandi

D +44 (0) 20 3696 9083
M +44 (0) 7423 554 901
E alistair@ellandi.com

D +44 (0) 20 3696 9086
M +44 (0) 7379 849 187
E jaspal@ellandi.com

Matthew Maddox
Director – Retail
JLL

James Heelis
Director – Retail
JLL

D +44 (0) 20 7318 7828
M +44 (0) 7768 812 975
E matthew.maddox@eu.jll.com

T +44 (0)207 3187821
M +44 (0)7713 306287
E james.heelis@eu.jll.com

Matt Cassell
Director
Time Retail Partners

Tony Carroll
Director
Time Retail Partners

M +44 (0) 7771 921 793
E matt@timeretailpartners.com

M +44 (0)7850 723 776
E tony@timeretailpartners.com
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REVISED ARTWORK V2

OPERATOR
Ellandi was appointed asset manager for
merry hill in September 2020 to oversee
the operation, development and continued
investment in the shopping centre.

DISCLAIMER
Misrepresentation Notice: JLL and Time Retail Partners or themselves and for the vendors/lessors of the property whose agents
they are, give notice that:- 1) the particulars are set out as a general outline only for the guidance of intending purchasers/lessees
and do not constitute, nor constitute part of, an offer or contract; 2) all descriptions, dimensions, references to condition and
necessary permissions for use and occupation and other details are given in good faith and are believed to be correct, but any
intending purchaser/ lessee should not rely on them as statements or representations of fact and must satisfy themselves by
inspection or otherwise as to the correctness of each of them; 3) no person in the employment of JLL and Time Retail Partners has
any authority to make or give any representations or warranty whatsoever in relation to this property or the particulars, nor enter into
any contract relating to the property on behalf of JLL and Time Retail Partners nor any contract on behalf of the vendors/lessors;
4) no responsibility can be accepted for any expenses incurred by the intending purchasers/lessees in inspecting properties which
have been sold/let or withdrawn; 5) descriptions of the property are subjective and are given in good faith as an opinion and not
statement of fact; 6) plans and imagery may be digitally enhanced and are published for convenience of identification only; their
accuracy cannot be guaranteed and they do not form part of any contract. All figures are pre COVID 19.

