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Executive Summary

This study has been prepared to provide a commentary on convenience

retailing provision in the two local authority areas, to inform the preparation of

Development and Land Allocations documents for these areas. It includes:

 an outline of the changing retail market position;

 an explanation of how this is reflected in the retail market in Newcastle

and Gateshead; and

 recommendations on the potential planning policy implications for both

Councils’ Development Management and Site Allocations Development

Plan Documents.

The study takes into account information from a range of different data

sources, including the Oxford Retail Consultancy (ORC) Storepoint database,

the Institute of Grocery Distribution (IGD), Experian, Mintel and Verdict.

The Changing Retail Market

The foodstore market has undergone significant change in the last five years or

so. The major expansion of the large foodstore operators has been curtailed –

reflecting increased emphasis on convenience and value and the challenges

presented by online shopping - and the most significant growth is now in the

discount sector and, to a lesser extent, convenience stores. Going forward,

whilst there will be further growth amongst the discounters, the most significant

challenges will be to accommodate operators’ latest business models, in

sustainable locations which most benefit existing town centres.

Although online shopping achieves a much greater share of the non-

food/comparison goods retail market, it is clearly also growing in the

food/convenience goods sector. This presents opportunities as, whilst it

impacts upon the amount of money actually spent on the high street, it can

make it more convenient to do so. This, in turn, makes it more important that

planning policies recognise the need for businesses and wider town centres to

adapt to modern consumer needs, and provide new facilities such as collection

points and home delivery bays – helping centres to remain attractive in the

face of competition from out-of-centre destinations.

With the market for convenience store retailing reaching maturity in some

locations, operators are now seeking more varied opportunities. Such

opportunities could include:

 town and city centre locations;

 sites situated on main arterial routes (including those attached to petrol

filling stations);

 other sites situated adjacent/in close proximity to major transport hubs;

 sites/stores located adjacent/in close proximity to major university

campuses;



:

11320809v2

 areas where new housing development is taking place; and

 areas where the socio-economic characteristics make them particularly

attractive to operators.

Convenience Retailing in Newcastle and Gateshead

There have been a number of large foodstore developments in existing centres

in Gateshead, and a new Asda superstore has also opened at Newcastle

Shopping Park. However, foodstore development activity across the two local

authority areas has focused more recently upon new/enlarged discount

foodstores (i.e. Aldi and Lidl) or smaller supermarkets/convenience stores –

including Tesco Metro/Express, Sainsbury’s Local and Co-op. Whilst these two

sub-sectors will eventually reach saturation point, and may already be close to

this in some areas, this trend is likely to continue for the next few years.

Some parts of Newcastle and Gateshead benefit from more choice than

others. There has been a reduction in the overall number of convenience retail

uses in some centres, including Gateshead Town Centre and Blaydon District

Centre in Gateshead, and Shields Road District Centre in Newcastle. However,

this needs to be viewed in the context of the benefits arising from new larger

foodstore development within these centres, both in terms of consumer choice

and wider sustainability objectives. When planning to bring forward new

convenience retailing, whether to regenerate centres or as part of wider

housing or employment schemes, it will be important to take into account these

trends in seeking to facilitate the most sustainable patterns of development.

Developing a Planning Policy Framework

Any planning policy framework should take into account all of the above, in

order to fully address the issues likely to be raised by future proposals for new

convenience retail development. This framework will need to:

 support new retail development in the most appropriate locations,

directing new proposals to existing centres in the first instances, in order

to support their vitality and viability;

 provide sufficient opportunities to meet the scale and nature of the need

identified for new convenience retailing, taking into account current and

likely future operator requirements;

 identify the role that new development can perform in enhancing the

health of centres which are in decline and/or as an anchor to planned

new centres;

 support existing markets and recognise the role that they play in meeting

local needs, attracting visitors and diversifying the centres’ offer;

 identify the need to provide new convenience retail uses of an

appropriate scale and location in new/relocated centres, including those

serving planned new large scale housing development or existing under-

served residential/employment areas;
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 recognise the role of convenience retail development, including as part of

mixed use development, in delivering regeneration and economic

benefits and meeting wider sustainability objectives;

 deal positively with proposals to adapt existing premises to meeting

changing operator and consumer requirements (e.g. those for click and

collect facilities, new shopfronts and small scale extensions);

 ensure that planning conditions, which control unit sizes, permitted

goods, hours of opening/servicing and plant equipment, are used

appropriately and take full account of mitigation measures;

 identify the scope for using Local Development Orders (LDOs) to reduce

the burden on operators and help them adapt their businesses to meet

future needs (including through some of the minor works set out above).
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1.0 Introduction

Background

1.1 This study has been prepared by Nathaniel Lichfield & Partners and @retail,

on behalf of Newcastle City Council (NCC) and Gateshead Metropolitan

Borough Council. (GMBC). It has been prepared to provide a commentary on

convenience retailing provision in the two local authority areas, to inform the

preparation of Development and Land Allocations documents for these areas.

Study Requirements

1.2 This study provides both Newcastle and Gateshead Councils with a market

position paper for convenience goods retailing. It includes:

 an outline of the changing retail market position;

 an explanation of how this is reflected in the retail market in Newcastle

and Gateshead; and

 recommendations on the potential planning policy implications for both

Councils’ Development Management and Site Allocations Development

Plan Documents.

1.3 In meeting the above requirements, the study takes into account information

from a range of different data sources. These include the Oxford Retail

Consultancy (ORC) Storepoint database, the Institute of Grocery Distribution

(IGD), Experian, Mintel and Verdict. It also takes into account both NLP’s

knowledge and experience of retail planning in Newcastle and Gateshead, as

well as @retail’s knowledge and experience of the retail property market in the

area.

1.4 This study does not include any quantitative retail capacity assessment work,

given that the recently adopted Core Strategy and Urban Core Plan (CSUCP)

for Newcastle and Gateshead already includes policies for both new

convenience and comparison goods retailing floorspace.

Structure of Report

1.5 The remainder of this report is structured as follows:

 Section 2.0 provides an overview of the changing retail market, including

national trends in the convenience retail sector;

 Section 3.0 includes a summary of recent changes in convenience

retailing in Newcastle and Gateshead and their effects;

 Section 4.0 provides recommendations on developing a planning policy

framework which helps both Councils deal with future proposals for

convenience retailing; and

 Section 5.0 provides conclusions.
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2.0 The Changing Retail Market

2.1 This section of the study provides an overview of the changing retail market,

including national trends in the convenience retail sector. It draws from

information provided by the Verdict, Mintel, Experian, the Institute of Grocery

Distribution (IGD) and the Office for National Statistics (ONS), as well as the

experience of the project team on the current requirements of operators in this

sector.

Market Overview

2.2 The UK retail industry has, over the last decade, faced some significant

pressures - both internally in the form of changing shopping habits, and

externally in the face of an unfavourable business rates regime and economic

conditions. However, it is still a strong and dynamic force in the economy and,

as such, a sector which has important implications for land use planning.

2.3 The foodstore market has undergone significant change in the last decade. A

shift in consumer habits, resulting in higher price elasticity, has had a

significant impact on this sector, which is now experiencing growth at a much

slower pace than the UK retail industry as a whole – illustrated in Figure 3.1.

Figure 2.1: Average Weekly Retail Sales

Source: ONS

2.4 Over the period 2007-2012, there was significant growth in the foodstore

sector, fuelled, in part, by expansion in non-food ranges and preferences for

large store formats. However, as internet shopping has grown in importance –

for both food and non-food shopping – and households have become
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increasingly orientated towards value and convenience, there is now very low

demand for large new superstores and large store extensions.

2.5 Against this background, Figure 2.2, below, illustrates the current estimated

market shares of the leading national foodstore operators, as compared to

those in 2010, based on information within the Verdict report ‘Food & Grocery

Retail in the UK’ (2015).

Figure 2.2 Grocers' Share of Food and Grocery Products in 2010 and 2015

Source: Food and Grocery Retail in the UK (Verdict) (2015)

2.6 This illustrates how the estimated market share of the big four operators (i.e.

Asda, Morrisons, Sainsbury’s and Tesco) has fallen over the last five years,

from 58% in 2010 to around 55% in 2015. Conversely, the two main discount

operators (Aldi and Lidl) have more than doubled their combined market share

(from 3.4% to 7.2%) over the same period.

2.7 Whilst there are now very few large new foodstores developments coming

forward, there is continued growth in small and medium-sized store formats.

These include the discounters, high end operators such as Waitrose and

Marks & Spencer and convenience stores. Whilst the growth in smaller store

has also slowed in the last year or so, and will eventually reach saturation

point, there is still an appetite for new stores in the most commercially

attractive locations.

2.8 Figure 2.3 illustrates the past and future projected market share of the food

and grocery market achieved by both superstores and smaller

supermarket/convenience stores, over the period between 2010 and 2020.

This clearly shows the increasing share of the market being achieved by the

smaller store formats, and corresponding reduction in that of the larger stores.
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Figure 2.3 Market Shares by Store Type 2010-2020

Source: Food and Grocery Retail in the UK (Verdict) (2015)

2.9 Information from the Institute of Grocery Distribution (IGD) indicates that the

total number of convenience stores in the UK at June 2015 was 4,616,

representing a 0.9% increase on the previous year. It also indicates that, in the

12 months to April 2015, the convenience market generated £37.7bn in sales,

which equated to an increase on the previous year of 5.1%. Convenience

multiples, such as Tesco Express and Sainsbury’s Local, experienced an

increase of 401 stores (16.6%) for the year ending April 2015, with 451 new

convenience stores having opened in the year before that.

2.10 In total, the ORC Storepoint database confirms that there are currently 1,514

Tesco Express stores and 741 Sainsbury’s Local stores in England. Whilst

some of these new convenience stores have been developed in out-of-centre

locations, a significant proportion have come forward within existing centres,

including through the development and re-occupation of vacant sites/stores.

They perform an important function in maintaining the vitality and viability of

centres, providing an additional reason to visit, acting as an anchor facility and,

in some cases, providing an occupier for vacant units.

2.11 The types of locations sought by the main convenience store operators vary

substantially, and there are no strict rules as to where the units can be located,

provided that there is proven demand and relative lack of competition. With the

market for convenience store retailing being quite mature in established

locations, operators are now seeking more varied opportunities in new or

emerging markets. The following are some examples of the typical

opportunities sought by the major convenience store retailers:
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 town and city centre locations, ideally in close proximity to transport

hubs, universities, hospitals or other major employment locations;

 sites situated on main arterial routes with good access from both

directions. Such sites could accommodate either conventional

convenience stores or those attached to petrol filling stations;

 other sites situated adjacent, or in close proximity, to major transport

hubs including metro, bus and train;

 sites/stores located adjacent/in close proximity to major university

campuses, or areas predominantly comprising student accommodation;

 areas where substantial new housing development is taking place, or

where smaller residential schemes are coming forward and existing

areas nearby are already under-served; and

 areas where the socio-economic characteristics make them particularly

attractive to operators.

2.12 The table below provides a summary of the requirements of those operators

currently active in the foodstore market, by store type. This highlights the

significant emphasis upon the smaller, convenience store sub-sector, as well

as the discounters and frozen food specialists.

Table 2.1 Summary of Operator Floorspace Requirements

Type Typical Size Requirements Parking Main Operators
Hectares Sqm Sqft

Supermarket 0.5 + 1,400-
1,500

15,000-
16,000

90+ Asda, Morrisons,
Sainsbury’s, Waitrose and
Tesco

Discount
Food Store

0.5-1 1,500-
2,600

16,000-
28,000

90-120 Aldi, Lidl, Netto, Farmfood
and Iceland

Convenience
Store

0.2-0.5 325-
390

3,500-
4,200

12+ Co-op, Sainsbury's, M&S,
Waitrose and Tesco

Smaller
Convenience
Store

0.1 + 230-
370

2,500-
4,000

8+ One Stop, Spar, Costcutter,
McCollls, NISA, Premier,
Londis

Micro Stores
(City Centre
Only)

N/A 75-200 800-2,000 N/A Sainsburys, M&S, Tesco
(prime city centres only –
prevalent in London/other
large conurbations)

Frozen Food
Specialists

0.1-0.6 190-
1,400

2,000-
15,000

0-100 Heron Foods, Fulton Foods
and Farmfoods

Value
Retailers

N/A 450-
2,750

5000-
30,000

Dependent
on location

B&M, Home Bargains,
Poundworld, Poundland,
Poundstretcher

Source: @retail

2.13 The structural changes in the food and grocery industry set out above reflect a

number of factors, some of which are inter-related. Many of these factors are a

product of changing lifestyles, and include:

 the increasingly value-orientated nature of shoppers and awareness of

the discounter’s offer;
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 the polarisation of the retail market, including a flight to quality from the

more affluent;

 the growth of online retailing;

 growing preference for using smaller and medium-sized stores, related to

an increased emphasis upon convenience; and

 the fragmentation of the sector more generally, with shoppers happy to

visit different fascias at different times and for different products.

2.14 In relation to the last point above, NEMS Market Research have recently

published a paper on food and grocery shopping main shop habits, based on

household telephone surveys. This concluded that:

 the expansion of consumer choice has led to over half of households

using more than one store for the household’s main food and grocery

shopping;

 whilst it still accounts for an estimated 79% of visits, this main store is

both substituted (33%) and supplemented (77%) with others (with 9%

doing both);

 the young (under 35 years old) and those living in larger households

(three or more adults) are less likely to restrict their main shopping to just

one store; and

 the likelihood of using only one store for main food shopping varies

between retailers, with over half Morrisons and Tesco shoppers using

just one store, with this falling to around a third for Sainsbury’s and Asda

shoppers.

Rise of the Discounters

2.15 Along with the growth of online shopping, which is considered in more detail

below, the rise in popularity of the discount operators is one of the two most

significant shifts occurring in the retail industry. Aldi and Lidl offer high quality

products at low prices, as a result of their cross-European buying power, and

cost-effective approaches to store format, staffing levels and management.

2.16 As shown in Table 2.2, below, both of these operators have opened a

significant number of new stores in recent years. Whilst Aldi and Lidl had

around 320 and 420 stores respectively in 2005/2006, Aldi have since

overtaken Lidl in terms of store numbers, increasing to 667 in 2015, opposed

to their rival’s 650. Based on information from Verdict, Lidl still have

significantly more sales floorspace overall (c. 950,000 sqm in 2015) as

compared to Aldi (c. 650,000 sqm), reflecting the smaller average store size of

the latter.

Table 2.2 Growth in Store Numbers of Discount Foodstores

Financial Year Aldi Lidl

2005/2006 320 420
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2010/2011 435 535

2015 (estimate) 667 650

Source: Mintel Retail Rankings and Verdict Food and Grocery Retail in the UK

2.17 The expansion of the discount food operators is also highlighted below in

Figure 2.4, which shows the year on year growth in floorspace of all of the

main operators, again, based on information from Verdict.

Figure 2.4 Leading Grocers Year on Year Floorspace Growth 2015

Source: Food and Grocery Retail in the UK (Verdict) 2015

2.18 The above shows how both Aldi and Lidl have significantly expanded their

store estate in the last year (by around 11% and 5% respectively). The majority

of other operators increased their floorspace by around 3% and 5%, with

Tesco growing by just 1% and the Co-op decreasing significantly, by around

6%.

2.19 The recent growth in the discount foodstore sector is also highlighted by Figure

2.5, below, which shows the changes in the turnover to floorspace ratios of the

main national operators over the last five years. This graph shows how both

Aldi and Lidl have significantly increased their turnover densities over the last

two years in particular, with those of the big four’ operators decreasing

significantly over the same period.
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Figure 2.5 Turnover to Floorspace Ratios (£ per sqm) of National Operators 2010-2015

Source: Mintel Retail Rankings and Verdict Food and Grocery Retail in the UK

2.20 The discounters’ growth has come not only from new stores but also from

extensions to existing ones, with their preferred formats now providing around

2,000 and 2,500 sqm gross floorspace respectively. Lidl, in particular, has

recently unveiled a brand new store format, the first of which was opened in

Rushden, Northamptonshire. This format has wider aisles, customer toilets and

baby changing facilities, along with self-service tills, longer checkouts, an in-

store bakery and an expanded range of wines.

2.21 Whilst the discount foodstore sub-sector is currently dominated by Aldi and

Lidl, a new challenger has re-entered the market in the form of Netto - who had

previously ended their 14 year presence in the UK when they sold their existing

stores to Asda in 2010. In June 2014, as part of a joint venture with

Sainsbury’s, they announced their intention to open 15 new stores across the

country, the first of which would be in Leeds.

2.22 The tie-up between the two operators reflects their different target markets and

the challenges previously experienced by Sainsbury’s in seeking to provide

discounted prices whilst maintaining their usual quality of produce. On the

basis of information from the ORC Storepoint database, Netto now have 13

stores in the UK, primarily in the north of England, providing in the range of

700-800 sqm net sales area. Whilst not currently targeting the north-east in

particular, they have also recently announced plans to open a further 10 new

stores.
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2.23 In parallel with the growth of discount foodstore operators such as Lidl and

Aldi, there has also been an increase the number of non-food discount stores.

Whilst these sell predominantly comparison goods, many of them – including

Home Bargains, B&M, Poundworld and Poundland – also devote a significant

proportion of their stores to convenience goods (sometimes as much as 30%

of the sales area). Some of these operators also include some fresh food as

part of their offer, including a milk, bread, packaged meat and a small choice of

fruit/vegetables.

2.24 Going forwards, whilst the rate of growth in this sub-sector is likely to slow

eventually – not least as their formats gradually move upmarket and compete

more directly with other operators - Verdict forecasts that the discounters will

continue to increase their market share, from the estimated 7.2% to around

10% by 2020. Verdict also indicate that Aldi are looking to reach over 1,000

stores in the UK by 2022 and Lidl are eventually targeting 1,500. A significant

element of the demand for new foodstore development emerging in the next

five years is, therefore, likely to come from this sector.

Outlook for Smaller Traders

2.25 Alongside the national operators considered above, Figure 2.6 also illustrates

the recent and future projected market share of other, specialist convenience

retail formats. It shows that, whilst some store types, including off-licenses and

tobacconists are declining, others, including butchers and bakers are forecast

to experience a small resurgence.

Figure 2.6 Market Shares by Store Type 2010-2020

Source: Food and Grocery Retail in the UK (Verdict) (2015)

2.26 Those retailers which are able to tailor their offer to their local catchment and

provide a more specialist and personal service will often be those most able to
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survive the face of competition from the larger, national outlets. This highlights

the value of supporting such retailers in existing town centres, whilst

recognising the growth of other, complementary formats which provide a range

and choice of produce (and, in some cases, prices) which the

independents/smaller traders are unable to offer.

Online Retailing

2.27 Reflecting the changing lifestyles and consumer preferences identified above,

there has been significant growth in retail spending via the internet over the

last ten years. This online shopping has really accelerated over the last five

years in particular. On the basis of information in Experian’s latest Retail

Planner Briefing Note (October 2015), the total quantum of money spent via

Special Forms of Trading (SFT) – which is primarily internet shopping, but also

includes mail order, stalls/markets, door to door and telephone sales -

increased from £17.1bn in 2006 to £44.1bn by 2014, and is forecast to

continue to grow significantly, to around £94.4bn in 2026.

2.28 Whilst it is likely that e-tailing will plateau eventually, as shown in Figure 2.7

below, this is unlikely to happen in the short term. Whilst some (e.g. Tesco and

Asda) are more advanced than others (e.g. Morrisons), the online capabilities

of the national food and grocery operators, alongside more sophisticated

methods of collection and delivery, are now integral to their future success.

Figure 2.7 Market Share of Convenience Goods Retailing by Special Forms of Trading

Source: Experian Retail Planner Briefing Note 13 (October 2015)
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2.29 When planning to meet future needs, it is important to consider how online

purchases are delivered to and/or collected by the customer. In this context,

whilst the proportion of convenience retail sales made via SFT is forecast to

increase from around 9% in 2015 to 17% in 2025, a significant proportion of

these sales will still go through retail stores open to the public – with

supermarket staff picking the goods of shelves within the stores ready for

delivery/collection. The proportion which does not go through such stores is

therefore much lower, although still forecast to almost double over the same

period (from 2.8% to 5.0%).

2.30 In terms of how the customers actually receive products ordered online, as

illustrated in Figure 2.8, below, home delivery is still, by far, the preferred

method for the vast majority of UK residents (89%).

Figure 2.8 Preferred Method for Food & Grocery Delivery (%), 2015

Source: Food and Grocery Retail in the UK (Verdict) (2015)

2.31 However, ‘click-and-collect’, which involves the collection of goods purchased

from different locations – including not only within/immediately outside the

store itself but also refrigerated lockers and other stand-alone points – is

growing in importance. Information from Verdict shows that spending via click

and collect in the food and grocery sector almost doubled between 2013 and

2014, and increased by just over 50% between 2014-2015. Although forecast

to grow at a slower rate post-2016, it is still forecast to increase to increase by

around 60% overall between 2015-2020. Whist still a relatively small proportion

of overall online spend, it is likely to become an even more integral part of most

retailers formats, as operators cater for changing shopping patterns.

2.32 Operators have adapted at different rates to the challenges and opportunities

presented by online shopping. As shown in Figure 2.9, Tesco leads the way,
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with around 32% of the online food and grocery market, and Asda and

Sainsbury’s have shares of around 15% and 12% respectively. Morrisons’

share is estimated to be just 2%, having only recently launched online

shopping, although they have recently agreed a supply deal with Ocado.

2.33 Aldi have also only just launched their online offer in the UK and Lidl do not

currently have such an offer. However, these operators will inevitably seek to

adapt to modern consumer needs and find ways of expanding further into the

online market, without compromising their core business model – for example,

by introducing click and collect.

Figure 2.9 Grocers' share of online food & grocery products (%), 2010-15e

Source: Food and Grocery Retail in the UK (Verdict) (2015)

2.34 Some foodstore operators have also trialled the ‘dark store’ concept. Dark

stores are large warehouses where supermarket employees only – called

‘pickers’ – collect the items for people’s online grocery shopping and load them

into delivery vans. This concept is in its infancy and has not been rolled out

extensively by all of the large operators, reflecting the challenges in developing

a network of such stores which can effectively serve the country as a whole.

2.35 Whilst the majority of online food sales are generated by operators with stores

open to the public, there are a small number of operators who only have an

online presence. For example, Ocado launched in 2000, and deliver their own

products, as well as those from the Waitrose chain, and a selection of branded

groceries and other items, from a network of warehouses to households across
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the country. In addition, Amazon Pantry is an ambient grocery delivery service

offered to Amazon Prime customers which was launched in November 2015.

2.36 In November 2015, Amazon announced a deal for Morrisons to supply them

with ambient, fresh and frozen produce as part of this service. Some parts of

the country also benefit from the one-hour delivery of fresh and frozen products

as part of Amazon’s UK Prime Now service. Both this and the wider dark store

concept need to be considered when planning to meet the needs of the

evolving food retail sector, including the types and locations of sites required.

Role of Markets

2.37 The National Mission for Markets group serves as the national trade

association for market and street traders, events retailers and mobile caterers

across the UK. In summer 2015 the group published a health check on local

markets, the key findings of which were as follows:

 there are currently 1,225 retail markets operating in the UK, 65% of

which are run by local authorities, with 18% operated by private

companies, and the remainder being trader co-operatives, social

enterprises and community interest companies;

 since 2009, the number of market traders has shrunk by around a third,

from 45,700 to 33,000 market traders, with employment within the sector

shrinking by over 40%, to around 27,500 people;

 market traders in the UK achieved a turnover of £2.5 billion in the

financial year 2014-2015, which is around £1 billion lower than 2009, but

around £600 million higher than 2012. This amount is forecast to achieve

a turnover of £4 billion by 2020; and

 it is estimated that there are 30 billion shopping visits to retail markets in

the UK per year and, whilst operators are reporting a decrease in footfall

since 2012, around £36.6 million was invested in markets in 2014/2015.

2.38 It is clear from the above that, whilst the overall number of traders has

decreased significantly, retail markets still have an important role to perform in

town centres and meeting retail needs, including convenience goods. In

Newcastle City Centre, the Grainger Market performs an important role and

incorporates a wide range of independent convenience retailers, including a

number of butchers, greengrocers, fishmongers, newsagents/confectioners,

delicatessen, a bakery and other food specialists.

2.39 Markets have become more diverse in terms of the types of traders and goods

offered, with farmers markets and food fairs becoming more prevalent across

the UK. For example, the Gibside Market in Gateshead, run by the National

Trust and held twice a month, also includes farmers and other traders selling

fresh local produce. These speciality markets have potential to fill any gaps left

by an overall decrease in the number of traditional traders and complement,

rather than compete directly with, other convenience retail uses in centres.
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Other Trends

2.40 Some operators have sought to diversify the range of facilities provided within,

or adjacent to, their stores. For example, in 2013 Tesco bought the restaurant

chain Giraffe, with the intention of providing outlets within or adjacent to their

stores - creating a broader retail/leisure destination and using unwanted space.

Other operators have concessions such as pharmacies and dry cleaners within

their larger stores, which help to maintain their attraction in the face of other

operators and the high street more generally. For example, the Tesco Extra

store at Kingston Park in Newcastle includes a Starbucks café and Timpsons

outlet in a separate retail pod to the front of the store.

2.41 A significant amount of surplus property is also now subject to disposal by the

large foodstore operators, bringing opportunities for other uses. As part of their

proposed acquisition, Sainsbury’s announced their intention in January 2016 to

close around 200 existing Argos stores and relocate them within existing

supermarkets. This move reflects a number of factors, including the desire for

Sainsbury’s to downsize and re-use unwanted floorspace within existing

stores, as well as their desire to make use of Argos’ existing (and more well

developed) logistical and delivery/collection network.

2.42 Indeed, through acquisition of Argos, Sainsbury’s have also announced their

intention to provide their customers with the ability to purchase over 50,000

products and collect them in any one of 2,000 outlets within four hours. The

Co-operative Group has recently announced that it is selling off 36 of its stores,

all of which were previously acquired from the takeover of the former

Somerfield chain in 2008. These stores have been bought by the Food Retailer

Group and will be re-branded as Budgens supermarkets. Based on initial

reports, however, none of the stores being sold are located in the north-east of

England.

2.43 In addition, other non-food retail operators are undertaking reviews of their own

store portfolios, such as B&Q. These reviews have in many cases lead to the

disposal of stores which are either under-performing or are subject to other

operational constraints. This has created opportunities for other retailers,

including foodstore operators, to achieve representation in areas where

suitable sites are otherwise not available, and helped to avoid units staying

vacant in the longer term.

2.44 Another recent trend is the extension in the opening hours of foodstores, both

large and small. This includes opening both earlier in the morning and later into

the evening, as well as (for larger stores) 24 hour opening. These changes

have resulted from the increased focus upon convenience and the time-poor

nature of consumers, as well as the competition between operators. The trend

clearly has implications for planning, including the need to ensure that local

amenity is protected.

2.45 In addition, the laws currently in place in respect of trading hours in England

(and particularly Sundays) have clearly influenced the size requirements of the

major convenience store retailers. These laws mean that any store wishing to
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open more than six hours, between 10 am and 6 pm, on Sundays, must have a

sales area of less than 280 sqm/3,000 sqft.

2.46 Whilst the Government recently proposed new laws that would allow councils

to create their own zones where these Sunday trading laws would be relaxed

(including a pilot scheme), these proposals were recently defeated in the

House of Commons. The proposed reform would have enabled retailers to

more closely align their online and physical store operations, and address the

inconsistency in trading hours between leisure/restaurant and retail outlets.

2.47 Whilst there is clearly a divergence of views on this subject at a political level,

the possibility of changes could return in future. If implemented, they offer

potential to provide a boost to town centres, both in economic and wider footfall

terms – helping to offset the rising costs incurred by high street operators.

Summary

2.48 The foodstore market has undergone significant change in the last five years or

so. The major expansion of the large foodstore operators has been curtailed –

reflecting increased emphasis on convenience and value and the challenges

presented by online shopping - and the most significant growth is now in the

discount sector and, to a lesser extent, convenience stores. Going forward,

whilst there will be further growth amongst the discounters, the most significant

challenges will be to accommodate operators’ latest business models, in

sustainable locations which most benefit existing town centres.

2.49 Although online shopping achieves a much greater share of the non-

food/comparison goods retail market, it is clearly also growing in the

food/convenience goods sector. This presents opportunities as, whilst it

impacts upon the amount of money actually spent on the high street, it can

make it more convenient to do so. This, in turn, makes it more important that

planning policies recognise the need for businesses and wider town centres to

adapt to modern consumer needs, and provide new facilities such as collection

points and home delivery bays.
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3.0 Convenience Retailing in Newcastle and

Gateshead

3.1 This section of the study report provides a summary of patterns of convenience

retailing in Newcastle and Gateshead, and how these have been affected by

both recent developments and trends in the market more generally. It also

considers likely levels of demand for new representation from operators in the

two local authority areas, including the nature and scale of this demand, and

the types of locations operators are most likely to consider.

Existing Shopping Patterns

Gateshead

3.2 As illustrated on Drg. No. GIS\22948\01-01, at Appendix 1, there are three

large existing superstores which dominate patterns of convenience retailing in

Gateshead, including:

 a Tesco Extra superstore, which comprises 13,647 sqm gross/8,817 sqm

net sales floorspace, and anchors the new Trinity Square redevelopment

at the heart of Gateshead Town Centre, having opened in 2013;

 Asda at Gibside Way, Metrocentre, which comprises 12,399 sqm

gross/7,711 sqm net floorspace; and

 Sainsbury’s at Team Valley, which comprises 6,918 sqm gross/4,479

sqm net floorspace.

3.3 In addition to the above, two new Morrisons superstores have recently opened,

including the following:

 a new 6,900 sqm gross/3,858 sqm net store, which came forward as part

of the redevelopment/refurbishment of Blaydon District Centre,

comprising; and

 a new store at Durham Road, in Birtley District Centre, which comprises

5,926 sqm gross/2,842 gross floorspace, and opened in 2015.

3.4 Along with the new Tesco Extra store in Gateshead Town Centre, the two new

Morrisons stores provide an ‘anchor’ to the above centres and meet the main

food shopping needs of residents in the centres’ immediate catchment areas.

By virtue of their close proximity to the A1 (M) motorway, the Asda and

Sainsbury’s stores serve more extensive catchment areas, which extend into

adjoining local authority areas, including parts of Newcastle and the Tyne

Valley (Northumberland).

3.5 The other main provision in Gateshead includes a recently opened Asda store

in Felling District Centre (comprising 2,470 sqm gross), as well as a number of

discount (i.e. Aldi/Lidl) stores in Pelaw, Wrekenton, Dunston, Swalwell and at

the Metrocentre, a Co-op supermarket in Ryton, and a large number of smaller
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supermarkets/convenience stores which primarily meet top-up needs. These

are accompanied by a variety of smaller, specialist and/or independent

retailers within each of the defined centres.

3.6 The majority of existing defined town or district centres have an existing or

committed large supermarket or superstore located within the centre or in an

edge of centre location. Coatsworth Road and Whickham District Centres only

have smaller supermarkets/convenience stores, although residents within their

catchments have convenient access to larger stores within relatively close

proximity.

3.7 Some parts of the Borough benefit from more choice than others. Whilst the

existing range of provision which is accessible to residents on the eastern side

of the Gateshead urban area has been improved by the new Tesco Extra in the

town centre, the only stores of any significant size located within the area itself

are the new Asda in Felling and Aldi at Pelaw. For residents of these areas,

existing stores in Washington (Sainsbury’s and Asda) and at Boldon Colliery

(Asda) represent alternative destinations for undertaking main food shopping.

Newcastle

3.8 The existing main convenience retail provision in the Newcastle local authority

area is illustrated on Drg. No. GIS\22948\01-02, at Appendix 2. The main

existing provision comprises:

 a Tesco Extra store comprising 16,746 sqm gross/11,216 sqm net sales

at Kingston Park District Centre;

 Asda superstores at Great North Road (Gosforth) and Newcastle

Shopping Park (Byker), which comprise 9,747 sqm gross/5,623 sqm net

and 7,820 sqm gross/4,685 sqm net respectively;

 Sainsbury’s at Etherstone Avenue, High Heaton, which comprises 9,291

sqm gross/5,255 sqm net; and

 Morrisons stores at Denton Park District Centre, Shields Road District

Centre and Two Ball Lonnen (Cowgate), which comprise 7,421 sqm

gross/4,200 sqm net, 6,561 sqm gross/3,669 sqm net and 4,175/2,395

sqm net respectively.

3.9 As with Gateshead, whilst the level of accessibility to existing foodstore

provision varies, there are a number of Aldi and Lidl foodstores dispersed

across Newcastle - including those at Walkergate, Fawdon, Cowgate, Benwell,

Stamfordham Road and Westerhope. There are also a number of smaller Asda

(ex. Netto), Tesco Metro and Sainsbury’s supermarkets, as well as

convenience stores. A large number of these smaller stores are located in

Newcastle City Centre, reflecting the increased consumer preference for

convenience and top-up shopping as well as, to an extent, the significant

student population which has emerged around the centre in the last ten years.

3.10 There are no large foodstores located within the centre. However, these

various convenience stores, as well as Tesco Metro, Waitrose and foodhalls
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within Marks & Spencer and Fenwicks, and a range of smaller traders

(including those within the covered Grainger Market) help to ensure a good

range of provision for shoppers and other visitors. Furthermore, with the

exception of Newcastle Great Park and West Road (see further below), all of

the other defined district centres benefit from either superstores or large

supermarkets located either within them or within reasonable walking distance.

Impact of Recent Developments

Gateshead

3.11 As a result of the factors discussed in Section 3.0, the number of large new

stores, and extensions to existing ones, implemented nationally has

significantly reduced in the last five years. However, there have been a number

of new developments which have come forward in Gateshead, including:

 the new Tesco Extra superstore in Gateshead Town Centre;

 the new Morrisons stores which have come forward in Blaydon and

Birtley District Centres;

 the recently opened Asda store in Felling District Centre;

 a new Aldi store at Ellison Road, Dunston, which opened in September

2014; and

 a new Marks & Spencer Foodhall at Retail World, Team, Valley, which

opened in 2011.

3.12 In addition, the former Netto store at Old Fold Road was converted to an Asda

in 2011, following the takeover of the former operator by the latter.

3.13 The above new Tesco and Morrisons stores were conceived before the large

foodstore operators stared to curtail their expansion plans. Their

implementation also reflects the absence of any significant competition in

Blaydon and Birtley.

3.14 In order to fully understand the impact of the above new store developments, it

would be necessary to undertake new telephone surveys of household

shopping patterns, in order to establish the extent to which they have changed

as a result. Notwithstanding this, however, it is clear that the new stores which

have come forward in Gateshead, Blaydon, Felling and Birtley have enhanced

the role of these centres in meeting main/weekly shopping needs and provided

additional key attractions for the centres – boosting their overall vitality and

viability. In relation to Felling in particular, the new Asda store has helped to

regenerate the centre and enhance the extent to which local needs are being

met – not least as the number of convenience retail uses had previously

decreased from 12 to 9 (including the closure of the former Co-op

supermarket).

3.15 They will also have helped to facilitate more sustainable travel patterns, by

reducing the need for residents in their catchment areas to travel further afield,

– not least given the very low market shares of main food shopping
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expenditure those centres were previously achieving (on the basis of the May

2010 DTZ Convenience Goods and District Centre Needs Study). In doing so,

they have helped to claw-back spending which has previously been flowing to

stores in less sustainable locations. Such stores include those at Team Valley

(Sainsbury’s) and Metrocentre (Asda), as well as those in adjoining local

authorities, including at Kingston Park (Tesco Extra) and Boldon Colliery

(Asda).

3.16 There has been a reduction in the number of convenience retail uses found

within Gateshead Town Centre between 2010 and 2015 (from 23 to 17) and

Blaydon District Centre (from 11 to 8). Although these are significant

reductions, in percentage terms, they should be viewed in the context of the

qualitative improvements resulting from the provision of modern new

superstores, which are likely to have strengthened the overall market share of

each centre. Furthermore, these centres continue to include a reasonable

choice of smaller specialist and independent traders.

3.17 The number of other convenience retail uses in Birtley District Centre has

remained unchanged since Morrisons opened there, although given the length

of time this store has been open (around a year), it is unlikely to have reached

a normal level of trading yet. In addition, in some centres, including Coatsworth

Road District Centre – which lies less 1km from the new Tesco Extra, has

increased its convenience retail representation, increasing from 15 to 18. The

new operators which have emerged in this centre include Tesco Express and

two smaller general stores.

Newcastle

3.18 In Newcastle, schemes which have been recently implemented include:

 the new Asda store which opened at Newcastle Shopping Park, Byker in

2011;

 Lidl at St James Retail Park, Stamfordham Road, which opened in 2014;

 a replacement new Lidl store at Shields Road, Walkergate;

 a new Aldi store at Fawdon, which opened in 2015; and

 Marks & Spencer foodhall, on the Great North Road, Gosforth, which

opened in late 2015.

3.19 Former Netto stores at Northumberland Road, Mill Lane, Stamfordham Road

and Wansbeck Road South were all converted into Asda stores in 2011. In

addition, a number of other, smaller supermarkets have opened in Newcastle

City Centre. These include Tesco Express stores on Saville Row and Grainger

Street, and Sainsbury’s Local stores at Monument metro station and Central

Station. Similar stores have also opened elsewhere in Newcastle and

Gateshead, including a number within existing defined centres – for example,

at Heaton Road and Whickham View Local Centres.

3.20 Again, in the absence of up to date household telephone surveys, it is difficult

to arrive at firm conclusions on the impact of the above developments.
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However, the new Asda store at Newcastle Shopping Park has provided

competition for the existing Morrisons store at the western end of Shields Road

District Centre, enhancing the choice of large foodstore provision available to

residents in the east end of Newcastle. This store has sought to enhance its

ability to serve online shoppers by obtaining planning permission for a new

home shopping unit in July 2015.

3.21 The number of convenience retail uses in the nearby Shields Road District

centre has decreased significantly over the last five years (from 23 to 16). In

this context, as set out above, a new Asda superstore opened nearby at

Newcastle Shopping Park in 2011, and is likely to have had an impact on the

amount of money spent on convenience goods in the centre. However, there is

already an existing Morrisons store in the centre, which opened around 14

years ago – as part of a wider regeneration scheme - and helped to both

anchor the western end of the centre and increase the range and choice of

goods available for shoppers at that point.

3.22 Elsewhere in the city, however, here has been limited new development, with

the most significant trend being a significant increase in the number of smaller

convenience stores operated by the larger foodstore chains, in particular,

Tesco Express and Sainsbury’s Local formats. This has boosted the top-up

food shopping function of existing centres, including Newcastle City Centre,

which, until relatively recently, was relatively limited. Whilst the overall number

of convenience retail uses in this centre has decreased, when taking into

account the wide range of traders contained within the Grainger Market, they

still perform an important role in maintaining the overall health of the centre.

Committed and Proposed Developments

3.23 Planning permission was granted in 2015 for a new Aldi foodstore, comprising

1,682 sqm gross/1,254 sqm net, on the former Go Ahead bus station at

Sunderland Road, just to the east of Gateshead Town Centre. This approved

new Aldi will help to enhance the range of provision accessible to residents of

central Gateshead.

3.24 Reflecting the national trend towards smaller store formats and the growth of

the discounters, there is a current application for a new Aldi store at

Chainbridge Road, Blaydon, comprising 1,936 sqm gross. There are also

current planning applications for new Lidl stores at Hexham Road (Swalwell)

and Shields Road (Pelaw). Going forwards, reflecting the expansion plans of

both Aldi and Lidl set out in Section 2.0, it is likely that there will be further

activity within the discount foodstore sector in both Newcastle and Gateshead.

3.25 In Newcastle, the Council were ‘minded to grant’ planning permission, subject

to completing a Section 106 legal agreement, for a new Tesco Extra

superstore on the Newcastle General Hospital site, comprising c. 8,361 sqm

gross in 2011. However, this legal agreement was never completed, and the

application was subsequently refused at another Committee meeting in 2013. It

was intended that this scheme would represent an extension to the existing



Convenience Retailing: Commentary on Market Position : Final Study Report

P30 11320809v2

West Road Centre. However, this development has not been implemented to

date and, given the scaling back of the company’s store development

programme, it is now highly unlikely to proceed.

3.26 Whilst now defined as a District Centre in the adopted Core Strategy, and

containing a wider range of smaller and specialist operators, West Road

therefore does not include any large or medium sized foodstores. Although it is

possible that interest from the discount foodstore operators in this or other sites

within/on the edge of this centre could emerge, this interest may be tempered

by the existing Aldi and Lidl stores at Cowgate and Benwell respectively.

3.27 Similarly, planning permission was also granted for a new centre to serve the

Newcastle Great Park development, including up to 1,257 sqm gross retail

floorspace. There have also been subsequent proposals for a larger centre,

including up to 4,150 sqm gross retail floorspace. This centre has yet to be

built, reflecting the slower than anticipated progress made towards the wider

housing development, and no operators have been confirmed for the scheme.

However, reflecting its status as a District Centre in the adopted Core Strategy,

it will be important to ensure that, when implemented, it contains a range of

shops and services, ideally including an anchor foodstore.

3.28 Planning permission was granted in January 2015 for a new Aldi store, as part

of the planned new local centre at Walker Road. The development will help to

increase the accessibility of local level retail provision to residents of the

Walker area. In addition, a variation of condition application was approved in

2015, in order to allow the sale of both food and non-food goods from the

existing Wickes store in South Gosforth. Whilst no new operators have been

confirmed for this unit, and it remains occupied by Wickes, it provides an

opportunity for a medium-sized foodstore operator to gain representation in this

area.

3.29 Finally, there is a current outline planning application for a major housing-led

urban extension on the western side of Newcastle, at West Middle Callerton,

which includes 350 sqm gross floorspace within Use Classes A1-A4. Assuming

this application is approved and implemented, facilities of this scale will help to

meet the day to day needs of the new residents.

3.30 Elsewhere within the city, new convenience retailing is generally coming

forward either as part of wider mixed-use schemes or small-scale

developments/changes of use/extensions. Such development is unlikely to

have a significant overall effect upon shopping patterns, although it could serve

to re-inforce the top-up role performed by the city centre and other centres

across Newcastle.

Developments Outside of Gateshead/Newcastle

3.31 There have been a limited number of developments recently implemented or

approved in adjoining local authority areas which have had potential to draw

trade from residents of Gateshead and Newcastle.
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3.32 Planning permission was granted for a new Tesco superstore at the Peel

Centre, Washington, comprising 3,038 sqm net floorspace. However, the

owners of the centre subsequent announced that Tesco had withdrawn their

interest in bringing forward their foodstore scheme there. Whilst a smaller food

retail scheme could theoretically come forward here, its location means that a

scheme of such as scale is unlikely to attract significant trade from Gateshead.

Operator Demand in Gateshead/Newcastle

3.33 It is important to bear in mind that not all the operators referred to in Section

2.0 to this report are undertaking new store acquisitions in the area at present.

Of those which are taking new stores, some are more active than others, and

this is largely driven by demographic factors, including the socio-economic

profile of those areas that are witnessing significant new development.

3.34 Whilst all of the operators will seek to target the strongest areas, only certain

retailers will trade in locations where demographic profiles are perceived to be

weak, or mixed. This reflects a range of factors, including the fact that potential

new sites in the region will need to compete for operator funds with a range of

opportunities throughout the country. Indeed, operators will project internally a

maximum number of openings within any given year.

3.35 Demographic profiles therefore have a significant influence on the likely

occupier demand. Areas of weaker demographics and lower levels of

household spending are likely to attract interest from those retailers who either

specifically cater for such markets or who can operate on lower sales

turnovers. Such operators include Aldi, Lidl, Co-Op, One Stop, Spar, North

East Convenience Stores Limited (NISA branded retailer), Iceland, Heron

Foods and Farm Foods. Operators such as Netto and Fulton Foods are not

currently represented in Tyne and Wear at present, although this doesn’t mean

they will not seek new stores in Newcastle or Gateshead in future.

3.36 The majority of requirements from the main operators for city or town centre

sites in Gateshead and Newcastle have been satisfied by recent openings. The

potential for future growth and expansion is therefore likely to come in the form

of development within smaller centres, as part of new residential developments

and/or on sites on major arterial routes. It may also come from the relocation or

redevelopment of existing centres that are poorly located or configured in

terms of meeting modern consumer and operator requirements.

3.37 In Gateshead in particular, there could be potential for new convenience

retailing, either within the existing Teams/Askew Road Local Centre or

elsewhere nearby, as part of the housing-led regeneration in the Clasper

Village neighbourhood. There may be merit in seeking to locate this new retail

provision within/on the edge of the new housing development, in order to

maximise its attractiveness to operators.

3.38 Examples of new convenience store-led developments in the Tyne and Wear

areas including the following:
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 new Sainsbury’s convenience stores at various locations in Newcastle

City Centre, including at Central Station, Monument Metro Station and at

the top of Northumberland Street, close to the universities and Civic

Centre;

 the mixed use re-development of former Jesmond Cinema site, adjacent

to West Jesmond Metro Station, which includes two ground floor retail

units, the larger of which is now occupied by Sainsbury’s convenience

store;

 the development of the new Coastway Shopping Centre, at Battle Hill, in

North Tyneside, where the original tired and dis-functional centre was

demolished and relocated to a more prominent site adjacent to the

A1058 coast road as part of a wider redevelopment. New

convenience/food stores occupied by Lidl, Tesco and One Stop

alongside further twelve other retail/service units; and

 the development of a new district centre at Teal Farm, in Washington,

which has included a Sainsbury’s convenience store, three additional

retail units and a pub/restaurant.

3.39 The above illustrates the nature of current operator demand and the types of

development most likely to come forward in Newcastle and Gateshead in the

foreseeable future.

3.40 It is important that the needs of operators are taken into account as early as

possible when considering the scope for new convenience retailing as part of

proposed new housing developments. Any identified opportunities must be of

an appropriate size to meet the likely demand as well as being accessible and

sufficiently prominent, in order to serve not only any new development but also

cater for passing trade.

3.41 Consumer needs are also being met by other, predominantly non-food stores

which have an element of convenience retailing. This includes retailers such as

B&M, Home Bargains, Poundland and Poundworld, all of which are expanding,

often into stores vacated by operators, such as B&Q, Wickes and Homebase.

They are also often found co-locating with discount foodstores such as Aldi

and Lidl. It is important that these formats, and the nature of their offer, are

taken into account when considering existing and future anticipated patterns of

food shopping in Gateshead and Newcastle.

Summary

3.42 There have been a number of large foodstore developments in existing centres

in Gateshead, and new Asda superstore has also opened at Newcastle

Shopping Park. However, foodstore development activity across the two local

authority areas has focused more recently upon new/enlarged discount

foodstores or smaller supermarkets/convenience stores. Whilst these two sub-

sectors will eventually reach saturation point, and may already be close to this

in some areas, this trend is likely to continue for the next few years.
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3.43 Although there has been a reduction in the overall number of convenience

retail uses in some centres, this needs to be considered in the context of the

benefits arising from new larger foodstore development, both in terms of

consumer choice and wider sustainability objectives. When planning to bring

forward new convenience retailing – whether to regenerate existing centres or

as part of wider housing or employment schemes – it will be important to take

into account these trends in seeking to facilitate the most sustainable patterns

of development.
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4.0 Developing a Planning Policy Framework

4.1 The Core Strategy and Urban Core Plan for Gateshead and Newcastle upon

Tyne 2010-2030, which was adopted in March 2015, provides an overarching

policy framework in respect of town centres and town centre uses in the two

local authority areas. Policy CS7 of the document defines the hierarchy of

centres in the two areas and sets out a number of means by which these

centres will be maintained and enhanced.

4.2 The document was underpinned by an extensive evidence base, including the

Convenience Goods and District Centre Needs study, prepared by DTZ in May

2010, which provided a quantitative assessment of the capacity for new

development. Together with this report, the 2010 study provides the context to

the preparation of Development and Land Allocations documents for the two

authorities.

4.3 It will be essential to take into account all of the market trends outlined in

Section 3.0, as well as the patterns of convenience retailing in Newcastle and

Gateshead set out in Section 4.0, in developing a planning policy framework

which fully addresses the issues likely to be raised by future proposals. This

framework will need to deal with, inter alia, the following issues:

 the need to support new development in the most appropriate locations;

 the need to provide new convenience retail uses in new/relocated

centres;

 the scope for new convenience retail facilities to serve planned new large

scale housing development or existing under-served

residential/employment areas;

 the role of convenience retail development in delivering regeneration and

economic benefits;

 the importance of ensuring that new development meets wider

sustainability objectives;

 dealing with applications for minor works, for example, click and collect

facilities and new shopfronts;

 the appropriate application of planning conditions which control unit

sizes, goods permitted to be sold, hours of opening and

servicing/delivery, and noise emitted from plant equipment;

 providing flexibility over the use of existing retail floorspace which

becomes vacant and/or surplus to operator requirements; and

 the scope for using Local Development Orders (LDOs) to reduce the

burden on operators and help them adapt their businesses to meet future

needs.
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Supporting New Development

4.4 Any policy framework which covers proposals for new convenience retailing in

Newcastle and Gateshead should take into account the broad principles of

sustainable development set out in the National Planning Policy Framework

(NPPF) – including the economic, social and environmental roles incorporated

at paragraph 7 of that document. The policy approach should also take into

account the key principles set out within the NPPF in terms of ensuring the

vitality and viability of town centres (at a para. 23).

4.5 In respect of convenience retailing, this means ensuring that policies, inter alia:

 direct new development to town centres, in line with the sequential

approach, in order to support their viability and vitality;

 help to ensure that the network and hierarchy of centres defined in the

Core Strategy (at Policy SC7) is resilient to current and anticipated

changes in the foodstore sector;

 ensure that the approach taken to proposals within primary shopping

areas (including both primary and secondary frontages) is sufficiently

flexible to allow the re-occupation of units which are no longer suitable for

operator requirements, and takes into account recent changes to the Use

Classes Order (UCO);

 promote competitive town, district and local centres that provide

consumer choice and a diverse retail offer, including in the foodstore

sector, in all areas (i.e. not just primary shopping areas);

 support existing markets and recognise the role that both they and

potential new ones can perform in not only meeting local needs but

attracting visitors (including tourists) and diversifying the centre’s offer as

a whole;

 provide sufficient opportunities to meet the scale and nature of the need

identified for new convenience retailing across Newcastle and

Gateshead, taking into account current and likely future operator

requirements (including the need for click and collect, and other

collection/delivery facilities);

 support proposals for new development, including convenience retailing,

which help to enhance the ‘digital health’ of existing centres (e.g.

provision of free wifi, click and collect facilities etc) - making them more

attractive to potential visitors;

 consider whether there is a need to expand centres to ensure a sufficient

supply of suitable sites to meet these needs, ensuring that any additional

land/sites identified are well connected to the centre, in line with the

sequential approach;

 include policies for proposals outwith existing centres, which are not in

accordance with the plan, which are in line with the key sequential and

impact tests, and help to ensure that needs are met in the most

sustainable locations;
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 recognise the relationship between existing/new residential development

and the vitality and viability of centres, and convenience retail

development in particular; and

 identify the role that new foodstore development can perform in

enhancing the health of centres which are in decline and/or as an anchor

to planned new centres.

4.6 In addition to the above, whilst recognising the primacy of the NPPF sequential

and impact tests, it important that the policy framework recognises the wider

benefits of proposed new convenience retail development. These benefits can

include, inter alia:

 new employment creation, both directly through the development itself

(including through the construction phase and once operational) and

indirect/induced employment in the local area;

 the regeneration of vacant sites (including the re-occupation of retail

stores vacated by other operators) and helping to stimulate that of the

surrounding areas;

 reducing the need to travel to retail development further afield, thereby

vehicular mileage travelled and related carbon emissions;

 supporting wider development initiatives (e.g. the development of new

student accommodation in/on the edge of Newcastle City Centre and

Gateshead Town Centre); and

 reducing social exclusion, by improving access to retail facilities for local

residents, including those in areas of low car ownership.

4.7 Whilst the overarching objective of the policy framework should be to maintain

and enhance the vitality and viability of existing centres, it is important that it

takes full account of these benefits and the role that convenience retailing

performs – in both meeting local needs and delivering wider benefits.

4.8 It also will clearly be important to monitor key indicators going forwards, in

order to establish the extent to which future planning policy objectives in

relation to convenience retailing are being met. Such indicators will include the

vitality and viability of existing centres (including number/proportion of both

convenience retail and vacant units) as well as the location and scale of new

development. They could also include the digital health of centres, including

the extent to which they are served by 4G coverage, free wifi hotspots,

shopping centre apps and/or click and collect facilities. As set out above,

centres and stores which perform well in respect of these digital capabilities will

be better placed to be able to withstand competition from out-of-centre

destinations.

Convenience Retailing in New Centres/Areas of
Deficiency

4.9 Consistent with the principles of sustainable development set out in the NPPF,

it is important to ensure that large scale new residential and/or employment
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development is adequately served by existing or planned new retail facilities,

including convenience retailing. In considering the scale and nature of new

convenience retail floorspace which would be appropriate as part of such

development, it will be important to take into account a range of considerations,

including:

 the nature and scale of the development planned, including numbers of

houses/amount of employment floorspace, and level of

residential/working population that this could generate;

 the nature and scale of any existing retail facilities in the surrounding

area (both within and outside of defined centres) which offer potential to

serve the new development;

 the accessibility of these existing facilities from the planned new

development, including by non-car modes;

 where there is scope for one or more centres within the new

development to create more sustainable patterns of development, by

meeting retail needs more locally (for both existing and new residents);

and

 the anticipated nature and scale of commercial demand for new facilities,

either within existing centres or as part of planned new centres.

4.10 There may be circumstances where new residential and/or employment

development could enhance the vitality and viability of existing defined centres,

including those which are poorly performing and/or lacking in key facilities (e.g.

foodstore/convenience store provision). New residential development nearby

could help to create demand for the provision of such facilities, through

additional footfall, particularly where the new development is well connected to

the centre and the centre is conveniently accessible more generally.

4.11 Conversely, the scale of the new development or its distance/accessibility to

existing provision may mean that the development of one or more new centres

is the most sustainable option. It may be the only option which is capable of

attracting new retail and other operators which can meet the needs of new

residents. The development of a new centre may also help to better meet the

needs of existing residents.

4.12 The scale of any new convenience retail provision serving such new

development would take into account all of the above factors. Smaller scale

developments are more likely to include a local centre, which could be

anchored by a convenience store/smaller supermarket, for example, a Tesco

Express/Metro, Sainsbury’s Local, Co-op or similar.

4.13 Larger scale urban extensions may need to include more than one local centre,

or even a district centre (similar to that planned at Newcastle Great Park).

Such a centre may include a larger supermarket or superstore, although the

nature of the foodstore market means that demand is likely to be strongest

from the discount operators, such as Aldi and Lidl. There may also be demand

from high end operators such as Marks & Spencer and Waitrose, although this

is likely to depend on the existing/future demographics of the local area.
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4.14 Any new centres should also include a range of other uses, which could

include other convenience retail uses, such as smaller specialist operators –

for example, a newsagent, butcher, baker or greengrocer. Demand for the

latter could be supressed by the anchor store, depending on its identity and the

range of goods/facilities it offers, as smaller operators may be reluctant to

commit to the development in the face of such competition. However, an

anchor store will be important in helping to create footfall, and therefore

demand, from other operators in occupying other units in the new centre.

4.15 As set out in Section 3.0, any opportunities identified to accommodate planned

new centres, including anchor foodstores must be of an appropriate size to

meet the likely demand. It is also important that they are accessible and

sufficiently prominent, in order to serve not only any new development but also

cater for passing trade. This means identifying locations on key vehicular

routes through the development (i.e. not cul-de-sac type locations) and will

help to ensure the viability and overall success of the development. It could

also use walking distance from residential properties as a means of measuring

accessibility from new/existing communities.

Minor Works Applications

4.16 Future planning policy should provide a positive framework which helps retail

operators adapt their premises to meet the various challenges set out in

Section 3.0 of this study. Proposals could include those for the following

(where these do not already benefit from permitted development rights or, in

respect of signage, deemed consent):

 new shopfronts, signage and other external alterations;

 small scale extensions;

 other modernisation works (including internal alterations, where part of

listed buildings);

 new plant equipment;

 collection facilities for customers, as part of their ‘click & collect’ offer;

and

 other delivery/customer collection points (whether on site or otherwise).

4.17 The planning policy approach to considering applications for the above works

should include criteria which take into account a range of factors, including:

 the contribution likely to be made by the proposed works towards

enhancing the streetscene;

 the impact of the proposed development upon local amenity, including in

terms of noise, lighting and traffic generation;

 the extent to which the works would help operators adapt to changing

customer requirements; and

 the contribution of the proposals to the overall vitality and viability of the

centre within which they are located.
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4.18 The policy approach should make clear that planning application proposals for

the above works will not be refused unless it can be demonstrated that there

will be a significant adverse impact upon local amenity.

Using Planning Conditions

4.19 The Planning Practice Guidance which accompanies the NPPF makes clear

that planning conditions should only be attached to planning permissions

where they are necessary, relevant to planning, relevant to the development to

be permitted, enforceable, precise and reasonable in all other respects. In

applying these six tests, it will be important to ensure that any conditions

attached to planning permission granted for proposed new, or extensions/other

works to existing, convenience retail development do not unreasonably prevent

operators from providing a business model which fully meets the needs of

modern consumers.

4.20 In practice, this should mean balancing a range of considerations, including not

only the potential impact upon amenity but also the extent to which the

proposals could help to meet the above needs. In addition, a reasonable

approach should be taken to restrictions on opening and delivery hours, which

takes into account the reasonable expectations of operators of the type under

consideration. Such expectations include the longer opening hours adopted by

many food/convenience store operators as well as the need for flexibility over

delivery times – which is driven, in turn, by the increased emphasis on

efficiency and ‘just-in-time delivery’ practices adopted by many operators.

4.21 It should also take full account of measures proposed by developers and

operators in order to mitigate the potential impacts of individual developments.

Such measures could include:

 acoustic walls and fences, which reduce levels of noise pollution (e.g.

from plant equipment, or customer/delivery vehicles);

 service yard/delivery management plans, which can control the

movements of delivery vehicles and the delivery process itself;

 car park management plans, which seek to control noise generated by

customers outside of individual stores; and

 landscaping schemes which soften the visual impact of new

developments.

4.22 The Councils should make clear in any policy framework that they will take a

positive and pro-active approach to both discussing and suggesting such

mitigation measures with developers/operators, and helping to remove any

possible barriers to schemes being implemented.

Local Development Orders

4.23 Local authorities have the ability to produce a Local Development Order (LDO)

under the 1990 Town and Country Planning Act. LDOs grant automatic

planning permission for certain specified types of development in defined
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areas, and help to improve certainty for both Councils and developers. They

offer potential to streamline the planning system by, inter alia, removing

potential barriers to operators seeking to adapt their business to meet modern

consumer needs – particularly smaller businesses, which have more limited

resources to invest in their premises. They cannot be made so as to grant

planning permission for development which affects listed buildings.

4.24 Gateshead and Newcastle Councils may wish to consider consulting on and

implementing one or more LDOs which cover existing centres in their areas.

These LDOs could cover the following works:

 new/improved shopfronts;

 new signage;

 click and collect facilities;

 small scale extensions;

 plant equipment; and/or

 other minor works.

4.25 LDOs can be either permanent or time-limited, depending on their aim and

local circumstances, and can also be revoked at any time. They can also be

made subject to conditions in a similar manner to those imposed on permitted

development rights in the General Permitted Development Order (GPDO).

Some of the conditions imposed in a Local Development Order may be similar

to conditions that may be imposed on a normal grant of planning permission,

although this should not impact upon the overall aim of simplifying the planning

process.

4.26 Any LDO would need to ensure that there is no duplication with works which

already benefit from existing permitted development rights, including those set

out in Part 7 of the Town and Country Planning (General Permitted

Development) England Order 2015 (as amended). Such works include certain

alterations/extensions, trolley stores, click and collect facilities and loading

bays. The LDO would therefore be aimed to works of a larger scale, where

there are significant potential benefits for developers/operators, and where the

Council are satisfied that there are unlikely to be significant harmful effects

arising.
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5.0 Conclusions

5.1 This study has been prepared to provide a commentary on convenience

retailing provision in the Newcastle-upon-Tyne and Gateshead local authority

areas, to inform the preparation of Development and Land Allocations

documents for these areas. The main conclusions of this study can be

summarised as follows:

 the foodstore market has undergone significant change over the last five

years or so. The major expansion of the large foodstore operators has

been curtailed and the most significant growth is now in the discount

sector and, to a lesser extent, convenience stores;

 whilst there will be further growth amongst the discounters, the most

significant challenges will be to accommodate operators’ latest business

models, in sustainable locations which most benefit existing town

centres;

 online shopping is growing in the food/convenience goods sector and

planning policies should recognise the need for businesses and wider

town centres to adapt to modern consumer needs, and provide new

facilities such as collection points and home delivery bays;

 with the market for convenience store retailing reaching maturity in some

locations, operators are now seeking more varied opportunities. These

could include town/city centres, arterial routes, major transport hubs and

university campuses, new housing development and also areas with

attractive socio-economic characteristics;

 whilst there have been a number of large stores developed in centres in

Gateshead, and an Asda superstore at Newcastle Shopping Park,

foodstore development has focused more recently upon new/enlarged

discount foodstores or smaller supermarkets/convenience stores;

 some parts of Newcastle and Gateshead benefit from more choice than

others and, whilst there has been a reduction in the overall number of

convenience retail uses in some centres, this needs to be viewed in the

context of the benefits arising from new larger foodstore development

within these centres;

 any planning policy framework should take into account all of the above,

in order to fully address the issues likely to be raised by future proposals

for new convenience retail development. It will need to:

- support new retail development in the most appropriate locations,

directing new proposals to existing centres in the first instances;

- provide sufficient opportunities to meet the need identified for new

convenience retailing, taking into account operator requirements;

- identify the role that new development can perform in enhancing

existing centres;
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- support existing markets and recognise the role that they play in

meeting local needs;

- identify the need for new convenience retail uses in new/relocated

centres, including those serving new housing development or

existing under-served areas;

- recognise the role of convenience retail development in delivering

regeneration, economic and sustainability objectives;

- deal positively with proposals to adapt existing premises to meeting

changing operator and consumer requirements;

- ensure that planning conditions are used appropriately and take full

account of mitigation measures; and

- identify the scope for using Local Development Orders (LDOs).
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Appendix 1 – Existing/Committed Foodstores in Gateshead
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Appendix 2 - Existing/Committed Foodstores in Newcastle



!(

!(

!(

!(

!(!(!(

!(

!(

!(

!(

!(

!(

!(

!(

!(
!(

!(

!(

!(

!(
!(

!(

!(

!(

!(
!(

!(

!(

!(

!( !(
!(

!(

!(

!(

!(

!(
!(

!(

!( !(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

!(

")

")

")1

3

2

Convenience Retail Note

Existing Foodstores: Newcastle

Newcastle City Council & Gateshead
Council
22.03.2016
-
MAR
GIS\22948\01-02

S:\NE22948 - Convenience Retail Note\NE22948 - Convenience Retail
Note - Existing Foodstores - Newcastle - 09.03.2016.mxd

Key
Operator:

Asda

Morrisons

Sainsbury's

Tesco

Aldi

Lidl

Other

Net Sales Area (SQM):

(
(
(
(
(

>5,000

2,501 - 5,000

1,001 - 2,500

500 - 1,000

<500

Commitments:
")
")

1. Tesco Extra, West Road
2. Newcastle Great Park

Source: ORC Storepoint Database and NCC
Records

") 3. Aldi, Walker Road
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