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AFFINITY  
STAFFORDSHIRE
(Formerly Freeport 
Talke)

l  Located in Stoke-on-Trent, 
Staffordshire, in England’s 
West Midlands region

l  30-minute catchment =  
over 800,000

l  60-minute catchment =  
6 million shoppers

l  Free parking for 650 cars 
and 10 coaches

 AFFINITY LANCASHIRE  
(Formerly  
Freeport Fleetwood)

l  Located in Fleetwood, 
Lancashire, on England’s 
northwest coast

l  30-minute catchment 
= over 250,000 

l  60-minute catchment 
= 2 million shoppers

l  Free parking for 700 cars 
and 10 coaches 

AFFINITY DEVON
(Formerly Atlantic  
Village)

l  Located in Bideford,  
North Devon, on England’s 
southwest coast

l  30-minute catchment =  
100,000 (small local  
population but larger  
tourism uplift between 
March and October) 

l  60-minute catchment =  
250,000 shoppers

l  Free parking for 950 cars



 How do you create a cohesive identity for a trio of  long-established 
outlets, dotted around diverse areas of  the country, and separated by 
as much as 300 miles without losing their devoted customer base? 
That’s the challenge Global Mutual faced when the international 

property investment and management firm purchased three U.K. centers—
Freeport Fleetwood in Lancashire, Freeport Talke in Staffordshire and Atlantic 
Village in Devon—in 2017.

“We wanted to bring them together so that they became a family,” said Nicky 
Lovell, who joined Global Mutual shortly after the acquisition. Lovell brought 
an understanding of  retail strategy to the team, having previously worked as 
a buyer for major U.K. department stores Selfridges and Liberty. She had also 
headed up client management for McArthurGlen, and leased schemes for 
Realm, as well as Sterling Mills, which is asset-managed by Global Mutual. 

Now, Lovell is relishing a new role: nurturing and shaping her “fam-
ily”—Fleetwood, Talke and Atlantic Village—which have been rechristened 
Affinity Lancashire, Affinity Staffordshire and Affinity Devon, respectively. 

“They’re my babies, and I love them, quite frankly,” said Lovell, a key force 
behind the rebranding launch of  the Affinity trinity in May 2018. 

The name “Affinity” was suggested by the center managers. “We sat down 
as a group and said, ‘Why do people shop with us? What do they like? Why 
do they keep coming back?’ It all came down to the fact that people felt a 
real close affinity for these centers, and the center management teams felt that 
they had an empathy, a rapport, a harmony with their customers. That’s how 
the name was born.”

The three centers also have a number of  characteristics in common. All 
are of  a similar size, ranging from 130,000 square feet in Devon and Staf-
fordshire to approximately 140,000 in Lancashire. All are close to smaller 
U.K. cities, with Affinity Devon and Affinity Lancashire having the ad-
ditional advantage of  being on England’s west coastal regions, which are 
especially popular with tourists. Each has an annual footfall of  approxi-
mately two million, and all date from the late 1990s.

Additionally, each outlet encompasses rough- (Continued on page 16)
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the U.K.
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Global Mutual refreshes its outlets.



ly 40 to 50 retail stores, featuring brands like Marks & Spencer, Gap, Next, 
Nike and Sports Direct. These are exactly the sort of  tried-and-true brands 
that appeal to Affinity’s shopper base, which Lovell defines as “solid family 
customers. They are looking for a family-friendly center where they can feel 
comfortable and can find everything they need under one roof.”

“They’re great regional centers with loyal regional customer bases who 
shop them on a regular basis,” she said, noting that over 70 percent of  cus-
tomers visit the centers more than once a month.

But Global Mutual recognized that there was room for improvement. 
“There’s a great base, but there had not been a lot of  money invested 

in these centers for a long while,” Lovell said. “We saw great potential 
in terms of  developing them, taking them forward, adding brands, and 
updating their look.”

“The initial burst of  energy has been in terms of  changing the look and 
feel of  the centers, with new signage, a new logo and a new color palette,” 
she says. “Each has their own color scheme: red for Lancashire, green for 
Staffordshire, and blue for Devon. It gives them their own unique identity, 
but the dark navy ‘A’ for ‘Affinity’ creates the common theme. The rebrand-
ing of  the centers was done with the support of  the BWP Group, which is 
continuing to work with Global Mutual leading the marketing and public 
relations strategy for the centers.”

Negotiations are underway to bring in new brands, as well. “There’s more 
footwear, fashion and accessories coming through,” Lovell said. 

“We’re not premium centers,” she adds. “That’s not what these centers are 
about. They’re about great high street brand names and everyday value for 
our customers. That’s why they shop with us.”

In the longer term, Lovell reveals that Affinity Devon will undergo signifi-
cant expansion, although a specific timeline is just being finalized. “There’s a 
90,000-square-foot planning consent that came with our purchase, so we’re 

very carefully considering what we need to bring to the region and what will 
benefit the community,” she said.

Meanwhile, Affinity Lancashire is expected to take a turn for the better, 
quite literally. That is to say, Global Mutual plans to reorient the focal point 
of  the center, which is located on the Fylde Peninsula alongside a marina. 

“It sits on a harbor, but it faces the road,” Lovell says. “We want to turn it 
around so that it looks over the harbor.” 

Affinity Staffordshire, for its part, is also in line for a nip and tuck. “We 
know we need to improve the car park and improve access and curbside ap-
peal,” Lovell says. Phase one will be rolled out in 2019, including an upgrade 
of  the parking lot, which will create an additional 100 spaces. Phase two and 
phase three will be interior and exterior updates, which are currently in the 
master planning stage.

Global Mutual are also looking at increasing food and beverage offerings 
at all three locations. “We want to be able to provide more for our customers, 
so it gives them an opportunity to dwell longer. That’s what’s been missing,” 
Lovell said. “We want a mix: some fast food, something that’s a bit more 
grown up, and something a little more quirky—for instance, making after-
noon tea a big feature. If  it’s a family center, we need something that will 
appeal to everyone within that family.”

Ultimately, in addition to satisfying Affinity Outlets’ loyal current customer 
base—drawn mainly from a 30-minute radius—Global Mutual hopes to 
expand that base outward to 60 minutes and beyond, with additional brands 
widening the outlets’ offer and appeal. “It’s not about changing the customer 
base,” Lovell said. “It’s about extending the customer base geographically.” 

“There is so much we can do, and so much enthusiasm to make these cen-
ters better and brighter and loved even more,” Lovells said. “The willingness 
is there to make these work and drive them forward. We’ve invested in them 
for the long term.” n
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(Continued from page 13)    

Affinity Staffordshire 
(top), Affinity Lancashire 
(below), Affinity Devon 
(right)


