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1. Introduction 

1.1 This study was commissioned by the Maltby, Thurcroft and Hellaby Integrated 
Development Plan Partnership Steering Group to accompany a development 
framework for Maltby High Street.  

1.2 In an attempt to avoid developing proposals which will potentially have 
adverse effects upon the local economy, we have conducted an economic 
health check of the study area.  This has taken into account the current 
workings of the mainly retail function of Maltby and attempts to establish the 
strengths and weaknesses of the retail offer.  In addition to this, we have 
analysed the local spend patterns to establish the overall health of the Maltby 
study area. 

Report Structure  

1.3 The main focus of this study is to conduct a thorough examination of the 
Maltby High Street economy and to address the issues facing the local 
authorities in setting out feasible redevelopment schemes. 

1.4 The Statement sets out the results of research which has been undertaken to 
guide proposals for the Maltby High Street area.  

1.5 The remainder of the Statement is set out in five sections: 

• Section 2 – Retail Survey: provides a detailed summary of the 
outcomes of the retail survey of Maltby High Street. 

• Section 3 - Spend Analysis: provides a detailed breakdown of the 
average weekly household expenditure by economic service for a 
twenty minute drive contour of the High Street and compares this to 
relevant benchmarks (Data provided by CACI.). 

• Section 4 – Key Issues: provides a thorough examination of the data 
provided from both the household expenditure and retail surveys.  This 
will include a comparison of average expenditure levels per person in 
Maltby with the average spend in the twenty minute contour and will 
estimate expenditure leakage by economic category to areas outside of 
the High Street. 
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• Section 5 - Conclusion and Key Findings: provides a summary of the 
analysis conducted within the report and details the key findings. 

• (Annex) – Economic Profiling: provides a review of background 
information and sets out the essential baseline socio-economic data for 
the Maltby ward and wider conurbation.  

Characteristics of Maltby 

Physical 

1.6 Maltby High Street is a linear area with two main anchor points.  The western 
anchor point is dominated by the presence of a Co-op supermarket, library, 
fire station, car park and sports centre.  

1.7 The eastern anchor point around Muglet Lane is characterised by a 
Somerfield supermarket, a number of dwellings and a selection of small retail 
units. 

Social Characteristics 

Indices of Multiple Deprivation 

1.8 Table 1.1 sets out the 2000 Index of Multiple Deprivation (IMD) for the Maltby 
area.  The first data column is the IMD score and the second the rank of the 
IMD.  The scale for wards runs from 1 to 8414, where 1 is the most deprived 
and 8414 the least deprived.  The third column is a normalisation index of the 
ranking with a scale of 1 to 100. 

1.9 The 2000 IMD is constructed by combining the scores of the following six 
domains and weighting them as indicated: 

• Income (25%) 

• Employment (25%) 

• Health Deprivation and Disability (15%) 

• Education, Skills and Training (15%) 

• Housing (10%) 

• Geographical Access to Services (10%) 
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1.10 Overall, Maltby ranks 1014th most deprived of the 8414 wards, meaning that 
it is 12.1% up from the bottom of the list. 

1.11 Areas of significant underperformance include education at 5.4, health at 
11.4, employment at 13.9%, and income at 15.4%.  Access was the highest 
performing indicator at 57.5%.   

Table 2.1 – Maltby Index of Multiple Deprivations 

Index Score Ranking Ranking (Normalised) 

IMD 41.6 1014 12.1 

Income 30.60 1299 15.4 

Employment 17.24 1169 13.9 

Health 1.13 963 11.4 

Education 1.42 458 5.4 

Housing .42 2664 31.7 

Access -.24 4842 57.5 

Child 43.55 1528 18.2 

Source: DETR (August 2003) 
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2. Maltby High Street Retail Survey 

Introduction 

2.1 The Maltby high street retail survey was conducted by SRA and used to 
gather essential information from the visiting public.  

2.2 The rationale for the survey was to gain an understanding of who used the 
High Street, why they used it, the barriers and the opportunities people 
perceived that the High Street offered and as a baseline against which later 
proposals for the area could be judged for impact, both positive and negative. 

2.3 The aim is to look at the overall strength of Maltby as a functioning centre.  
This relies upon several key factors: 

• the attractiveness of Maltby as a retail centre; 

• the customers and target area; 

• the constraints to the High Street's growth; and 

• future threats and opportunities. 

2.4 This section contains a detailed summary of the survey responses which were 
conducted in Maltby high street, using a series of open and closed questions 
addressed to a well balanced cross section of the visiting population. 
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Maltby High Street Survey Summary 

High Street Issues 

Good Points 

2.5 Table 2.1 sets out, by common response, the good points about the High 
Street.  Convenience accounted for 53.7% of the total responses, followed by 
supermarkets at 24.2% and other reasons at 22.1%. 

Table 2.1 – Good Points of Maltby High Street 

Convenience Supermarkets Other 

53.7% 24.2% 22.1% 

Source: SRA (August 2003) 

 

2.6 The overwhelming response of convenience begs the question, "In what way 
is the high street convenient?"  This should not immediately be associated 
with the possible closeness to the target area, as this answer is often cited as 
a rationale for visiting supermarkets, banks or other services. 

Bad Points 

2.7 Table 2.2 sets out, by common response, the bad points of the High Street.  
More shops accounted for the majority of complaints at 30% of the total.  
Street appearance and traffic were also regarded as problem areas, 
accounting for 10% and 9.5% respectively. 

Table 2.2 – Bad Points of Maltby High Street 

Litter More Shops Nothing Parking Street Appearance Traffic Other 

3.4% 30.2% 0.7% 4.7% 10.1% 9.4% 41.6% 

Source: SRA (August 2003) 

 

2.8 Given that there are around sixty shop units in the High Street, the need for 
more shops, as cited by a majority of respondents, is likely to imply a shortfall 
in the distribution of the quality and range of products on offer in Maltby. 
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General Issues 

2.9 Table 2.3 sets out the quantitative responses to High Street problems which 
have been experienced by visitors to Maltby.  On the issue of noise, 71.2% of 
the respondents feel this to be a problem, with an equal 35.6% split citing this 
as a big or a little problem.  

2.10 The situation was very similar for fumes with a total of 71.8% of respondents 
viewing this as some kind of problem, although at 41.6% the majority 
regarded this as being less severe.  

2.11 Congestion was regarded as a problem in Maltby High Street, with 46.3% and 
39.6% citing this as both big and little problems respectively.  Personal safety 
was also an issue, with 51% of respondents regarding this as a big problem 
during the hours of darkness. 

2.12 As expected, the proportion of respondents who feel that crime is a big 
problem during the daytime falls significantly to around 26.3%, suggesting a 
possible need for increased security in the High Street.  Other areas of 
concern include toilets, traffic speed and litter which are viewed as big 
problems by a large proportion of the respondents.  

 Table 2.3 – Problems with Maltby High Street 

Area Big Problem Little Problem Not a Problem 

Parking N/A N/A N/A 
Noise 35.6 35.6 28.9 
Fumes 30.2 41.6 28.2 

Public Transport 5.4 28.2 66.4 

Crossing the Road N/A N/A N/A 

Congestion 46.3 39.6 14.1 

Pavements 19.5 55 25.5 
Toilets 67.1 24.8 7.4 

Traffic Speed 40.9 40.3 18.8 
Crime 36.2 43 20.1 

Personal Safety – Day 26.2 39.6 34.2 

Personal Safety – Night 51 36.9 10.7 

Litter 47 36.9 16.1 

Lighting 5.4 23.5 71.1 
Source: SRA (August 2003) 
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General Rating 

2.13 Of the total number of people questioned in Maltby 42.3% felt that the High 
Street had improved in recent years, 57.0% believed that the area had 
worsened and 0.7% were unsure.  Popular reasons for the improvement 
included the re-use of vacant buildings, a reduction in street litter and the 
introduction of hanging baskets. 

2.14 Table 2.4 sets out a breakdown of ratings for the High Street by specific 
category.  Almost 37% of those questioned felt that the High Street was good 
for bus passengers, the highest level of satisfaction in all categories.  

2.15 The High Street also faired reasonably well with pedestrians and motorists at 
30.2% and 27.5% in the good categories respectively and shoppers at 20.1%.  
The issue of cycling recorded the highest level of dissatisfaction with over 
46% of respondents saying that the High Street was lacking in this area. 

Table 2.4 – Rating of Maltby High Street 

Area Good Fair Poor 
Pedestrians 30.2 63.8 6 

Cyclists 2 51 46.3 
Disabled 12.1 55.7 31.5 
Motorists 27.5 57.7 14.8 
Shoppers 20.1 60.4 19.5 
Tourists 4.7 34.2 61.1 

Bus Passengers 36.9 55.7 7.4 
Children 7.4 52.3 40.3 

Leisure Facilities 6 56.4 37.6 
Council Services 30.2 63.8 6 

Source: SRA (August 2003) 

Mode & Frequency of Travel 

2.16 Table 2.5 sets out the proportions of those who travel to Maltby by mode and 
frequency of visit.  Of the total visitors to the High Street, 50.4% travel there 
on a daily basis, 22.1% do so by car, 25.7% walk, 1.8% take public transport 
and 0.9% cycle. 

2.17 A visit frequency of one to three times per week was also very popular, 
accounting for a total of 42.5% of all respondents.  Further analysis of those 
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who visit one to three times per week shows that 18.6% use the car, 2.7% 
take public transport, 21.2% walk and none cycle. 

Table 2.5 – Mode & Frequency of Travel to Maltby High Street 

Frequency Car Public Transport Walk Cycle Total 

Daily 22.1 1.8 25.7 0.9 50.4 

1 to 3 times per week 18.6 2.7 21.2 0.0 42.5 

Once a week 5.3 0.0 0.0 0.0 5.3 

2 to 3 times per month 0.9 0.0 0.0 0.0 0.9 

Less than once a month 0.0 0.0 0.9 0.0 0.9 

Total 46.9 4.4 47.8 0.9 100.0 

Source: SRA (August 2003) 

2.18 In terms of retail analysis, this frequency of visit is representative of the types 
of services offered by the High Street.  There is a low value convenience 
offer, which indicates low levels of frequent spend as opposed to large 
purchases.  This is confirmed in later analysis which shows that the majority 
of trips to Maltby are undertaken for the supermarkets and that major spend 
on durable items such as clothes, white goods etc is confined to the more 
popular out of town shopping centres. 

Missing Services 

2.19 Table 2.6 sets out the services which are regarded as missing from Maltby.  
The outdoor market, which was viewed by 28.0% as an important missing 
service, brought, according to the respondents, both more choice and a focal 
point where the community could meet.  Other important services regarded as 
missing include clothes shops at 22.1%, shoe shops at 16.1% and an 
increase in the recreational and entertainment options for both children and 
teenagers. 

Table 2.6 – Services Missing from Maltby High Street 

Banks Places to 
Relax 

Increased 
supermarket 
Competition 

More Child 
Based 

Activities 

Outdoor 
Market 

Video 
Shops 

Shoe 
Shops 

Clothes 
Shops 

1.1% 7.0% 15.0% 10.0% 28.0% 0.7% 16.1% 22.1% 

Source: SRA (August 2003) 
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Purpose of Visit to Maltby High Street 

2.20 The purposes of peoples' visits to the High Street as a proportion of all 
responses are summarised in table 2.7.  Shopping accounted for the highest 
proportion of primary trip purposes at around 56%.  Other popular reasons for 
visiting Maltby included the eateries and library services at 22.1% and 15% 
respectively. 

Table 2.7 – Purpose of Visit to Maltby 

Shopping Eating Library Other 

55.7% 22.1% 15.0% 3.6% 

Source: SRA (August 2003) 

2.21 Table 2.8 sets out the purposes of shopping trips to the High Street as a 
proportion of the total.  Supermarkets accounted for 45.0% of total responses.  
Other popular shopping and related services included banks at 12.0%, the 
bakers at 10.0%, kitchenware and household consumables at 9.0%, the 
grocers and charity shops at 6.0% each and the post office at 4.0%. 

Table 2.8 – Purpose of Shopping Visit to Maltby High Street 

Supermarket Grocers Bakers Bank Kitchenware Charity 
Shop Post Office Other 

45.0% 6.0% 10.0% 12.0% 9.0% 6.0% 4.0% 8.0% 

Source: Atkins (August 2003) 

Average Spend 

2.22 The average level of spend per visit in Maltby High Street is set out in table 
2.9.  Around 31% of all respondents claim to spend between £10 and £19 per 
visit.  Other bandwidths with high representations include £40 to £49 at 
around 20%, £30 to £39 at 20% and £20 to £29 at 18%. 

Table 2.9 – Average Spend Per Visit in Maltby High Street 

£0 to £9 £10 to £19 £20 to £29 £30 to £39 £40 to £49 £50+ 

6.0% 30.9% 18.1% 20.1% 21.5% 3.4% 

Source: SRA (August 2003) 
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Other Popular Shopping Centres 

2.23 The proportion of respondents who regularly shop outside of Maltby is 
provided in table 2.10 by popular destination.  Morrison’s, which lies close to 
Maltby, is claimed to be the most regularly visited centre, accounting for 
45.0% of the total.  Other popular shopping locations include Meadowhall at 
20.0%, Doncaster at 18.0% and Tesco’s at 13.0%. 

Table 2.10 – Popular Shopping Centres Visited Outside Maltby 

Morrison’s Meadow Hall Doncaster Tesco’s Other 

45.0% 20.0% 18.0% 13.0% 4.0% 

Source: Atkins (August 2003) 

Summary of Respondent Sample Details 

Age Distribution 

2.24 Of the total number of people questioned in Maltby High Street, 30.5% were 
male, and 69.5% female.  Table 2.11 represents the age breakdown of the 
sample.  The majority of respondents were aged between 36 and 65 which 
accounted for 53.0% of the total.  

Table 2.11 – Age Distribution of Respondents 

14 to 18 19 to 35 36 to 65 >65 

2.7% 30.2% 53.0% 13.4% 

Source: SRA (August 2003) 

Economic Status 

2.25 Table 2.12 sets out the economic status of the respondents.  Of the total 
questioned, 20.8% were officially retired.  Employment accounted for 59.7% 
of the total, with 36.2% and 23.5% working full and part time respectively.  

Table 2.12 – Economic Status of Respondents 

Retired Not Active Unemployed Working Full Time Working Part Time 

20.8% 10.1% 8.7% 36.2% 23.5% 

Source: SRA (August 2003) 
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Location by Postcode 

2.26 The locations of respondents by postcode and their distance from the centre 
of Maltby High Street are set out in table 2.13.  Postcodes S66 7 and S66 8 
accounted for the highest proportion of respondents at around 44.6% and 
46.4% of the total respectively.  

2.27 Given the large representation, It is not surprising therefore that both of these 
postcodes lie within one mile of the town centre.  The remaining postcodes 
each have representations of less than 1% and are located between three 
and 47 miles of Maltby. 

Table 2.13 – Location by Postcode 

Postcode S667 S668 S662 S654 DN11 DN49 

% Of Total 44.6% 46.4% 0.9% 0.9% 0.9% 0.9% 

Distance 
from Maltby 0.4 Miles 0.7 Miles 3.2 Miles 3.9 Miles 5.2 Miles 5.3 Miles 

Postcode S819 S603 S818 DN10 S431 LN44 

% Of Total 0.9% 0.9% 0.9% 0.9% 0.9% 0.9% 

Distance 
from Maltby 5.4 Miles 5.6 Miles 5.7 Miles 10.5 Miles 14.2 Miles 46.8 Miles 

Source: SRA (August 2003) 
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Maltby High Street Retailer Survey 

2.28 A number of shop owners and managers were surveyed and asked a series 
of questions regarding their opinion on the trading environment in Maltby.  
The following sub sections set out a summary of responses and provide a 
detailed description of the companies, sectors, estimated level of employment 
and approximated turnover. 

High Street Issues 

Good Points of Maltby 

2.29 The key aspects of Maltby which were highlighted by local businesses as 
being important to the current sustainability of the High Street include: 

• Good access to the shops 

• Good quality catering outlets 

• A wide variety of specialist shops 

• The friendly environment and its welcoming appeal 

• Good access to the motorways and good public transport 

Aspects of Maltby which Need to be Changed 

2.30 The aspects of Maltby high street which have been cited by businesses as 
being in urgent need of change include: 

• More local services for the young 

• A reduction in the business rates 

• An increasing in the provision for car parking  

• An increase in the level of local investment 
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Aspects of Maltby Which Could Improve Trade 

2.31 Changes which local companies feel could increase the volume of trade in the 
area include: 

• An increased selection of shops and services 

• A greater attraction for passing cars to stop in the local area 

• Reinstating the outdoor market 

• A ‘Welcome to Maltby’ road sign 

Additional Businesses & Facilities for Visitors 

2.32 Key additional services and facilities which local companies believe would be 
helpful in increasing the level of visitors to the High Street include: 

• Better marketing of the nature reserves and Roche Abbey 

• Shops containing local Maltby produce and souvenirs  

• Better public toilets 

• Facilities for bird watchers and those attending the nearby Hawk Show 

Changes to the High Street in Recent Years 

2.33 The following responses summarise the views of local businesses on the 
changes which have taken place in the high street over recent years: 

• A reduction in the number of vacant premises 

• Less litter on the streets and an overall improvement in appearance  

• Attractive Christmas decorations 

• The level of traffic has increased 

Distribution of High Street Services 

2.34 Table 2.14 sets out the distribution of services on Maltby High Street into 
twelve broad categories.  These categories were selected to represent a 
summary of services in the area and to highlight those which may be missing. 

2.35 Takeaways, restaurants and pubs accounted for the largest proportion of 
services at around 15.2% of the Maltby total.  Other categories with large 
representations include household goods at 13.9%, hairdressers and beauty 
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parlours at 10.1%, banks and estate agents and car repairers at 7.6% each 
and food shops at 6.5%. 

Table 2.14 – Distribution of Services in Maltby High Street 

Car Repairers Household 
Goods 

Newsagents & 
Post offices Food Shops 

Takeaways 
Restaurants & 

Pubs 

Hairdressers & 
Beauty 
parlours 

7.6% 13.9% 5.1% 6.5% 15.2% 10.1% 

Charity Shops Chemists Clothes Shops Video Shops Banks & 
Estate Agents Other 

5.1% 2.5% 6.2% 3.8% 7.6 16.5% 

Source: SRA (August 2003) 

 

Retailer Status 

Ownership Distribution  

2.36 The distribution of business ownerships in Maltby is set out in table 2.12.  
Sole traders accounted for the highest proportion of business ownerships at 
around 73.0% of the total.  This was followed by partnerships at 11.0% and 
workers co-operatives and limited companies at 8.0% each. 

Table 2.15 – Business Ownership in Maltby 

Sole Trader Partnership Co-operative Ltd Company 

73.0% 11.0% 8.0% 8.0% 

Source: SRA (August 2003) 
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 Summary of Key Findings 

2.37 It is fairly clear that owners and managers believe that a great deal of 
untapped potential lies in the resource of Maltby.  Tourism, in particular, is an 
area that can be developed.  There is also a feeling of importance in capturing 
the passing traffic in order to gain a proportion of this additional trade.  

2.38 Furthermore, the shop owners and managers are concerned about the lack of 
choice and the prices of goods and services offered in Maltby.  However, 
despite this perceived shortfall, it is clear that the high quality of specialist 
shops is a key advantage that should be exploited.   

2.39 A major opportunity which was identified from the visitor survey relates to the 
attraction of the local supermarkets in the High Street.  The main threat to 
Maltby arises from the local perception that the area is in a state of decline.  
This was highlighted by a significant proportion of respondents as a reduction 
in the distribution of services offered by the High Street. 

2.40 Given that Maltby was historically a mining village, the decline of this industry 
resulting in a loss of local employment and income would have played a 
significant role in the demise of high street services.  Other possible factors 
include the development of large out of town shopping centres such as 
Meadowhall in Sheffield and Retail World in Parkgate and the layout of the 
junction of Addison Road and Rotherham Road at the western end of Maltby. 

2.41 This current road configuration only allows traffic from Addison Road to turn 
right onto Rotherham Road, thus directing the entire flow away from the town 
centre.  Several respondents who have lived in Maltby for many years 
commented that a sizeable proportion of residents in this new housing area 
were virtually oblivious to the presence of the High Street and the range of 
services it currently offered. 
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3. Household Expenditure Analysis 

Introduction 

3.1 This section sets out a detailed analysis of weekly household spend from 
residents who live within a twenty minute drive time contour of the High 
Street.  Total expenditure is split into twelve broad categories and 
benchmarked against the national averages. 

3.2 The purpose of this analysis is to identify the average spend of households 
contained within the contour.  It does not, however, report on the proportion of 
peoples' income which is spent in the local Maltby area, as leakage to other 
shopping centres may be very significant.  

3.3 The reasons for distribution and purpose of spend by households are far more 
complex.  The datasets obtained cover a far wider area than the expected 
locations of customers who use Maltby and encompass the wider areas of 
Rotherham, and other popular shopping locations. 

Expenditure by Category 

Total & Average Expenditure in Maltby 

3.4 Table 3.1 sets out the total levels of expenditure for all categories.  Total 
weekly spend within the Maltby Contour was recorded at £51.6 million with a 
household average of £338.07 relative to £368.97 nationally. 

Table 3.1 – Weekly Household Expenditure in Maltby 

Maltby Nation 

Sub Category 
Total (£’000) Average % Of Total Average % Of Total 

Total 51628 338.07 100 368.97 100.0 

Source: CACI (August 2003) 
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Food and Non-Alcoholic Drinks 

3.5 Total and average weekly spend on non-alcoholic beverages is set out in 
table 3.2.  Food, which accounted for 12.1% of the total average weekly 
expenditure in the Maltby contour, was overrepresented relative to the 
national average of 11.5%, whereas spend on non alcoholic drinks at 1.7% 
per week was slightly underrepresented. 

Table 3.2 – Weekly Household Expenditure on food and non-alcoholic drinks 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Food 6254 40.95 12.1 42.44 11.5 

Non Alcoholic 
Drinks 869 5.69 1.7 6.46 1.8 

Total 7123 46.64 13.8 48.9 13.3 

Source: CACI (August 2003) 

Alcohol and Tobacco 

3.6 Table 3.3 sets out the total and average weekly spend per household on 
alcoholic drinks and tobacco.  Spend on tobacco in the Maltby contour at 
3.8% was significantly overrepresented relative to the national average of 
3.2%.  

3.7 Total spend within this category accounted for 5.9% of the weekly household 
average in Maltby.  Nationally this proportion was slightly lower at 5.4%. 

Table 3.3 – Weekly Household Expenditure on alcohol and tobacco 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Alcoholic 
Drinks 1088 7.12 2.1 8.34 2.3 

Tobacco 1963 12.85 3.8 11.74 3.2 

Total 3051 19.97 5.9 20.08 5.4 

Source: CACI (August 2003) 
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Clothing and Footwear 

3.8 Total and average weekly spend on clothing and footwear is set out in table 
3.4.  Clothing accounted for the highest level of spend in this category at 
£23.53 per week, accounting for 7.0% of the total weekly spend, roughly 
equivalent to the national average.  Total expenditure within this category 
accounted for 8.0% relative to 7.8% nationally.  

Table 3.4 – Weekly Household Expenditure on Clothing and Footwear 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Clothing 3594 23.53 7.0 25.38 6.9 

Footwear 514 3.37 1.0 3.39 0.9 

Total 4108 26.9 8.0 28.77 7.8 

Source: CACI (August 2003) 

Housing, Water, Electricity, Gas and Other Fuels 

3.9 Table 3.5 sets out the household weekly expenditures on water, electricity, 
gas and other fuels for both the twenty minute drive time contour around 
Maltby and the national average. 

3.10 Total expenditure for this category accounted for 11.4% of the weekly spend 
in Maltby, similar to the national average of 11.3%. 

Table 3.5 – Expenditure on Housing, Water, Electricity, Gas and Other Fuel 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Rent or Mortgage 3170 20.76 6.1 21.6 5.9 

House Repair, 
Maintenance & 

Decoration 
1103 7.23 2.1 7.6 2.1 

Gas, Electricity & 
Other Fuel 1770 11.59 3.4 12.49 3.4 

Total 6043 39.58 11.7 41.69 11.3 

Source: CACI (August 2003) 
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Furnishings, Household Equipment and Household Maintenance 

3.11 Table 3.6 sets out the total and average expenditure per household on 
furnishings, household equipment and routine household maintenance.  

3.12 Expenditure in the Maltby contour, as a percentage of the weekly total was 
roughly equivalent to the national average of 8.0%.  Furniture, furnishings and 
floor coverings accounted for the highest proportion of spend per household in 
Maltby at 3.0% of the weekly total. 

Table 3.6 – Weekly Household Expenditure on Furnishings 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Furniture, 
Furnishings, & 

Floor Coverings 
1547 10.13 3.0 11.42 3.1 

Household 
Textiles 529 3.47 1.0 3.69 1.0 

Household 
Hardware 590 3.87 1.1 3.99 1.1 

Glassware, 
Tableware & 
Household 

Utensils 

511 3.35 1.0 3.48 0.9 

Tools & 
Equipment for 

House & 
Garden 

355 2.33 0.7 2.34 0.6 

Goods & 
Services for 
Household 

Maintenance 

655 4.29 1.3 4.73 1.3 

Total 4187 27.44 8.1 29.65 8.0 

Source: CACI (August 2003) 

Health 

3.13 The total and average level of expenditure on health products per household 
is set out in table 3.7.  

3.14 Expenditure per household on medical, dental, optical and nursing fees in 
Maltby accounted for 0.7% of the weekly total and was marginally 
underrepresented relative to the national average of 0.9%.  
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Table 3.7 – Weekly Household Expenditure on Health 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Medical Products, 
Appliances & 
Equipment 

638 4.18 1.2 4.56 1.2 

Medical, Dental, 
Optical & Nursing 

Fees 
360 2.36 0.7 3.37 0.9 

Total 998 6.54 1.9 7.93 2.1 

Source: CACI (August 2003) 

Transport 

3.15 Table 3.8 sets out the household weekly expenditures on transport and 
transport services.  Relative to national averages, weekly expenditure in all 
sub categories within the twenty minute drive time contour from Maltby were 
underrepresented.  Average weekly spends per household in this category 
accounted for 11.4% of the Maltby total, at £38.38. 

Table 3.8 – Weekly Household Expenditure on Transportation 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Bicycles 75 0.49 0.1 0.69 0.2 

Operation of 
Cars, Vans & 
Motorcycles 

3750 24.55 7.3 27.32 7.4 

Transport 
Services 2037 13.34 3.9 19.22 5.2 

Total 5862 38.38 11.4 47.23 12.8 

Source: CACI (August 2003) 

Communication 

3.16 Table 3.9 sets out the weekly household expenditure on communications 
goods and services.  Weekly expenditure in Maltby within this category as a 
proportion of the total Maltby expenditure was slightly underrepresented 
relative to the national average at 3.2%. 
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Table 3.9 – Weekly Household Expenditure on Communications 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Postal 
Services 77 0.5 0.1 0.57 0.2 

Telephone & 
Fax 

Equipment 
60 0.39 0.1 0.47 0.1 

Telephone & 
Fax Services 1538 10.07 3.0 10.99 3.0 

Total 1675 10.96 3.2 12.03 3.3 

Source: CACI (August 2003) 

Recreation and Culture 

3.17 The total and average weekly expenditure on recreation and culture is set out 
in table 3.10.  Expenditure within Maltby as a proportion of the total weekly 
spend was very similar to national averages.  

3.18 Overall, this category accounted for an average of £58.4per week, or 17.3% 
of the total spends relative to 16.7% nationally. 

Table 3.10 – Weekly Household Expenditure on Recreation & Culture 

Maltby Nation 

Sub Category 
Total (£’000) Average % Of Total Average % Of Total 

A/V, Photographic, 
Computing 
Equipment 

2040 13.36 4.0 14.71 4.0 

Recreational 
Durables 565 3.7 1.1 3.31 0.9 

Recreational Items 2260 14.8 4.4 15.62 4.2 

Recreational 
Services 2918 19.1 5.7 19.55 5.3 

Newspapers, Books 
& Stationery 1143 7.48 2.2 8.34 2.3 

Total 8926 58.44 17.3 61.53 16.7 

Source: CACI (August 2003) 
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Education 

3.19 Table 3.11 sets out the total and average weekly expenditure on educational 
services.  Within the twenty minute drive time contour of Maltby high street.  

3.20 Spending in Maltby averaged £5.40 per week, accounting for 1.6% of the total 
average spend.  Relative to the national spend of £8.42, which accounted for 
2.3% of the total weekly spend, this category was underrepresented. 

Table 3.11 – Weekly Household Expenditure on Education 

Maltby Nation 
Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Educational Services 825 5.4 1.6 8.42 2.3 

Total 825 5.4 1.6 8.42 2.3 

Source: CACI (August 2003) 

Restaurants and Hotels 

3.21 Table 3.12 sets out the total and average levels of weekly expenditure per 
household on catering services.  (Total included for consistency) 

3.22 Household expenditure within this category as a proportion of the total weekly 
spends in Maltby was almost equivalent to the national average level at 
13.0% and 12.9% respectively. 

Table 3.12 – Weekly Household Expenditure on Restaurants and Hotels 

Maltby Nation 

Sub Category 

Total (£’000) Average % Of Total Average % Of Total 

Catering 
Services 6719 44 13.0 47.62 12.9 

Total 6719 44 13.0 47.62 12.9 

Source: CACI (August 2003) 
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Miscellaneous Goods & Services 

3.23 The total and average weekly spend per household on miscellaneous goods 
is set out in table 3.13.  

3.24 Personal care accounted for the highest level of spending in this category at 
£10.85 per week, followed by personal goods at £2.97.  

3.25 The proportion of total expenditure accounted for within this category at 4.1% 
was equivalent to the national average of 1.0%. 

Table 3.13 – Weekly Household Expenditure on Miscellaneous Goods 

Maltby Nation 
Sub Category 

Total (£’000) Average £ % Of Total Average £ % Of Total 

Personal Care 1657 10.85 3.2 11.55 3.1 

Personal 
Goods 454 2.97 0.9 3.57 1.0 

Total 2111 13.82 4.1 15.12 4.1 

Source: CACI (August 2003) 
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4. Conclusion 

4.1 This section draws together the key data gathered from the shopper survey 
and the spending characteristics of the Maltby area.  Its aim is to look at the 
overall health, strengths and weaknesses of the High Street.  

4.2 This information will therefore inform proposals that are generated for Maltby 
and will be used to assess the likely impacts of the suggested proposals, both 
positive and negative.  The key findings will feed into the wider study to allow 
possible proposals to be judged for future impact. 

Summary of Research 

4.3 The visitor surveys reveal that the sense of community and convenience of 
Maltby High Street are aspects that should not be lost.  Many of the 
respondents asked for the return of the Outdoor Market, arguing that this was 
an essential focal point for the community.  These respondents also noted 
that tourist resources such as Roche Abbey and nearby sites of scientific 
interest are underused and need better marketing. 

4.4 Further, there is a strong sense that facilities for young people, including sport 
and leisure activities, should be improved and encouraged.  Although a 
majority felt that the High Street had not improved in recent years, there were 
clear hopes that the situation might change for the better by utilising and 
building upon the towns assets and planning for the future 

Origin of Shoppers and Mode of Visit 

4.5 The majority of the shoppers questioned lived within one mile of the town 
centre.  Walking and driving were recorded as the most popular forms of 
transportation, accounting for 53.0% and 42.3% respectively.  

Services Missing from the High Street 

4.6 A shortage of clothes and shoe shops were identified by 22.1% and 16.1% of 
the respondents respectively as important services missing from the High 
Street.  Other services included an outdoor market and sports facilities.  
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Spend by Visitors and Leakage outside Maltby 

4.7 The research conducted in Maltby suggests that although 90% of shoppers 
live within one mile of the town centre, they frequently shop outside the High 
Street.  Popular shopping destinations include Morrison’s, Meadowhall, Retail 
World and Doncaster. 

4.8 Food shopping at the local supermarkets was the primary reason for visiting 
Maltby High Street.  This was followed by the banks, bakers and other 
convenience based services.  Larger purchases of comparison goods such as 
household appliances, clothes, shoes etc were mainly confined to the popular 
shopping centres, implying a high level of expenditure leakage out of Maltby 

Problems Identified with Maltby 

4.9 From the visitor’s perspective, several areas of concern regarding Maltby High 
Street were identified.  The lack of decent public toilets was cited as a big 
problem by 67% of respondents.  Other issues included the perception of 
crime which, although regarded as a big problem during the daytime by just 
26%, rate increased to 51% during night hours. 

4.10 From the retailers’ perspective, capturing a larger proportion of the traffic flow 
through Maltby was regarded as the key to increasing turnover.  Possible 
methods identified included increasing the parking provision both on and off 
the High Street and modifying the Addison Road junction to allow traffic to 
turn left and flow into and not away from Maltby. 

Opportunities Identified Within Maltby 

4.11 It is clear from discussions with the public and retailers that Maltby has a great 
deal of unrealised potential.  Tourism is one area which could be developed, 
and could include better marketing of Roche Abbey and the nature reserves.  
Another opportunity could include the return of the outdoor market, which in 
the past was seen by many as an essential focal point for the town. 
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5. ANNEX: ECONOMIC PROFILE 

INTRODUCTION 

5.1 A prior understanding of the Maltby economy is essential in deciding upon a 
suitable regeneration strategy for the area.  The socio economic profile will 
address these issues by setting out the base line information in key indicators 
most relevant to the context of the study.  Comparisons will be made with 
district, regional and national averages to help identify areas of shortfall.  

PREVAILING SOCIO-ECONOMIC CONDITIONS IN MALTBY 

Employment 

Maltby Broad Category 

5.2 The levels, proportions and annual average growth rates in total Maltby 
employment by each broad industrial category are set out in table 5.1 at 5 
yearly intervals between 1991 and 2001.  

5.3 Energy and water accounted for the highest proportion of employment in 
1991, at 27.4% of the total, this being followed by manufacturing at 22.3%, 
public administration education and health at 20% and distribution, hotels and 
restaurants at 13.5%.   

5.4 Manufacturing accounted for the highest proportion of employment in 1996 at 
27.4% of the total, this followed by public administration education and health 
at 23.5% and distribution hotels and restaurants at 18.9%.  

5.5 Between 1991 and 2001 manufacturing decreased by an annul average of 
around -11.0%, the largest fall of all categories, to account for just 9.2% of the 
total Maltby employment at the end of this period.   

5.6 Public administration education and health accounted for the highest 
proportion in 2001 at 34.1% of the total and increased by an average of 2.7% 
per annum.  Growth was highest in the banking finance and insurance 
industry which increased by 7.1% per annum to account for 6% of the total by 
2001. 
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Table 5.1 – Maltby Employment (Broad Category) 
1991 1996 2001 

Category 
Number % Of 

Total Number % Of 
Total Number % Of 

Total 

% 
Growth 

Agriculture and fishing 0 0.0 2 0.1 2 0.1 N/A 
Energy and water 1284 27.4 252 8.6 464 13.1 -9.7 

Manufacturing 1047 22.3 801 27.4 327 9.2 -11.0 
Construction 134 2.9 69 2.4 111 3.1 -1.9 

Distribution, hotels and 
restaurants 635 13.5 553 18.9 593 16.7 -0.7 

Transport and 
communications 398 8.5 301 10.3 387 10.9 -0.3 

Banking, finance and 
insurance, etc 108 2.3 127 4.3 214 6.0 7.1 

Public administration, 
education & health 936 20.0 686 23.5 1226 34.5 2.7 

Other services 148 3.2 130 4.5 229 6.4 4.5 
Total 4691 100.0 2920 100.0 3552 100.0 -2.7 

Source: NOMIS (August 2003) 

Wider Area Employment Comparisons 

5.7 Employment proportions by broad industrial category for Maltby, Rotherham, 
Yorkshire and the Humber, and the national averages are set out in tables 
5.2, 5.3 and 5.4 for 1991, 1996 and 2001 respectively.  In 1996, employment 
proportions in Maltby relative to Rotherham differed significantly in several 
categories including energy and water and transport and communications 
which were significantly overrepresented and banking finance and insurance 
which was underrepresented.  Relative to the regional and national averages, 
employment differentials were greatest in the energy and water and banking 
finance and insurance categories. 

5.8 Although the ordering of categories which in 1991 were over and under 
represented remained unchanged by 1996, the gap in employment 
differentials had closed quite significantly.  Energy and water which in 1991 
had accounted for 27.4% accounted for just 8.6% in 1996.  Banking finance 
and insurance which accounted for 2.3% in 1991 almost doubled in its 
representation to account for 4.3%.  

5.9 By 2001 the manufacturing industry in Maltby had declined quite significantly 
to account for just 9.2% relative to the 20.1%, 17.9% and 14.2% proportions 
recorded for the district, regional and national averages respectively.  The gap 
relative to district averages was closed further in the banking finance and 
insurance industry which accounted for 6.0% of the total in 2001. 
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Table 5.2 – Employment Proportions 1991 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing 0.0 0.0 1.4 1.4 

Energy and water 27.4 7.2 2.6 1.7 
Manufacturing 22.3 24.2 22.8 19.3 
Construction 2.9 5.8 5.2 4.7 

Distribution, hotels and restaurants 13.5 21.2 22.1 21.9 
Transport and communications 8.5 4.4 5.4 6.3 

Banking, finance and insurance, etc 2.3 12.9 12.2 15.6 
Public administration, education & health 20.0 21.3 24.6 25.1 

Other services 3.2 3.0 3.7 4.1 

Source: NOMIS (August 2003) 

Table 5.3 – Employment Proportions 1996 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing 0.1 0.1 1.2 1.3 

Energy and water 8.6 1.5 1.1 1.0 
Manufacturing 27.4 27.5 22.2 18.2 
Construction 2.4 5.2 4.4 3.9 

Distribution, hotels and restaurants 18.9 21.1 22.6 22.4 
Transport and communications 10.3 5.9 5.4 5.9 

Banking, finance and insurance, etc 4.3 13.1 13.4 17.7 
Public administration, education & health 23.5 22.4 25.3 25.0 

Other services 4.5 3.2 4.4 4.7 

Source: NOMIS (August 2003) 

Table 5.4 – Employment Proportions 2001 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing 0.1 0.3 0.9 1.0 

Energy and water 13.1 1.2 0.9 0.8 
Manufacturing 9.2 20.1 17.9 14.2 
Construction 3.1 6.2 5.1 4.5 

Distribution, hotels and restaurants 16.7 23.3 24.2 24.3 
Transport and communications 10.9 7.2 5.9 6.1 

Banking, finance and insurance, etc 6.0 10.3 14.2 19.6 
Public administration, education & health 34.5 27.2 26.1 24.3 

Other services 6.4 4.3 4.8 5.2 

Source: NOMIS (August 2003) 
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5.10 Table 5.5 sets out a comparison of annual average broad category 
employment growth rates for Maltby, Rotherham, Yorkshire and the Humber 
and the nation between 1991 and 2001.  Relative to Rotherham, employment 
in Maltby either fell faster or grew slower in several categories including 
manufacturing, construction, distribution hotels and restaurants, and transport 
and communications.   

5.11 Relative to the wider conurbations, growth in the Maltby banking finance and 
insurance industry at 7.1% per annum was the highest of all other categories 
over this 10 year period.  Overall, total Maltby employment levels fell by -2.7% 
per annum relative to the growth of 1.3%, 1.2% and 1.7% for the district, 
regional and national averages respectively. 

Table 5.5 – Employment Growth Rates (1991 – 2001) 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing N/A N/A -3.5 -2.1 

Energy and water -9.7 -15.3 -8.8 -5.4 
Manufacturing -11.0 -0.6 -1.2 -1.4 
Construction -1.9 2.0 0.9 1.4 

Distribution, hotels and restaurants -0.7 2.2 2.1 2.7 
Transport and communications -0.3 6.4 2.2 1.4 

Banking, finance and insurance, etc 7.1 -1.0 2.8 4.0 
Public administration, education & health 2.7 3.8 1.8 1.4 

Other services 4.5 5.0 3.9 4.1 
Total -2.7 1.3 1.2 1.7 

Source: NOMIS (August 2003) 

 

Unemployment 

5.12 Table 5.6 sets out the mid year unemployment levels and rates for Maltby, 
Rotherham, Yorkshire and the Humber, and Great Britain in 1991, 1996 and 
2003 where available.   

5.13 Relative to the district, regional and national averages, Maltby had the highest 
rate of unemployment in both 1996 and 2001 at 9.1% (795 persons) and 2.6% 
respectively of the economically active working age population (16-74).  The 
national average rates of 5.8% and 2.6% were 2.6% were the lowest recorded 
values in these years. 

  5-31 
Maltby Economic Statement 



 

Table 5.6 – Unemployment Levels & Rates 

1991 1996 2003 
Area 

Level Rate Level Rate Level Rate 

Maltby N/A N/A 725 9.1 341 4.3 

Rotherham 12658 N/A 11168 7.2 4162 2.8 

Yorkshire & 
The Humber 203406 N/A 188762 6.2 84367 2.8 

Great Britain 2142798 N/A 2011665 5.8 904745 2.6 

Source: NOMIS (August 2003) 

 

Population  

5.14 Tables 5.7, 5.8 and 5.9 set out the total, working age, and economically active 
population respectively for Maltby, Rotherham, Yorkshire & the Humber and 
the national averages at 5 yearly intervals between 1991 and 2001 including 
the annual average growth rates over this period. 

Total 

5.15 In 1991, a total of 16,680 persons resided in Maltby.  This level increased to 
17247 by 2001 giving an annual average growth rate of 0.3%; this slightly 
higher than growth in Rotherham at 0.2% but significantly lower than the 
regional and national averages of 0.6% and 0.9% respectively. 

Table 5.7 – Total Population-Levels & Growth Rates 

Area 1991 1996 2001 Annual Growth 

Maltby 16,680 N/A 17,247 0.3 

Rotherham 244,577 251,179 248,175 0.2 

Y. & H. 4,656,011 4,953,956 4,967,165 0.6 

G.B. 52,365,813 56,381,281 57,148,695 0.9 

Source: NOMIS (August 2003) 
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Working Age 

5.16 Working age population as a proportion of total population was highest 
nationally at 76.4% in 1991.  This was followed by the Yorkshire and the 
Humber and Rotherham, both at 75.4% and Maltby at 73.4%.  Growth in the 
number of working age persons was almost zero in Maltby, and just 0.2% per 
annum for the regional and national averages between 1991 and 2001.  

Table 5.8 – Working Age Population – Levels & Growth Rates 

1991 1996 (Estimate) 2001 (Estimate) 
Area 

Level % Of Total Level % Of Total Level % Of Total 
Annual 
Growth 

Maltby 12329 73.9 N/A N/A 12322 71.4 0.0 

Rotherham 184368 75.4 N/A N/A 178329 71.9 -0.3 

Y. & H 3512839 75.4 N/A N/A 3574331 72.0 0.2 

G.B. 39999185 76.4 N/A N/A 40772369 71.3 0.2 

Source: NOMIS (August 2003) 

 

Economically Active 

5.17 The level of economic activity, often referred to as the workforce, is the sum of 
working age population who are either in employment, or registered as 
unemployed.  The economic activity rate is calculated by dividing the 
workforce by the working age population, and is a measure of participation. 

5.18 In 1991, a total of 7924 persons were registered as economically active in 
Maltby.  This level remained fairly static over the following 10 year period, 
increasing by just 24 by 2001.  With the exception of Yorkshire and the 
Humber all other areas experienced falls in their levels. 

Table 5.9 – Economic Activity – Levels & Growth Rates 

1991 1996 2001 
Area 

Level Rate Level Rate Level Rate 
Annual 
Growth 

Maltby 7924 64.3 N/A N/A 7948 64.5 0.0 

Rotherham 117505 63.7 N/A N/A 114095 64 -0.3 

Y. & H 2309239 65.7 N/A N/A 2327604 65.2 0.1 

G.B. 26776802 66.9 N/A N/A 26365589 64.7 -0.2 
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Average Weekly Wages 

5.19 Average gross weekly wages for Maltby, Rotherham, Yorkshire and The 
Humber and the nation are set out in Tables 5.10 and 5.11 for the years of 
1999 and 2002 respectively.  Annual average growth rates over this 10 year 
period are provided in table 5.12.  In 1999, the average level of wages in 
Maltby was £284 per week.  This equalled the level in Rotherham, but fell 
below the regional and national averages of £302 and £338.  

5.20 Although the wage level in Maltby increased by 2.0% to £301 by 2001, the 
rate of growth was significantly lower than district regional or national 
averages of 4.1%, 4.1% and 4.6% respectively.  Given the inflation rate of 
between 2% to 2.5%, the real wage in Maltby has fallen over this period. 

Table 5.10 – Average Weekly Wages (1999) 

SOC - Major Cat. Maltby Rotherham 
Yorkshire & The 

Humber G.B. 
Managers/Administrators N/A 452 508 577 
Professional Occupations N/A 451 464 497 

Associate Professional/Technical N/A 344 356 412 
Clerical/Secretarial Occupations N/A 209 221 237 

Craft/Related Occupations N/A 347 331 349 
Personal/Protective Service 

Occupations 217 184 186 208 
Sales Occupations N/A 175 190 200 

Plant/Machine Operatives N/A 296 296 306 
Other Occupations N/A 152 172 183 

Total 284 284 302 338 

Source: NOMIS (August 2003) 

Table 5.11 – Average Wages - Levels (2002) 

SOC – Major Cat. Maltby Rotherham 
Yorkshire & The 

Humber G.B. 
Managers/Administrators N/A 496 560 669 
Professional Occupations N/A 496 534 572 

Associate Professional/Technical N/A 392 403 458 
Clerical/Secretarial Occupations N/A 228 245 263 

Craft/Related Occupations N/A 393 381 386 
Personal/Protective Service 

Occupations 256 200 204 232 
Sales Occupations N/A 237 216 218 

Plant/Machine Operatives N/A 328 331 339 
Other Occupations N/A 193 200 205 

Total 301 319 341 387 

Source: NOMIS (August 2003) 
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Table 5.12 – Average Wages – Average Annual Growth (1999 - 2002) 

SOC - Major Cat. Maltby Rotherham Yorkshire & 
The Humber G.B. 

Managers/Administrators N/A 3.2 3.3 5.0 

Professional Occupations N/A 3.2 4.8 4.8 

Associate Professional/Technical N/A 4.4 4.2 3.6 

Clerical/Secretarial Occupations N/A 2.9 3.5 3.4 

Craft/Related Occupations N/A 4.3 4.8 3.4 

Personal/Protective Service Occupations 5.7 2.8 3.0 3.7 

Sales Occupations N/A 10.6 4.4 2.9 

Plant/Machine Operatives N/A 3.4 3.9 3.5 

Other Occupations N/A 8.3 5.2 3.9 

Total 2.0 4.1 4.1 4.6 

Source: NOMIS (August 2003) 

 

Workplace Analysis - Totals 

Maltby 

5.21 The level, proportion and growth rates in the number of Maltby based 
companies by broad industrial category is set out in table 5.13 at 5 yearly 
intervals between 1991 and 2001.  

5.22 Distribution, hotels and restaurants accounted for the highest proportion of 
companies in all years at 33.8%, 37.7% and 37.0% for 1991, 1996 and 2001 
respectively.  Other categories which accounted for large proportions of the 
total in 2001 include banking and finance and 17.4%, public administration 
education and health at 12.9% and manufacturing at 10%.   

5.23 Growth was most significant in the banking finance and insurance, which 
similar to employment levels increased by 15.3% per annum between 1991 
and 2001.  Transport and communications recorded the largest relative fall in 
numbers, decreasing by an annual average of -5.4%.  Overall, the total 
number of companies increases by an average of 2.6% per annum. 
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Table 5.13 – Maltby Company Levels (Broad Category) 

1991 1996 2001 
Category 

Number % Of 
Total Number % Of 

Total Number % Of 
Total 

% 
Growth 

Agriculture and fishing 0 0.0 1 0.3 1 0.3 N/A 

Energy and water 2 0.8 5 1.5 2 0.6 0.0 

Manufacturing 40 16.7 36 10.9 32 10.3 -2.2 

Construction 16 6.7 24 7.3 23 7.4 3.7 
Distribution, hotels and 

restaurants 81 33.8 124 37.7 115 37.0 3.6 

Transport and 
communications 40 16.7 29 8.8 23 7.4 -5.4 

Banking, finance and 
insurance, etc 13 5.4 40 12.2 54 17.4 15.3 

Public administration, 
education & health 35 14.6 42 12.8 40 12.9 1.3 

Other services 13 5.4 28 8.5 21 6.8 4.9 

Total 240 100.0 329 100.0 311 100.0 2.6 

Source: NOMIS (August 2003) 

 

Wider Area Comparisons 

5.24 Company proportions by broad industrial category for Maltby, Rotherham, 
Yorkshire and the Humber, and the national averages are set out in tables 
5.14, 5.15 and 5.16 for 1991, 1996 and 2001 respectively.  

5.25  In 1996, proportions in Maltby relative to the wider conurbations differed in 
several categories, including transport and communications, public 
administration education and health, and manufacturing which were 
significantly overrepresented, and banking finance and insurance which was 
widely underrepresented. 

5.26 By 1996 the manufacturing industry in Maltby had fallen quite significantly to 
account for 10.9% of the total.  This declined even further over the next 5 
years to account for just 10.3% by 2001, bringing in broadly in line with 
district, regional and national averages.  The gap was also closed in the 
banking finance and insurance industry which increased significantly over this 
10 year period to account for 17.4% by 2001. 
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Table 5.14 – Company Level Proportions 1991 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing 0.0 0.0 0.4 0.3 

Energy and water 0.8 0.7 0.6 0.5 
Manufacturing 16.7 14.8 11.0 10.3 
Construction 6.7 8.6 8.2 7.6 

Distribution, hotels and 
restaurants 33.8 35.4 35.4 34.0 

Transport and 
communications 16.7 5.3 4.9 4.8 

Banking, finance and 
insurance, etc 5.4 14.8 16.8 20.7 

Public administration, 
education & health 14.6 12.2 14.1 13.8 

Other services 5.4 8.2 8.6 7.9 

Source: NOMIS (August 2003) 

 
Table 5.15 – Company Level Proportions 1996 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing 0.3 0.2 0.5 0.6 

Energy and water 1.5 0.4 0.3 0.3 
Manufacturing 10.9 12.1 10.2 9.3 
Construction 7.3 10.3 9.5 9.3 

Distribution, hotels and restaurants 37.7 37.4 37.0 33.1 
Transport and communications 8.8 7.0 5.5 4.8 

Banking, finance and insurance, etc 12.2 16.4 19.5 24.3 
Public administration, education & 

health 12.8 8.1 8.8 8.7 

Other services 8.5 8.0 8.7 9.7 

Source: NOMIS (August 2003) 

 
Table 5.16 – Company Level Proportions 2001 

Broad Category Maltby Rotherham Yorkshire G.B. 

Agriculture and fishing 0.3 0.2 0.5 0.6 

Energy and water 0.6 0.3 0.3 0.3 

Manufacturing 10.3 11.7 9.6 8.3 

Construction 7.4 9.9 9.0 8.9 

Distribution, hotels and restaurants 37.0 34.0 34.4 30.4 

Transport and communications 7.4 6.9 5.3 4.7 

Banking, finance and insurance, etc 17.4 20.4 22.9 29.0 
Public administration, education & 

health 12.9 9.4 9.4 8.5 

Other services 6.8 7.2 8.6 9.4 

Source: NOMIS (August 2003) 
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5.27 Table 5.17 sets out a comparison of annual average broad category company 
level growth rates for Maltby, Rotherham, Yorkshire and the Humber and the 
nation between 1991 and 2001.  Relative to Rotherham, growth in Maltby 
differed in several categories including construction, transport and 
communications, banking finance and insurance and manufacturing. 

5.28 Relative to wider conurbations, growth in the Maltby banking finance and 
insurance sector at 15.3% per annum was the highest of all categories over 
this 10 year period.  Overall, total growth in Maltby increased by 2.6% per 
annum relative to the growth of 4.5%, 4.0% and 5.2% for the district, regional 
and national averages respectively. 

Table 5.17 – Company Growth Rates (1991 – 2001) 

Broad Category Maltby Rotherham Yorkshire G.B. 
Agriculture and fishing N/A N/A 6.0 11.8 

Energy and water 0.0 -5.1 -3.9 -1.2 
Manufacturing -2.2 2.1 2.7 2.9 
Construction 3.7 6.0 5.0 6.9 

Distribution, hotels and restaurants 3.6 4.0 3.7 4.0 
Transport and communications -5.4 7.3 5.0 4.9 

Banking, finance and insurance, etc 15.3 7.9 7.3 8.8 
Public administration, education & health 1.3 1.9 -0.1 0.3 

Other services 4.9 3.1 4.0 7.0 
Total 2.6 4.5 4.0 5.2 

Source: NOMIS (August 2003) 

Workplace Analysis – Size Band 

Maltby 

5.29 Table 5.18 sets out the number and proportion of total companies in Maltby by 
employment size band, including the annual average growth rates over this 10 
year period.  In 1991, there were 163 companies employing between 1 and 10 
persons which accounted for 67.9% of the Maltby total.  This was followed by 
the 11 to 49, 50 to 199 and greater than 200 employment size bands at 
27.5%, 2.5% and 2.1% respectively.  The proportion employing between 1 
and 10 persons increased to 271 or 82.4% of the total by 1996, whereas the 
proportion in the 11 to 49 size band decreased to 14.6%.  By 2001 the 1 to 10 
size band had decreased to 79.7% of the total, whereas the number in the 50 
to 199 bracket had almost doubled. 
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Table 5.18 – Maltby Company Levels (Broad Category) 

1991 1996 2001 
Size Band 

Number % Of 
Total 

Number % Of 
Total 

Number % Of 
Total 

% 
Growth 

1 to 10 Employees 163 67.9 271 82.4 248 79.7 4.3 

11 to 49 Employees 66 27.5 48 14.6 47 15.1 -3.3 

50 to 199 Employees 6 2.5 7 2.1 13 4.2 8.0 

> 200 Employees 5 2.1 3 0.9 3 1.0 -5.0 

Total 240 100.0 329 100.0 311 100.0 2.6 

Source: NOMIS (August 2003) 

 

5.30 Table 5.19 sets out the proportion of total Maltby companies by size band that 
are accounted for within each of the broad industrial categories in 2001.  

5.31 Of the 248 companies, (or 79.7% of the total) that employ between 1 and 10 
persons, 40.3% were accounted for in the distribution, hotels and restaurants 
category.  Other industries with high proportions include banking finance and 
insurance at 19.4%, and manufacturing at 9.7%. 

5.32 Distribution, hotels and restaurants also accounted for the largest proportion 
of companies who employ between 11 and 49 persons at 29.8% of the total 
for this size band.  This was followed by public administration education and 
health at 23.4% and manufacturing at 12.8%.  

5.33 The public administration education and health category was also dominant in 
the 50 to 199 employment size band, accounting for 76.9% of the total.  The 
remainder of companies were accounted for in manufacturing and distribution, 
hotels and restaurants categories at 15.4% and 7.7% respectively. 

5.34 For companies employing greater than 200 persons, the energy and water, 
transport and communications and public administration and health categories 
each accounted for 33.3% of the total in this size band. 
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Table 5.19 – Maltby Company Proportions (2001) 

 1 to 10 11 to 49 50 to 199 >200 Total 

Agriculture and fishing 0.4 0.0 0.0 0.0 0.3 

Energy and water 0.0 2.1 0.0 33.3 0.6 

Manufacturing 9.7 12.8 15.4 0.0 10.3 

Construction 8.5 4.3 0.0 0.0 7.4 

Distribution, hotels and restaurants 40.3 29.8 7.7 0.0 37.0 

Transport and communications 8.5 2.1 0.0 33.3 7.4 

Banking, finance and insurance, etc 19.4 12.8 0.0 0.0 17.4 

Public administration, education & health 7.3 23.4 76.9 33.3 12.9 

Other services 6.0 12.8 0.0 0.0 6.8 

Total 100.0 100.0 100.0 100.0 100.0 

Source: NOMIS (August 2003) 

 

Wider Area Comparisons 

5.35 Workplace proportions by employment size band for Maltby, Rotherham, 
Yorkshire and the Humber, and the national averages are set out in tables 
5.20, 5.21, and 5.22 for the years 1991, 1996 and 2001 respectively.  Annual 
average growth rates over this period are set out in table 5.23. 

5.36 In 1991, the number of companies who employed between 1 and 10 persons 
was marginally overrepresented in Maltby relative to Rotherham, but 
underrepresented relative to regional and national averages.  With the 
exception of the 50 to 199 employment size band, all remaining size bands, in 
Maltby were overrepresented relative to the larger conurbations.  

5.37 By 1996 the proportion of companies in the 11 to 49 employment size band in 
Maltby was slightly underrepresented relative to Rotherham.  Growth between 
1991 and 2001 was highest in the 50 to 199 employment size band for Maltby 
which increased by annual average of 8.0% over this period.  Relative to the 
wider areas, this growth rate was significantly overrepresented. 
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Table 5.20 – Size Band Comparisons - Proportions (1991) 

Size Band Maltby Rotherham Y. & H. G.B. 

1 to 10 Employees 67.9 67.7 72.1 73.7 
11 to 49 Employees 27.5 25.4 22.4 20.9 
50 to 199 Employees 2.5 5.4 4.5 4.4 
> 200 Employees 2.1 1.4 1.0 1.0 

Source: NOMIS (August 2003) 

 

Table 5.21 – Size Band Comparisons - Proportions (1996) 

Size Band Maltby Rotherham Y. & H. G.B. 

1 to 10 Employees 82.4 81.2 82.5 84.6 
11 to 49 Employees 14.6 14.9 13.9 12.1 
50 to 199 Employees 2.1 3.2 3.0 2.7 
> 200 Employees 0.9 0.8 0.7 0.6 

Source: NOMIS (August 2003) 

 

Table 5.22 – Size Band Comparisons – Proportions (2001) 

Size Band Maltby Rotherham Y. & H. G.B. 

1 to 10 Employees 79.7 78.9 81.1 83.2 
11 to 49 Employees 15.1 15.4 14.7 13.0 
50 to 199 Employees 4.2 4.6 3.5 3.1 
> 200 Employees 1.0 1.1 0.8 0.7 

Source: NOMIS (August 2003) 

Table 5.23 – Size Band Comparisons – Growth Rates (1991 – 2001) 

Size Band Maltby Rotherham Y. & H. G.B. 

1 to 10 Employees 4.3 6.1 5.3 6.5 
11 to 49 Employees -3.3 -0.6 -0.3 0.4 
50 to 199 Employees 8.0 2.7 1.4 1.6 
> 200 Employees -5.0 2.3 1.5 1.4 

Source: NOMIS (August 2003) 
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