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1 INTRODUCTION 

1.1 This report has been prepared on behalf of the Great Haddon Consortium (O&H, Marlborough 

Oasis Ltd and Barratt Strategic) who are seeking planning permission for the development of the 

Great Haddon Urban Expansion Area. 

1.2 The site is situated to the south of Peterborough and will contain up to 5,350 dwellings. For the 

retail element, the proposals include a new district centre which will contain a supermarket and a 

selection of other shops as well as a range of uses that fall into use classes A2, A3, A4 and A5. 

It will be located at the heart of the residential area and sit alongside other commercial uses and 

social infrastructure. 

1.3 In addition to the district centre there will also be two neighbourhood centres. The first to come 

forward will be on the southern gateway of the site located close to the A15 London Road. The 

second is to be located towards the northwest corner of the site. The neighbourhood centres will 

serve the day-to-day shopping needs of a walk-in catchment area. 

1.4 The focus of this report is to assess the implications of the proposed district centre and the two 

neighbourhood centres on surrounding centres. 

1.5 Structure of Report 

1.5.1 The application site is discussed in greater detail in Section 2. This section also describes the 

current role of the main centres in the area and outlines the main convenience retail provision 

that is currently available. 

1.5.2 Section 3 discusses the proposal and sets out the basic premise of the development. 

1.5.3 Section 4 considers the planning policies at a national, regional and local level. This section also 

considers the need for and purpose of a Retail Impact Assessment, the Sequential Approach 

and Impact Assessments. It also sets out the retail hierarchy within the Borough. 

1.5.4 PPS4 requires that all applications for retail should be supported by evidence demonstrating 

compliance with the sequential test and likely economic impact on existing centres. The 

sequential test is considered in Section 5 and the impact assessment is considered in Section 

6. 

1.5.5 A summary and conclusion is provided at Section 7 of this report. 
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2 SITE DESCRIPTION AND CONTEXT 

2.1 Site Description 

2.1.1 Great Haddon lies within the Peterborough district (a Site and Location Plan is included as 

Appendix 1). In geographic terms, Great Haddon lies to the south of the city and is bounded, 

more or less, by Hampton to the north east, the A15 London Road to the east, the A1(M) to the 

west and A1139 Fletton Parkway to the north. 

2.1.2 East of Great Haddon beyond the A15 London Road is the settlement of Yaxley. Heading north 

from Yaxley the A15 leads to Hampton which is made up of three areas: Hampton Hargate, 

Hampton Vale and Hampton Centre. A fourth neighbourhood known as Hampton Leys is 

planned but is yet to be constructed. 

2.1.3 The well-established district of Orton is located north of Great Haddon on the northern side of 

the A1139 Fletton Parkway.  

2.1.4 The small settlement of Stilton is located to the south of Great Haddon. The area to the west and 

south of Great Haddon is characterised by agricultural land. 

2.2 Wider Retail Context 

2.2.1 Peterborough is a centre of regional significance while, Bretton, Hampton, Millfield, Orton and 

Werrington are identified by Peterborough City Council as district centres. 

2.2.2 Peterborough is the primary shopping destination for comparison goods in the area and, to a 

lesser extent, for convenience goods. 

2.2.3 Peterborough’s modern road network offers excellent accessibility by car and many centres have 

extensive car parking facilities which is often free. Given that the vast majority of shopping trips 

are undertaken by car and the region’s road network generally offers convenient travel, shoppers 

have several large supermarkets to choose from in the vicinity. 

2.2.4 Peterborough city centre is made up of three main areas: Queensgate, the market and the 

Rivergate Centre. Together they make up Peterborough’s main retail and leisure provision 

providing a range of town centre uses. Peterborough’s main convenience offer includes a large 

Asda (3,665m² net) at the Rivergate, a Waitrose (1,459m² net) at Queensgate and a Tesco 

Metro (2,267m² net) close to the market area. 

2.2.5 Peterborough’s main strength lies in its strong comparison offer which enables it to successfully 

attract shoppers from Peterborough and beyond. This is reflected in its significant sub-regional 

role and the wide catchment area from which it attracts shoppers. 

2.2.6 Hampton district centre (from here on referred to as Hampton) is located a short distance to the 

north of Great Haddon and has the appearance and function of a retail park. Most people arrive 
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by car making use of the significant amount of free car parking that is available. Accordingly, 

Hampton district centre is car orientated and offers a poor pedestrian environment. 

2.2.7 Hampton is anchored by a very large Tesco Extra (9,048m² net) which makes up Hampton’s 

total convenience offer. The store also contains an optician, pharmacy, a large selection of 

clothing, home electricals and media. Hampton is also strengthened by its significant fashion 

offer which includes typical high street retailers such as Next, H&M. River Island, Burton and 

New Look. Accordingly, Hampton has a very strong influence on the retail environment in 

southern Peterborough and therefore it is expected that it will have an influence on Great 

Haddon. 

2.2.8 Orton district centre lies to the north of Great Haddon beyond the A1139. Known as Ortongate, 

the shopping centre has been recently updated and renovated. Ortongate is anchored by a 

relatively new Co-op supermarket (1,248m² net) which occupies one of the larger new units. 

2.2.9 In addition to the offer in the district centres, Peterborough also has several out-of-centre stores. 

Of potential relevance to Great Haddon is the Aldi on Whittlesey Road (745m² net) and the 

Sainsbury’s on Oxney Road (3,360m² net). 

2.2.10 A short distance to the east of Great Haddon is the settlement of Yaxley. It has two main 

shopping areas – the main local centre is Yaxley Shopping Centre and the other is on Main 

Street. Together these cater for the day-to-day convenience shopping and services needs of 

local residents. In addition to these there is also the relatively new out-of-centre Co-op Rainbow 

foodstore (1,000m² net) which provides a limited main food offer for the surrounding housing 

estate which has been developed relatively recently. The Yaxley Shopping Centre is set around 

Maltings Square and contains several convenience stores including a good sized Spar (400m² 

net) which appears popular and would meet local top-up needs. However, the centre as a whole 

is rundown and is in need of refurbishment. 

2.2.11 Sawtry, which is approximately 10 miles to the south of Great Haddon, is a local centre which 

caters for the top-up convenience and day-to-day services needs of local residents. It appears 

reasonably healthy with the small Co-op on Green End Road which appears to be trading well. 

2.2.12 The village of Stilton is located approximately 1 mile south of Great Haddon. It has a very limited 

retail offer with a small general store providing a range of basic staples. The village also has a 

Post Office. 

2.2.13 The convenience offer at Yaxley, Sawtry and Stilton caters for very limited ‘top-up’ trips and are 

likely to continue to do so regardless of whatever is delivered at Great Haddon or elsewhere. 

2.2.14 A more thorough analysis of the existing retail provision is included in the Town Centre Health 

Checks which is included as Appendix 5 of this report. 
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3 PROPOSAL 

3.1 Situated to the south of Peterborough, Great Haddon will contain up to 5,350 dwellings and will 

include a district centre that will contain a foodstore as well as a number of other smaller shops. 

In addition to a district centre there will be two neighbourhood centres. 

3.2 The district centre would provide for the day-to-day needs of the community with the main retail 

focus being a foodstore of 4,200m² gross with a net retail sales area of 2,940m² (70/30 gross/net 

split). Given the modest size of the store, the majority of the net sales area will be allocated to 

the sale of convenience goods. The comparison retail offer will be limited to an ancillary range of 

goods. 

3.3 The foodstore will anchor the district centre but will also be accompanied by a range of smaller 

units for shops, services, restaurants, cafés and such like. Provision will also be made for 

community facilities and other commercial uses. 

3.4 The two neighbourhood centres will cater for the immediate needs of their local catchment areas 

which will be defined by walking distance and passing trade. These centres will include smaller 

scale retail facilities and each will be anchored by a small convenience foodstore of up to 450m² 

gross. The neighbourhood centres would primarily cater for top-up food shopping and other local 

needs with services and facilities such as newsagents, off-licence, hot food takeaways, café etc. 

3.5 It is considered appropriate that retail floorspace requirements are aligned with Peterborough’s 

planned housing growth. To be successful in planning terms, the retail offer in the proposed 

district centre must have sufficient critical mass and be of an appropriate mix to meet the needs 

and expectations of the future community. If the retail provision is insufficient and cannot 

compete with the retail offer elsewhere then it will fail as a vital and viable centre to the detriment 

of the local community. 

3.6 With this in mind, it is considered ideal to deliver the foodstore, the key retail element of the 

district centre, as early as is practical within Great Haddon’s development phase in order to meet 

local needs and establish sustainable patterns of activity. This represents the first phase of retail 

development. As Great Haddon is developed, the district centre will be improved through the 

addition of other shops, services and social infrastructure. It is proposed that towards the latter 

phases of Great Haddon’s development process the two neighbourhood centres will be 

introduced. The opening of the convenience shops that will anchor each of the neighbourhood 

centres represents the second phase of retail development.  

3.7 Table A overleaf provides a breakdown of the proposed floorspace and the types of uses 

proposed for the district centre and the neighbourhood centres. 
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Table A: Proposed Floorspace in Gross Square Metres 

Centre Uses Proposed Floorspace 

(square metres gross) 

Total

Convenience 

A1 

Comparison 

A1 

Other** 

A1 – A5 

District Centre Supermarket, butcher, 

baker, fishmonger, 

greengrocer, pet store, 

clothing store, hardware 

shop, chemist, electrical 

shop, bicycle shop, off-

licence, newsagent, 

hairdressers, dry cleaners, 

hot food takeaway, café, 

restaurant, pub/bar, estate 

agents, bank… 

3,700 

foodstore)* 

 

500† 

500 

(foodstore)* 

 

1000† 

 

3,500† 

 

4,200 

(foodstore)* 

 

5,000 

 

Total 9,200 

Neighbourhood 

Centre 

x 2 

Small convenience food 

store to meet ‘top-up’ 

shopping requirements, off-

licence, butcher, chemist, 

baker, café, hot food 

takeaway, dry cleaner… 

550† each 

(of which the 

convenience 

shop comprise 

up to 

450 each) 

 

 

100† each 500† each 

 

1,150† 

each 

 

2,300† total

TOTAL  5,300† 1,700† 4,500† 11,500 

* For foodstores the net retail sales area defined by PPS4 comprises: the sales area within the building (i.e. all internal 

areas accessible to the customer), but excluding checkouts, lobbies, concessions, restaurants, customer toilets and 

walkways behind the checkouts. 

**Other A1 to A5 constitutes A1 services uses (such as hairdressers and post offices), A2 uses (Financial and 

Professional Services), A3 (Restaurants and Cafes), A4 (Drinking Establishments), and A5 (Hot Food Takeaways). 

† Indicative areas which may be subject to change to reflect local requirements and market conditions at the time of 

opening. 
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3.8 As outlined earlier in the report (paragraph 3.2), the gross/net floorspace for the foodstore and 

convenience shops is calculated by applying a 70/30 split. Therefore, on this basis of a gross 

floorspace of 4,200m² the net floorspace of the proposed store is 2,940m². Of this, 2,940m² the 

vast majority of the floorspace is proposed to be allocated to convenience goods (2,590m²) with 

the balance, 350m² or 12%, proposed to be allocated to ancillary comparison goods. 

3.9 By way of a comparison with other stores, the proposed foodstore (4,200m² gross) will be 

significantly smaller – approximately one-third of the size – than the Tesco at Hampton which 

has a gross floorspace of approximately 12,200m² (net sales floorspace is 9,048m²). 
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4 POLICY BACKGROUND 

4.1 A detailed assessment of planning policy has already been set out in the Planning Statement. 

The commentary below therefore focuses on the key policy issues that are relevant to the retail 

element of the proposed development at Great Haddon. 

4.2 Beginning with an analysis of national policy, this chapter will then go on to review regional and 

finally the local planning policy that has a bearing on the proposed retail aspect of the 

development. 

4.3 National Policy  

 PPS1: Delivering Sustainable Development 

4.3.1 PPS1: Delivering Sustainable Development sets out the general aims of the planning system. It 

places sustainable development as the core principle at the heart of the development process. 

4.3.2 It identifies the key role planning plays in the creation of sustainable communities where the 

need to travel is reduced. PPS1 stresses that new developments should be able to adapt and 

evolve so that they can stand the test of time. 

4.3.3 Working towards the goal of sustainable communities, PPS1 states that developments should 

strive to meet social, environmental and economic objectives in an integrated manner. 

4.3.4 In particular, paragraph 23 states that LPAs should recognise that economic development can 

deliver environmental and social benefits and should therefore ensure that suitable locations are 

available for development. Paragraph 24 reiterates that if properly planned, economic 

development can have positive social and environmental benefits. 

 PPS4: Planning for Sustainable Economic Growth 

4.3.5 Planning Policy Statement 4 (PPS4) sets out the Government’s comprehensive policy for 

Planning for Sustainable Economic Growth. Among other planning policies, it replaces PPS6: 

Planning for Town Centres. Unlike PPS6, the new PPS4 is supported by detailed practice 

guidance which assists in the understanding of need (for plan making purposes), impact and 

sequential assessments. 

4.3.6 Among other things, PPS4 provides guidance on planning for retail and town centre uses. 

Reinforcing the objectives outlined in PPS1, sustainability is also a key consideration within 

PPS4. It emphasises that planning for town centres should focus on improving the economic 

performance of centres, regions and local areas, promote regeneration, tackle deprivation, 

deliver more sustainable patterns of development and promote the vitality and viability of 

centres. 
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4.3.7 In promoting the vitality and viability of centres the policy seeks to focus new town  centre 

development towards existing centres, improve competition and consumer choice and conserve 

the architectural and archaeological heritage of centres. 

4.3.8 Policy EC13 ‘Determining Planning Applications Affecting Shops and Services in Local Centres 

and Villages’ advises, among other things, that when assessing planning applications affecting 

shops, leisure uses, pubs or services in local centres or villages, local planning authorities 

should: 

 Take into account the importance of the shop, facility or service if the proposal would 

result in its loss or change of use; and 

 refuse planning applications which fail to protect existing facilities which provide for 

people’s day-to-day needs. 

4.3.9 Policy EC14 ‘Supporting Evidence for Planning Applications for Main Town Centre Uses’ 

outlines the supporting evidence required for planning applications for main town centre uses. It 

sets out the requirement for a sequential test and an assessment addressing impacts in policy 

EC16.1 (outlined below) for main town centre uses which of course includes retail development. 

4.3.10 The policy goes on to state at paragraph EC14.4 that an assessment of impact is required for 

retail and leisure development over 2,500m² (or any local threshold set under policy EC3.1) that 

is not in an existing centre or not in accordance with an up-to-date development plan. However 

EC14.5 states that ‘in advance of development plans being revised to reflect this PPS, an 

assessment of impacts in policy EC16.1 is necessary for planning applications for retail and 

leisure developments below 2,500m² which are not in an existing centre and not in accordance 

with an up to date development plan that would be likely to have a significant impact on other 

centres’. 

4.3.11 Paragraph EC14.7 states that ‘assessment should focus in particular on the first 5 years after the 

implementation of a proposal’ and the level of detail should be proportionate to the scale and 

nature of the proposal and its likely impact. 

4.3.12 Until the Core Strategy is adopted Policy EC15 ‘The Consideration of Sequential Assessments 

for Planning Applications for Main Town Centre Uses That Are Not In A Centre and Not In 

Accordance With an up to Date Development Plan’ remains relevant. The policy states that in 

‘considering sequential assessments required under policy EC14.3, local planning authorities 

should: 

a. ensure that sites are assessed for their availability, suitability and viability; 

b. ensure that all in-centre options have been thoroughly assessed before less central sites 

are considered;  
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c. ensure that where it has been demonstrated that there are no town centre sites to 

accommodate a proposed development, preference is given to edge of centre locations 

which are well connected to the centre by means of easy pedestrian access; and 

d. ensure that in considering sites in or on the edge of existing centres, developers and 

operators have demonstrated flexibility in terms of: 

i. scale: reducing the floorspace of their development; 

ii. format: more innovative site layouts and store configurations such as multi-

storey developments with smaller footprints; 

iii. car parking provision; reduced or reconfigured car parking areas; and 

iv. the scope for disaggregating specific parts of a retail or leisure development 

including those which are part of a group of retail or leisure units, onto separate, 

sequentially preferable, sites. However local planning authorities should not 

seek arbitrary sub-division of proposals.’   

4.3.13 PPS4 Practice Guidance sets out the approach that should be taken with respect to the 

development of new centres. In summary it states that where a recognised need is identified to 

create a new centre, and appropriate policy tests are met, it will not be necessary to apply a 

sequential approach to consider whether proposals planned within the new centre could be met 

in nearby existing centres. In this instance, as set out below, the proposed development and 

requirement for retail provision is in accordance with the Draft Core Strategy. 

4.3.14 Policy EC16 sets out the requirement of the impact assessment. Proposals that are in 

accordance with an up-to-date development plan strategy will not require an impact assessment 

as it is expected that this will have been undertaken at the policy formulation stage. In all other 

cases, an assessment will be required to address the following impacts: 

a. the impact of the proposal on existing, committed and planned public and private 

investment in a centre or centres in the catchment area of the proposal; 

b. the impact of the proposal on the vitality and viability, including local consumer choice 

and the range of and quality of the comparison and convenience retail offer; 

c. the impact of the proposal on allocated sites outside town centres being developed in 

accordance with the development plan; 

d. in the context of a retail or leisure proposal, the impact of the proposal on in-centre 

trade/turnover and on trade in the wider area, taking account of current and future 

consumer expenditure capacity in the catchment area up to five years from the time the 

application is made, and, where appropriate, on the rural economy; 
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e. if located in or on the edge of a town centre, whether the proposal is of an appropriate 

scale (in terms of gross floorspace) in relation to the size of the centre and its role in the 

hierarchy of centres; and 

f. any locally important impacts on centres under policy EC2.1.e. 

4.3.15 Policy EC17 states that planning applications for main town centre uses that are not in a centre 

and not in accordance with an up-to-date development plan should be refused planning 

permission where: 

a. the applicant has not demonstrated compliance with the requirement for the sequential 

approach; or 

b. there is clear evidence that the proposal is likely to lead to significant adverse impacts in 

terms of the impacts set out in policies EC10.2 and 16.1 (the impact assessment), taking 

account of the likely cumulative effect on recent permissions, developments under 

construction and complete developments. 

4.3.16 At 17.2 the policy goes on to set out that where no significant adverse impacts have been 

identified, planning applications should be determined by taking account of the positive and 

negative impacts of the proposal and any other material considerations together with the likely 

cumulative effect of recent permissions, developments under construction and completed 

developments. 

4.3.17 Paragraph 17.3 states that judgements about the extent or significance of any impacts should be 

informed by the development plan (where it is up to date). The policy also notes that up-to-date 

local assessments of the health of town centres which take into account the vitality and viability 

indicators of centres. 

 PPG13: Transport 

4.3.18 Guidance contained within PPG13 aims to ensure that development proposals bring together 

land use planning with transport. 

4.3.19 The primary aims and objectives of PPG13 can be summarised as the desire to: 

 Promote sustainable transport choices; 

 Promote accessibility for all; and 

 Reduce the need to travel – especially by car. 

4.3.20 As part of this, paragraphs 35 and 36 of PPG13 state that the preferred location for development 

should be town centre sites, followed by edge-of-centre and, only then, out-of-centre sites in 

locations which are – or will be – well-served by public transport. 
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4.4 Regional Policy 

 The East of England Plan (May 2008) 

4.4.1 The Regional Spatial Strategy for the South East – South East Regional Plan – was revoked on 

6 July 2010 by the Secretary of State for Communities and Local Government. However, the 

High Court ruled on 10 November 2010 that the Secretary of State for Communities and Local 

Government acted unlawfully in unilaterally revoking the system of Regional Strategies in 

England. The abolition will require legislation in the “Localism and Decentralisation Bill” which 

the Government advises it will introduce in the current Parliamentary session. Accordingly, the 

RSS remains a material consideration in any decisions. 

4.4.2 The Regional Spatial Strategy (RSS) for the South East of England – South East Plan - was 

published on 6 May 2009. The document sets out the long term spatial planning framework for 

the region over the years 2006-2026. The Plan is a key tool to help achieve more sustainable 

development, protect the environment and combat climate change. 

4.5 Local Policy 

 Peterborough Local Plan: First Replacement (July 2005) 

4.5.1 The Peterborough Local Plan was adopted in July 2005 and is the principal document against 

which planning applications are judged.  

4.5.2 Retail considerations are covered in Chapter 5 which sets out the retail hierarchy for the region. 

Peterborough city centre sits at the top of the hierarchy; beneath the city centre are the five 

district centres of Bretton, Orton, Werrington, Millfield and Hampton. Beneath these are a 

number of local centres. 

4.5.3 In line with the ‘town centre first’ policy of PPS4 and its predecessor, PPS6, the Local Plan 

states that the city centre is and will remain the primary retail destination. A sequential approach 

is then to be adopted for all new retail development so that it is concentrated first in the city 

centre and then in district and then in local centres.  

4.5.4 Where there is a demonstrable need for new retail development which cannot be accommodated 

within a centre, this should be in a location that is highly accessible by a choice of means 

transport where there is the potential for one journey to serve more than one purpose.  

4.5.5 Any development that is likely to cause harm to the vitality and viability of existing or planned 

centres will be resisted. 

4.5.6 Among other things, the aim of the Local Plan’s retail strategy is to ensure that residential areas 

– including new housing developments – have good access to local shopping facilities.  

4.5.7 Policy R1 addresses Retail Development within district and local centres. It states that the key 

considerations for assessing the appropriate scale and nature of the development will be the 
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size of the centre, the extent of the catchment area and the function of the centre in meeting 

shopping needs within its catchment. 

4.5.8 Policy R1 also identifies that Hampton currently draws significant trade from throughout the City 

and is operating at a level well above that which is necessary to meet the day-to-day needs of its 

current residents alone.  

4.5.9 Policy R2 deals with Local Shops in New Residential and Mixed-Use Areas. It states that 

planning permission will be granted for new shops and local centres which form part of new 

residential and mixed use areas provided that: 

 The nature and scale of the retail development would be commensurate with its 

function to provide facilities for the local residential population; and  

 The development would not adversely affect the vitality and viability of any existing or 

planned retail centre; and 

 The retail provision would be constructed in phase with the remainder of the 

development. 

4.5.10 It goes on to state that permission will not be granted for large residential or mixed-use 

developments which are not adequately served by existing shops unless appropriate new retail 

provision is made as part of the development. 

4.5.11 Furthermore, Policy R2 states that new housing development which is not served by existing 

local shops or which is of a size whose retail needs cannot be met by current levels of provision 

will be required to include land for appropriate new retail floorspace. The provision of well 

designed mixed-use developments, including elements of housing, retail and other suitable uses, 

will be favoured. 

4.5.12 In determining the appropriate size and scale of development, Policy R2 states that the provision 

of local shops should be of a scale sufficient to meet local convenience shopping needs but not 

of a size considerably in excess of these needs. Such retail centres should not attract customers 

from the catchment extending significantly beyond the local area or have detrimental impact on 

any existing or planned centre. 

 Peterborough Local Development Framework (LDF) Core Strategy Submission Version 

4.5.13 Like many local authorities, Peterborough City Council is in the process of preparing its Local 

Development Framework (LDF). The Examination in Public of the Core Strategy was completed 

in October 2010. The Inspector Reported to the Council in December 2010 and concluded that 

the Core Strategy was sound provided that a number of changes were made to it. It is 

understood that the Core Strategy will be adopted by the Council within the next few months. 

4.5.14 The Core Strategy identifies the spatial strategy and, once adopted, will become the principal 

document against which planning applications will be assessed.  
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4.5.15 The Spatial Strategy at paragraph 5.3.10 notes that urban extensions should not only deliver 

housing but complete sustainable, inclusive, mixed use communities. At paragraph 5.3.13 it 

goes on to note that Great Haddon will deliver the largest single component of Peterborough’s 

residential requirement, in numerical terms, to 2026. 

4.5.16 Paragraph 5.9.5 of the Core Strategy (submission version) states that ‘it is important that the 

new extension areas are developed as genuinely sustainable places, with a full range of 

residential opportunities to create balanced, mixed communities; employment areas; and all of 

the services and facilities that will enable residents to meet their day-to-day needs locally. It is 

equally important that development of these areas takes place in a manner that is well integrated 

within existing communities of Peterborough, so that they are seen as, and function as, part of 

the City, rather than stand-alone communities’. 

4.5.17 With respect to retail development, paragraph 6.11.7 indicates that in order to create sustainable 

communities within urban extensions, new centres must meet the shopping and other needs of 

new residents. 

4.5.18 Policy CS14 states that ‘new centres will be created at Hampton, Stanground South, Paston 

Reserve / Norwood, Great Haddon and any other major development areas if they arise, with the 

scale of new retail floorspace appropriate for the catchment that the centre will serve.’ 

 GVA Peterborough Retail Study April 2009 

4.5.19 The Peterborough Retail Study April 2009 and its April 2010 update were prepared to provide a 

sound evidence base to inform the emerging Core Strategy and future Development Plan 

Documents. The Study also provides a useful evidence base for planning application purposes 

and according it has informed the proposal and the assessment of impact. 

4.5.20 Among other things, the Peterborough Retail Study promotes a strategy to provide for localised 

convenience needs. The study takes a strategic view on retail in Peterborough and its 

surroundings. It also provides guidance, as part of the plan making process, for accommodating 

new retail development as part of the urban expansion areas. In doing so, it provides some 

direction on the appropriate nature and location of convenience retail provision required to 

service the proposed expansion areas outside the current boundaries of the city – including the 

Great Haddon Development Area. 

4.5.21 The study recognises that convenience shopping is localised and therefore recommends that 

future floorspace needs should be aligned with the main areas of population growth. To this end, 

the study specifically suggests that the retail offer proposed at Great Haddon should comprise a 

district centre anchored by a foodstore which, together with a range of other shops and services, 

would serve a district wide catchment. 
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4.5.22 It is understood that this means that Great Haddon should accommodate convenience goods 

floorspace generated by population growth from both Great Haddon and surrounding catchment 

(such as the rural areas to the south). Having analysed the Peterborough Retail Study, it is clear 

that the area immediately south of Peterborough and stretching west towards Warmington and 

south towards Sawtry is currently underprovided for in retail terms. Consequently, many 

residents living within these areas have limited choice and are forced to travel some distance in 

order to carry out their convenience shopping. 

4.5.23 In addition to the requirement for a district centre at Great Haddon, the study also acknowledges 

the need for local centres which serve ‘walk-in’ catchments. 

4.5.24 In terms of floorspace, the Peterborough Retail Study does not provide much guidance. However 

it does indicate that the new population could support between 1,890m² and 3,780m² net 

depending on the type of operator. This quantity of floorspace does not reconcile with the 

recommendation for a district centre. It is considered that for a district centre to meet its planning 

objectives in this location it would need to be significantly larger. That said, the Peterborough 

Retail Study does note that ‘it would also be possible to clawback trade from other stores which 

are overtrading, particularly those outside the Peterborough local authority area’. This point is 

addressed in more detail in Section 6 of this report. 
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5 SEQUENTIAL APPROACH 

5.1 As outlined in the previous section, the approved Core Strategy states that ‘new centres will be 

created at Hampton, Stanground South, Paston Reserve/Norwood, Great Haddon…’  

5.2 Following the Examination in Public the Core Strategy has been found to be sound. However, it 

has not yet been adopted by the Council. Arguably, the sequential approach is no longer 

relevant as Great Haddon as been identified as a location for a new centre. However, until the 

Core Strategy is adopted Policy EC15 of PPS4 remains relevant. 

5.3 In promoting a new town centre in the absence of an up to date development plan, PPS4 states 

that it is first necessary to have considered the availability of sites in more central locations. 

However, the supporting Practice Guidance recognises that in the case of a new centre that 

where the requirement is identified in policy it will not usually be necessary to apply the 

sequential approach to consider whether proposals planned within a new centre could be met in 

a nearby existing centre. 

5.4 In line with the Retail Study, Great Haddon comprises a district centre which will be anchored by 

a foodstore together with a range of smaller retail units including shops, restaurants and a public 

house and community uses comprising: 

 Transport interchange; 

 Enterprise hub; 

 Secondary school (dual use with community); 

 Multi-purpose community centre; 

 Health centre; 

 Crèche; 

 Offices; and 

 Leisure facilities. 

 

5.5 In addition, there will be two neighbourhood centres, both of which will contain a small 

convenience store and a selection of smaller retail units. 

5.6 As the neighbourhood centres will cater for the shopping and community needs of very localised 

catchments, it is not considered appropriate to review sites in Peterborough which will serve a 

much wider catchment area. 

5.7 The total land take of the proposed district centre will extend some 5.76 hectares and, when 

combined with other centrally located community facilities such as schools, a district centre of 

some 16.1 hectares will be created. This combination of uses could not readily be 

accommodated within another centre nearby and it would be clearly inappropriate to do so as 
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the elements that make up the district centre are required to serve the daily needs of the new 

Great Haddon community. 

5.8 In summary, inline with the recommendations of the Peterborough Retail Study, the district 

centre facilities at Great Haddon will cater for the day-to-day shopping requirements and 

community needs. As such it would be inappropriate to locate facilities that seek to serve a 

localised catchment area elsewhere. 

5.9 In light of the above it is considered that the sequential approach has been applied and its 

objectives adhered to. 
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6 IMPACT 

6.1 Under the provisions of PPS4, proposals which are in accordance with an up-to-date 

development plan strategy will not require an impact assessment. This is because it is expected 

that this will have been undertaken at the policy formulation stage. With respect to the Great 

Haddon, the Core Strategy is yet to be adopted and the GVA Study did not undertake any 

impact work. For these reasons this assessment identifies the key impacts prescribed by policy 

EC16. 

6.2 The objective of this impact assessment is to measure and, where possible, quantify the impacts 

of the proposal. Among other things this will enable any effects on the vitality and viability of 

existing centres to be identified and assessed. 

6.3 As the key elements of Great Haddon’s centres are convenience-led foodstores, this 

assessment focuses on convenience goods floorspace. Insofar as the foodstores are concerned 

the proposed comparison goods floorspace is limited primarily to a small incidental offer (350m² 

net) within the foodstore which will anchor the district centre. In addition to the comparison offer 

in the foodstore a few smaller shops (approximately 700m² net) selling comparison goods in the 

district centre are also proposed. In the neighbourhood centres about 140m² net (total) of 

comparison floorspace is proposed. 

6.4 Given that by 2021 the population of Great Haddon alone is expected to generate some £37m of 

comparison spending it is considered that the proposed comparison floorspace is entirely 

proportional to the function and role of each of the three centres. Accordingly, Peterborough city 

centre – and to a lesser extent the adjacent Serpentine Green - will continue to be the focus of 

non-food shopping. 

6.5 Policy EC16.1 Impact Considerations 

6.5.1 To re-cap, policy EC16.1 identifies the main impact considerations which are required to be 

considered in every impact assessment. These are: 

‘a. the impact of the proposal on existing, committed and planned public and private 

investment in a centre or centres in the catchment area of the proposal; 

b. the impact of the proposal on the vitality and viability, including local consumer 

choice and the range of and quality of the comparison and convenience retail offer; 

c. the impact of the proposal on allocated sites outside town centres being 

developed in accordance with the development plan; 

d. in the context of a retail or leisure proposal, the impact of the proposal on in-

centre trade/turnover and on trade in the wider area, taking account of current and 

future consumer expenditure capacity in the catchment area up to five years from 

the time the application is made, and, where appropriate, on the rural economy; 
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e. if located in or on the edge of a town centre, whether the proposal is of an 

appropriate scale (in terms of gross floorspace) in relation to the size of the centre 

and its role in the hierarchy of centres; and 

f. any locally important impacts on centres under policy EC2.1.e.’ 

6.5.2 To inform the assessment of impact the health of defined centres in and beyond the proposed 

development’s catchment area have been examined. In this assessment we have undertaken 

health checks on the centres of Hampton (Serpentine Green), Yaxley, Sawtry and Orton. These 

can be found at Appendix 5 of this report. 

6.5.3 Each criteria of Policy EC16.1 is considered below, albeit in a different order to that set out in the 

policy. 

 (b) Impact on Town Centre Vitality and Viability / 

 (d) Impact on In-centre Trade / Turnover 

6.5.4 The effect of the proposed development on a town centre’s vitality and viability is related to the 

effect of the proposed development’s effect on in-centre turnover. Both of these considerations 

(EC16.1b and EC16.1d) are, therefore, examined together. 

Introduction 

6.5.5 This section describes the methodology of the assessment which has been undertaken to 

assess the economic implications of the proposed convenience floorspace within Great Haddon. 

It also assesses its likely trading effect on the vitality and viability of existing defined shopping 

centres and free-standing stores in the study area. 

6.5.6 To understand and assist in determining trade draw and turnovers we have reviewed the 

available evidence base. This includes the 2009 Peterborough Retail Study prepared by GVA 

Grimley (updated in 2010) and the 2010 Huntingdonshire Retail Assessment Study prepared by 

Roger Tym and Partners. 

6.5.7 In particular, the household shopper surveys which underpin these studies have been used to 

provide evidence on existing shopping patterns in the area. 

6.5.8 An assessment of the potential trade diversion resulting from the proposed retail provision on 

convenience goods outlets has been undertaken. Convenience goods primarily comprise food 

and drink but also include confectionery and tobacco, newspapers and magazines, and other 

typical household items such as toiletries and cleaning products. 

6.5.9 For the purpose of estimating the effect on convenience goods outlets, this assessment follows a 

conventional approach starting from the identification of base assumptions and an analysis of 

the demographic and economic profile of the catchment area with a view to estimating the 

available expenditure in the catchment area to be spent on convenience goods. 
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 Demographic and Economic Assumptions 

 Catchment Area 

6.5.10 The catchment area has been defined by the assumption that, in line with the 2009 

Peterborough Retail Study, convenience shopping is and should be a localised activity. 

6.5.11 Regard has been had to the size of store and the district centre it will anchor, the location of 

competing stores, and travel times along the existing and future local road system and rural road 

networks. A Drive Time Plan indicating this is included at Appendix 3. 

6.5.12 The catchment area extends to the north and east to include part of the more established 

neighbourhood of Hampton and the adjacent rural areas to the south and west. 

6.5.13 The catchment area is considered to align approximately with two postal sectors (PE7 3 and 

PE7 8). Accordingly, these two postal sectors have been adopted as the catchment area. The 

use of postal sectors ensures accuracy in demographic and economic data. 

6.5.14 With respect to the likely trade draw of the foodstore, it should be recognised that no new centre 

or store will trade in isolation. In reality the proposed district and neighbourhood centres will not 

capture all of the spending generated by the new community. Conversely, the new centres will 

also attract spending from a wider area. By 2021, the design year, it is expected that the 

foodstore at Great Haddon will draw 80% of its turnover from the catchment area. 

6.5.15 The Catchment Area Plan is included at Appendix 2. 

 Base and Design Years 

6.5.16 For the purposes of the impact assessment, we have used a base year of 2010. 

6.5.17 Given that the scheme is unlikely to be substantially implemented before 2021, we consider this 

an appropriate design year. However, it is anticipated that elements of retail floorspace would be 

progressively provided to ensure that the prospective residents have access to local shopping 

facilities to establish sustainable shopping patterns at an early stage. In particular it is anticipated 

that the foodstore (retail phase 1) may be open and trading by 2015. In light of this we have also 

considered the proposal at 2015.  

 Population and Growth 

6.5.18 Population levels and estimates for established areas of the catchment area have been obtained 

from Experian and, in consultation with David Lock and Associates, adjustments have been 

made to allow for the planned population growth. For Great Haddon it is estimated that the 

population at the 2021 design year will be approximately 8,250 persons. The population is then 

expected to grow to 11,770 by 2025 when Great Haddon is expected to be fully built-out. 

6.5.19 Table 2 of the Economic Tables (Appendix 4) provides the population for the base year 2010, 

for 2015 the first design year (Retail Phase 1) and for 2021 the final design year (Retail Phase 
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2). Depending on the health of the housing market the resident population is expected to 

commence growing substantially by 2012. The population is then expected to progressively grow 

until 2021 – the year of substantial implementation – and will proceed to grow up until 2025. 

 Spending Per Head 

6.5.20 Table 3 (Appendix 4) provides information on the level of consumer spending per head in the 

survey area for convenience goods. This is based on estimates of expenditure for 2007 obtained 

from Experian. We have adopted the projected long-term expenditure growth rate which, 

according to Experian Brief 7.1, will be 0.7% pa for convenience goods spending. 

 Estimated Turnover 

6.5.21 The application is not backed by a known supermarket retailer. However it is expected that the 

foodstore will be operated by a leading food retailer, i.e. Tesco, Asda, Sainsbury’s, Morrisons or 

Waitrose. Accordingly, the potential turnover of the proposal has been informed by the average 

company turnovers of these operators together with its intended role, scale and characteristics of 

the foodstore. 

6.5.22 For the foodstore we have adopted a sales density of £11,000 per square metre as this is 

representative of the sales density of the leading operators. For the neighbourhood 

supermarkets which will serve a walk-in catchment, we have adopted a sales density of £4,000 

per square metre which is comparable to the turnover of small stores in Peterborough and other 

centres within urban extensions. To allow for floorspace efficiency these sales densities, along 

with the other floorspace in the catchment area, are grown at a rate of 0.25% per annum. 

6.5.23 It should be pointed out that the foodstore – which is proposed to anchor the district centre – is 

not expected to come close to anticipated sales density until the design year of 2021. Even then, 

it is expected that it will underperform when compared to its peers. This is because the 

indigenous population is expected to continue growing up to 2025. However, even once Great 

Haddon’s population reaches its peak, it is likely that the store will have difficulty in competing 

with the nearby Tesco Extra at Hampton which is approximately three times larger than the 

proposal store. To this end, the operator that takes-on the anchor foodstore may have to be 

content with accepting a turnover lower than a company benchmark typical of the leading 

operators. 

6.5.24 To re-cap, the two small convenience stores located in the neighbourhood centres are not 

expected to be open and trading until the latter stages of the development. In this respect it 

should be noted that the phasing plans in the Design and Access Statement relate to land 

available for development in each phase (based on the delivery of infrastructure in each phase) 

rather than specifying land which will be built out within each phase.  Thus, just because the first 

neighbourhood centre could be serviced from the first phase infrastructure, commercially, it 
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would not viable to deliver these neighbourhood centres until Great Haddon is substantially 

implemented, i.e. 2021. 

 Trade Distribution at the Base Year 

6.5.25 In order to assess the level of trade diversion to Great Haddon, it is first necessary to analyse 

the current turnover of existing stores and centres within the catchment area. It is also necessary 

to understand those stores outside the study area that draw spending from within the defined 

catchment area and assess the likely implications of committed development. 

6.5.26 Calculation of the base year (2010) convenience goods turnover of existing stores is derived by 

allocating available convenience goods expenditure in each postal sector to a foodstore. The 

household shopper surveys provide a guide as to current shopping patterns in the catchment 

area and the results have been used to estimate the retail turnovers of stores serving the 

catchment area at the base year of 2010. This is undertaken by combining the estimates of total 

available expenditure in the survey area with the information on spending patterns provided by 

the household surveys. It should be pointed out that as the catchment area does not align with 

the household survey zones and the household surveys do not identify all the stores that are 

located within the catchment area and beyond, that various adjustments to the market shares 

need to be made to allow for the inherent limitations of the surveys. This is set out in Tables 5 

and 6 of the Economic Tables which are included at Appendix 4. 

6.5.27 An assumption is then made for the percentage of trade draw to an individual store derived from 

outside the catchment area, i.e. inflow. This is added to the trade draw of the store derived from 

within the study area to give the total turnover of the store. The resultant turnover levels can then 

be compared against company averages of these stores to determine whether stores are 

overtrading (i.e. above company average) or undertrading. In addition to setting out the 

catchment areas’ expenditure distribution, Table 7 (Appendix 4) sets out the inflow for the 

stores within the catchment area. 

 Trade Distribution at the Design Years  

6.5.28 Account is then taken of changes in store performance between the base year (2010), the 

design year (2021/Retail Phase 2) and the intervening design year of 2015 (Retail Phase 1) by 

distributing spending growth inline with the market share result.  

6.5.29 Tables 8, 9 and 10 of the Economic Tables (Appendix 4) take a fixed market share analysis 

through to 2015 and Tables 15, 16 and 17 take the revised market share resulting from the 

introduction of the foodstore in 2015 up to 2021. 

6.5.30 The final stage is to introduce the proposed development into the model and to adjust market 

shares of the existing stores that the proposed store is most likely to draw trade from. We have 

undertaken this analysis on a store by store basis. The 2015 design year is set out at tables 11, 

12 and 13 of the Economic Tables while the 2021 design year is set out at Tables 18, 19 and 20. 
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6.5.31 Table 19 shows that it is estimated that the convenience element of the foodstore will have a 

total turnover of £26.1m at the design year of 2021. It can be seen that £9.4m will come from 

Great Haddon with £11.5m coming from the wider catchment area. The remaining £5.2m will be 

drawn from the surrounding residential neighbourhoods and rural areas beyond the catchment 

area as explained below. 

6.5.32 As the district centre will be an attractive high quality shopping environment that includes a 

modern foodstore, it is likely to attract trade from beyond the development’s immediate 

residential population. It is anticipated that the store will achieve the greater proportion of its 

trade from Great Haddon, with only modest proportions, about £5.2m or 20% of its turnover, 

being drawn from surrounding residential neighbourhoods or the rural areas to the south, east 

and west. 

6.5.33 For those living outside Great Haddon, it is considered that its retail offer, and in particular that of 

the district centre, will simply offer an attractive and closer alternative to the stores they currently 

frequent. For example, many rural residents currently travel past Great Haddon to the Tesco at 

Hampton. 

 Trading Effects of the Proposal 

6.5.34 As outlined previously, it is considered appropriate to deliver the foodstore as early as practical 

in the development process in order to meet local needs and establish sustainable patterns of 

travel. However, as noted above, because only a proportion of the indigenous population will be 

in place at this stage, it would not yet be accompanied by a complete range of other shops, 

services and social infrastructure that would increase its attraction. Furthermore, the proposed 

foodstore is significantly smaller, about one-third of the size, than the nearby Tesco Extra at 

Hampton and it is expected that it will not trade near to its expected turnover until after 2021 

once the development is expected to be fully completed. 

6.5.35 Before assessing in detail the potential expenditure diversion to the proposed development in 

quantitative terms, it is important to note that the pattern of shopping behaviour predicted for the 

catchment area is based, in part, on the empirical evidence provided by the household shopper 

surveys. Analysis of this data reveals existing patterns of spending from which judgements can 

be made as to how the pattern of trade will be altered by the introduction of an anchor foodstore 

located in a new district centre. This exercise is assisted by experience of market penetration 

and studies elsewhere, our on-the-ground observations, and assessment techniques used by 

King Sturge based on many years of experience of this type of economic assessment. 

6.5.36 It is also important to recognise that, in towns like Peterborough with good road networks, main 

food shopping trips typically represent about 75% of household expenditure, with the remaining 

expenditure being made in secondary or top-up trips to other foodstores or local convenience 

stores. The secondary trips are less likely to be affected by foodstore competition – particularly 

because they tend to be short distance journeys and large foodstores generally offer little 
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advantage for top-up trips unless they are more conveniently located than the neighbourhood 

centre or corner shop. In other words, ‘like affects like’ so the effects of the proposed foodstore 

are likely to fall disproportionately on competing stores, particularly stores that are close by. 

6.5.37 Table 14 of the Economic Tables (Appendix 4) provides a summary of the impact of the 

proposed development at 2015. This table is concerned with the diversion of convenience goods 

stores serving the catchment area – both within and outside the catchment area – and shows the 

amount of trade being diverted both as an amount and as a percentage. 

6.5.38 In addition to showing the turnover of the stores within and outside the catchment area at 2015, 

the same table shows how these turnovers would have increased as a result of growth in 

convenience goods expenditure arising primarily from Great Haddon’s and Hampton’s 

population growth from the base year through to 2015. 

6.5.39 The table then provides the total convenience diversion from the catchment area to the proposed 

foodstore at the design year in monetary terms. The last column expresses this diversion as a 

percentage impact on the stores turnover prior to the introduction of the proposed store at 2015. 

6.5.40 Table B below summarises the impact on the key foodstores in and outside catchment the area 

at 2015 which is the year that the foodstore in the district centre is expected to be open and 

trading. 

Table B: Summary of Expected Trade Diversion at 2015 

Store Projected 

Turnover*

£m

Company 

Benchmark

£m

Diverted 

Trade 

£m 

Impact %

Tesco Extra Hampton 78.9m 70.7m 4.8m 6.1%

Tesco, Hereward Centre 10.5m 23.6m 0.3m 2.9%

Asda Rivergate 36.5m 31.9m 1.0m 2.9%

Waitrose Queensgate 7.3m 15.4m 0.0m 0.1%

Co-op Orton 2.7m 7.8m 0.1m 3.6%

Sainsbury’s Bretton 35.2m 28.2m 0.3m 0.9%

 * Existing market shares projected forward to the test year of 2015 

6.5.41 As noted above, the most significant impact is expected to fall on the Tesco Extra at Hampton. 

Given the scale of the Tesco store, its significant turnover and its substantial comparison offer it 

is considered that the Great Haddon proposal would not lead to closure of the store or its ability 

to serve it the community of Hampton and surrounding areas. 
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6.5.42 By 2021, spending growth will see the turnover of stores in the catchment area increase. 

Alongside this, the attractiveness of the district centre and therefore its anchor would have 

increased and together with the introduction of the two neighbourhood centres (Retail Phase 2), 

it is expected that further trade will be diverted from competing stores. Although much of this will 

be off-set by further population growth in Great Haddon there will be an amount of trade drawn 

away from other stores. Table 21 (Appendix 4) sets out the impact on stores from spending 

derived within the catchment area at the design year of 2021. 

6.5.43 The most significant impact in monetary terms would fall on the Hampton Tesco Extra. At 2021, 

it is expected that £1.1m of spending will be diverted from the store. A £1.1m trade diversion 

represents a 1.3% impact. It is expected that there will be a small amount of trade diversion from 

stores in Yaxley, although not enough to undermine their function and viability. 

6.5.44 With respect to the city centre offer, it is anticipated that Asda Rivergate will experience the 

highest diversion of trade. This amounts to only £0.7m and based on an expected turnover at 

2021 of £40m, this equates to a 1.9% impact. This is a relatively minor impact. Therefore despite 

this impact, it is expected that the store will still be trading above the company average and 

therefore its role would not be affected. In addition, there is a planning permission to improve the 

store in order to ensure its ongoing competitiveness and the city centre is expected to 

accommodate several thousand new homes over the Plan period, thus reducing any impact 

arising from trade diversion. 

6.5.45 With respect to other centres it is expected that they will continue to trade more or less as they 

currently do. In regard to Orton, the proposal is not expected to draw a noteworthy amount of 

trade from its catchment area. This is because the Tesco Extra at Hampton is an intervening 

opportunity and Orton serves a different catchment. Therefore any impact would be insignificant, 

even if it is undertrading as suggested by the Peterborough Retail Study. 

6.5.46 To the south of Great Haddon are the villages of Stilton and Sawtry which both contain a limited 

selection of small scale convenience stores. As such, they cater for very limited ‘top-up’ trips and 

are likely to continue to do so regardless of whatever is delivered at Great Haddon. 

6.5.47 The same can also be said about Yaxley; the role of the stores located in the settlement are 

expected to continue more or less as they are with Great Haddon simply offering a closer 

alternative to the Tesco Extra at Hampton. 

6.5.48 In summary, it is considered that the new retailing planned for Great Haddon is of a scale that 

will primarily serve the needs of the new and existing residents and conforms to the development 

plan. Therefore it is expected that it will have little impact on the retailing patterns within 

Peterborough and the surrounding rural areas of Huntingdonshire. 
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 (a) Effect on Existing Committed and Planned Public and Private Investment 

6.5.49 No sites in the catchment area are allocated for retail development. 

6.5.50 It is also understood from a review of publicly available information that there are no town centre 

strategies identified through a local development framework or development plan that rely on 

planned public or private investments. 

6.5.51 Nonetheless, should investment come forward in the future, on the basis of the scale proposed, 

it is considered that the proposal would not limit the scope for further retail development and 

investment in any centre. The analysis of the proposal’s affects on viability and vitality reinforce 

this view. 

 Stanground South 

6.5.52 Further afield is a committed local centre at Stanground South. Together with the housing, 

Stanground South originally had permission for a local centre addressing the needs of a walk-in 

catchment. However, since the submission of the planning application for Great Haddon 

planning permission has been granted for a much larger foodstore at Stanground South (a 

4,162m² gross Morrisons foodstore). 

6.5.53 Whichever commitment comes forward, as Hampton is located between Great Haddon and 

Stanground South it is an intervening opportunity. Accordingly, the proposed store at Great 

Haddon would, while possibly attracting some of its potential trade, be unlikely to prejudice the 

delivery of the local centre and its anchor foodstore. 

6.5.54 The Stanground South commitment however does raise the question of whether the cumulative 

impact of both schemes would be a cause for concern. 

6.5.55 This issue was highlighted in the March 2010 GVA Grimley assessment of the retail proposals at 

Stanground South and was discussed by Pegasus Planning Group in its Retail Planning 

Assessment (April 2010) which was submitted in support of the proposal. 

6.5.56 The Council, in determining the application, did not raise any noteworthy concerns with respect 

to cumulative impact. 

6.5.57 As outlined in the Impact Assessment of the Stanground scheme prepared by GVA Grimley, the 

likely pattern of trade draw indicates that the main impact would fall on Tesco at Hampton, the 

out-of-centre Sainsbury’s on Oxney Road and Asda Rivergate. 

6.5.58 As with the proposed foodstore at Great Haddon it is expected that the Morrisons foodstore at 

Stanground South, in the short to medium term, will underperform when compared to its 

company average. Initially, this would be because its surrounding indigenous population would 

still be growing. Its proximity to Hampton will also have implications on its turnover. It is highly 

probable that the Morrisons store, which is less than five kilometres away from Hampton, will 

have some difficulty in competing against the Tesco Extra store which is approximately three 
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times larger than it. To this end, the Morrisons may have to be content with accepting a turnover 

lower than its company average in order to gain representation in the area. 

6.5.59 In light of the above, the expected cumulative impacts, which are based on the Stanground 

commitment achieving its company average, should be viewed as a worst case scenario. The 

impact of the two schemes together at 2015 is set out below. 

 Table C: Cumulative Impact of Trade Diversion at 2015 

Store Projected 

Turnover*

£m

Stanground 

Diverted 

Trade†

£m

Great Haddon 

Diverted 

Trade 

£m 

Impact 

% 

Tesco Extra Hampton 78.9m 12.3m 4.8m 21.6% 

Tesco, Hereward 

Centre 

10.5m 0.2m 0.3m 0.5% 

Asda Rivergate 36.5m 2.4m 1.0m 9.3% 

Waitrose Queensgate 7.3m - 0.0m 0.1% 

Co-op Orton 2.7m - 0.1m 3.8% 

Sainsbury’s Bretton 35.2m 0.6m 0.3m 2.0% 

 *Existing market shares projected forward to the test year of 2015 

 †Table 5.5 of GVA Grimley – Stanground South, March 2010 

6.5.60 The Tesco Extra at Hampton is the only in-centre store that would be the subject of a significant 

cumulative impact arising from Great Haddon and Stanground South. Although the Asda at 

Rivergate, in the city centre, would also lose a noteworthy amount of trade. 

6.5.61 Despite the loss of some further trade, it is considered that the Tesco Extra at Hampton would 

remain entirely viable. In the short term, post 2015 it is expected that the store would see a drop-

off in trade because of the new competition. However, as the local population of Hampton and 

surrounding areas increases, spending will of course also increase. Hampton has good car 

based connections to its local market and Peterborough as a whole and, as a large store with a 

broad range of convenience and comparison goods, it is well placed to respond to competition. 

Accordingly, it is considered that its role as an anchor to Hampton district centre would not be 

threatened by the cumulative impact of Stanground and Great Haddon. 

6.5.62 With respect to Asda at Rivergate, at 2015 it is expected that up to £3.4m of trade will be 

diverted from this store as a result of Stanground and Great Haddon. This translates into an 

impact of approximately 9.3%. Despite this impact, it is expected that the store will still be trading 
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above the company average and therefore its role would not be affected. In addition, as pointed 

out by GVA Grimley, there is a planning permission to improve the store in order to ensure its 

ongoing competitiveness.  Furthermore, the city centre is expected to accommodate several 

thousand new homes over the Plan period thus reducing any impact arising from trade diversion. 

6.5.63 Overall, the opening of foodstores in Great Haddon and Stanground will create a competitive 

environment in southern Peterborough to the benefit of the local economy, consumer choice and 

the promotion of sustainable travel patterns. 

 (c) Impact on Allocated sites Outside Town Centres 

6.5.64 No sites in the area that the development seeks to serve are allocated for retail development and 

therefore we do not expect investment to be affected. 

 (e) Scale 

6.5.65 As set out in the draft Core Strategy it is appropriate to consider whether the proposed retail 

provision is of a scale consistent with the intended function and is ‘appropriate for the catchment 

that the centre will serve’. 

6.5.66 The Peterborough Retail Study 2009 recognises that convenience shopping is localised and 

therefore recommends that future floorspace needs should be aligned with the main areas of 

population growth. To this end, the study specifically suggests that the retail offer proposed at 

Great Haddon should comprise a district centre anchored by a foodstore which, together with a 

range of other shops and services, would serve a district centre-wide catchment. 

6.5.67 Accordingly, it should not only address the needs of the indigenous population but also address 

the needs of the surrounding district-level catchment. The catchment area has been informed by 

the accessibility of the new centre and its relationship to other centres. For those living within its 

catchment, and in line with policy, the centre also seeks to improve consumer choice and 

competition and reduce the need to travel. 

6.5.68 It is considered that the following items are indicators of appropriate scale: 

 the consistency of the scale of proposal against the retail provision in other centres at a 

similar level in the retail hierarchy and the competing out-of-centre provision; 

 whether the proposal relies on a significant change in market shares and if so will it 

have an adverse effect on planned investment or in trade/turnover of nearby centres; 

 whether the proposal will be accessible to its likely catchment by alternative means of 

transport; and 

 whether the scale of proposal will deliver positive effects such as competition and 

consumer choice. 
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 Consistency of Scale  

6.5.69 At Annex B of PPS4, it is noted that ‘district centres’ usually contain at least one supermarket or 

superstore. 

6.5.70 In determining an appropriate scale, PPS4 seeks to ensure that people’s everyday needs, such 

as convenience shopping, are met on a localised basis. Furthermore, healthy town centres need 

to have a critical mass and retail diversity that attracts customers on a regular basis throughout 

the year. With this in mind, the food offer needs to be of sufficient size in order to meet the needs 

of its catchment, establish sustainable shopping patterns and dissuade residents from travelling 

to stores further afield. 

6.5.71 The proposed foodstore at the district centre, together with the ancillary retail, leisure and 

service provision, will promote consumer choice and competition. To enable the district centre – 

and especially the foodstore – to be commercially viable against the competition posed by 

surrounding stores and in particular Serpentine Green, the store needs to be of a suitable size. 

6.5.72 If the foodstore is not of sufficient size it will fail to hold its own with the nearby Tesco Extra and 

in turn it will fail to successfully anchor the district centre. An undersized store would become a 

glorified top-up shop and would not generate the necessary footfall to deliver trade to the other 

shops and services in the centre. 

6.5.73 The foodstore will not be as big as many the large foodstores located in Peterborough. Table C 

below compares the scale of proposed anchor foodstore against nearby stores. 

Table C: Comparison of Foodstore Sizes 

Store Net Sales floorspace 

 

Tesco Extra Serpentine Green 9,048m² 

Sainsbury’s Bretton 4,088m² 

Asda Rivergate 4,320m² 

Sainsbury’s Oxney Road 3,360m² 

Co-op Orton 1,248m² 

Stanground South Local Centre Commitment 2,160m² 

Proposal at Great Haddon District Centre 2,940m² 
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6.5.74 As an indicator of the appropriateness of scale it is noted that the proposed anchor foodstore is 

smaller than many of the other stores in or around Peterborough and as a result it is not 

expected to affect the already defined hierarchy of centres. 

6.5.75 However, the proposal is hopefully large enough to be able to compete and dissuade residents 

from travelling to Hampton and further afield. 

6.5.76 Overall, the scale of proposed foodstore at Great Haddon – together with the high street shops, 

services and leisure offer – sit comfortably within the retail hierarchy and in doing so will promote 

consumer choice and competition. Importantly, the size of the store will also enable the district 

centre to attract and satisfy shoppers and therefore be viable. 

 Market Share 

6.5.77 An indicator of the appropriateness of a proposal’s scale is whether it relies on a significant shift 

in market shares and if so, would it have an adverse effect on planned investment or in 

trade/turnover of nearby centres. 

6.5.78 The amount of trade diversion from existing shopping facilities will be partly dependant on the 

extent to which growth in local expenditure will be able to support the turnover required by the 

proposal. 

6.5.79 Estimates of total expenditure on convenience goods and comparison goods across the survey 

area are set out at Table 4 of the Economic Tables (Appendix 4). This is derived from the 

figures in Tables 2 and 3 of the Economic Tables. 

6.5.80 Table 4 indicates an increase in potential spending on convenience goods from £40.6m in 2010 

to £54.9m in 2015 and £76.5m in 2021. For Great Haddon alone spending on convenience 

goods is expected to increase from £3.9m in 2015 to £14.6m in 2021. Table D Below 

summarises this growth. 

Table D: Spending Growth 

Time Period 

 

Catchment Area Great Haddon 

2010-2015 £14.3m £3.9m 

2015-2021 £21.6m £10.7m 

Total £35.9m £14.6m 
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 Spending generated by Great Haddon 

6.5.81 When looking at Great Haddon in isolation, the £14.6m of spending it would generate by 2021 

would support a significant amount of floorspace. When complete, on or around 2025, Great 

Haddon’s population would generate some £21m of spending. Insofar as the proposed foodstore 

is concerned, (based on sales density of £11,000 per square metre) £21m would support about 

1,900m² of convenience floorspace. This demonstrates that the prospective residents of Great 

Haddon alone are capable of supporting a substantial foodstore regardless of spending that 

would be attracted from elsewhere. 

 Spending Drawn from beyond Great Haddon 

6.5.82 As the proposed district centre is to include a modern foodstore together with a range of other 

shops, services and social infrastructure set within an attractive pedestrian environment, we 

expect that it will attract trade from beyond Great Haddon. 

6.5.83 Accordingly, in addition to the spending generated by the prospective residents of Great 

Haddon, we have also looked at the implications on market share arising from attracting 

spending from resident populations in adjacent neighbourhoods such as Hampton, Yaxley and 

from the rural areas to the south, east and west. The Catchment Area Plan provided at 

Appendix 2 includes these locations. 

6.5.84 To the north of the proposed district centre is Tesco Extra at Serpentine Green. As noted above, 

this is the dominant store in the area. This is not overly surprising given its substantial size, 

generous amounts of free car parking coupled with high levels of car ownership and that 

Peterborough is serviced by a good road network that does not suffer from significant amounts 

of congestion. 

6.5.85 Given the proximity of the new district centre to Hampton’s Serpentine Green Shopping Centre, 

it is clear that there will be an overlap between the catchment areas of these facilities. 

Accordingly, this is also where the greatest change in market share is expected to be 

experienced. Table 21 of Appendix 4 outlines the impact arising from the shift in market shares 

on the Tesco Extra at Hampton and other stores. 

6.5.86 However, despite the size of the Tesco Extra, for various reasons, such as those outlined above 

and perhaps by reason of the lack of consumer choice within the catchment area, the survey 

work suggests that outflow amounts to 37% of spending. In other words, there is a relatively high 

level of leakage of convenience goods from the catchment area with shoppers using stores 

further afield. These stores include: 

 The out-of-centre Sainsbury’s at Oxney Road; 

 The out-of-centre Aldi at Wittlesey Road; and 

 The Asda at Rivergate. 
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6.5.87 Clearly however, the catchment area of the new district centre cannot claim all this leakage as 

much of it is rightly drawn to stores and centres outside the catchment area and would continue 

to do so regardless of the introduction of a new centre at Great Haddon or elsewhere. 

6.5.88 However, successful and sustainable centres should seek to capture a high proportion of local 

trade and reduce outflow. As noted above, the biggest shift in market share will arise from the 

proposal taking trade away from the Tesco Extra at Serpentine Green. However, the introduction 

of a new foodstore and two local top-up shops is expected to reduce the outflow to 23% or 

£17.6m together with an associated reduction in the need to travel. Table 20 of the Economic 

Tables (Appendix 4) details the implications of Great Haddon’s convenience retail provision on 

market shares. 

6.5.89 Once complete, the district centre at Great Haddon will offer a high quality shopping environment 

which will enable it to compete against its very large nearby neighbour and the several out-of-

centre stores that currently draw most of the catchment area’s spending. However, despite the 

shift in market shares as explained above, no harmful impact is expected as a result of the 

proposed foodstore.  

 Accessibility to the Likely Catchment Area 

6.5.90 As set out in the accompanying Design and Access Statement, Transport Assessment and 

Environmental Statement, Great Haddon will be accessible not only by car but also by a choice 

of transport options. The new district centre in particular will be of a high quality design and 

pedestrian focussed layout. In addition to being a desirable destination, Great Haddon will be 

accessible to all users and promote linked trips. 

 Competition and Consumer Choice 

6.5.91 The 2009 Peterborough Retail Study seeks to address qualitative need by aligning convenience 

goods requirements with the planned housing growth. The proposed district centre foodstore 

together with the ancillary retail, leisure and service provision will promote consumer choice and 

competition. 

6.5.92 As noted above, PPS4 seeks to ensure that people’s everyday needs, such as convenience 

shopping, are met on a localised basis. Furthermore, healthy town centres need to have a critical 

mass and retail diversity that attracts customers on a regular basis throughout the year. With this 

in mind, the food offer needs to be of sufficient size in order to meet the needs of its catchment, 

establish sustainable shopping patterns and dissuade residents from travelling to stores further 

afield. 

6.5.93 The store also needs to be of a sufficient size in order to attract a leading operator to Great 

Haddon and thus successfully anchor the centre. Given the strong existing and emerging local 

competition a store sized to ensure that a full convenience offer can be provided is considered to 

the critical to the viability of the centre. 
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6.5.94 As already stated in paragraph 6.57, if the foodstore is not of sufficient size it will fail to establish 

itself and hold its own with the nearby competition and in turn it will fail to successfully anchor the 

district centre. An undersized store would become a glorified top-up shop that would not 

generate the necessary footfall to deliver trade to the other shops and services in the centre. 

 (f) Locally Important Impacts 

6.5.95 Among other things, Policy EC3.1 in PPS4 states that local planning authorities should, as part 

of their economic vision for the area, set out a strategy for the management and growth of 

centres over the plan period, and in doing so, define locally important impacts on centres which 

should be tested, 

6.5.96 King Sturge is not aware of any such impacts having been set out and therefore none have been 

assessed. 
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7 SUMMARY AND CONCLUSIONS 

7.1 This report has considered the retail proposals associated with the urban extension at Great 

Haddon which is to accommodate up to 5,350 new homes. This report addresses the sequential 

test and analyses the potential impacts on surrounding stores and centres. 

7.2 The proposals will provide a range of community infrastructure and facilities to ensure the 

delivery of a sustainable mixed use development of sufficient critical mass and diversity to meet 

the requirements and expectations of the community. The inclusion of modern food shopping 

facilities will enable residents to make local shopping trips which reduce the need for car travel. 

7.3 The location and scale of the proposed retail provision is in keeping with the recommendations 

of the 2009 Peterborough Retail Study. The Study acknowledges the necessity to address 

qualitative and qualitative need by aligning retail requirements with the planned housing growth 

for Peterborough. 

7.4 It is not anticipated that Great Haddon will be completed and fully occupied before 2025. 

Nevertheless, the assessment suggests that it is appropriate to introduce elements of its retail 

provision earlier than this in order to support the new population and establish sustainable 

shopping patterns early in the life of the development. 

7.5 The proposed retail provision in the form of a district centre and two neighbourhood centres is 

required to support and address local needs arising from the Great Haddon urban extension. It is 

therefore not considered necessary to undertake a sequential assessment to identify sites within 

Peterborough or one of the other district centres located in the southern part of the district. 

7.6 Over the medium to longer term there will be more than sufficient spending within the catchment 

area to enable existing in-centre stores – and indeed out-of-centre stores, to achieve growth in 

turnover such that unless new stores are introduced they would significantly overtrade. This 

suggests, even with the introduction of a store at Stanground, that there will be no significant 

adverse impact arising from Great Haddon. 

7.7 It is considered that the nearby centres of Yaxley and Hampton will continue to trade more or 

less as they currently do. 

7.8 For Great Haddon to be successful in both commercial and planning terms its needs to have a 

critical mass and retail diversity that attracts customers on a regular basis throughout the year. 

With this in mind, the food offer needs to be of sufficient size in order to meet the needs of the 

local population, establish sustainable shopping patterns and dissuade residents from travelling 

to stores further afield. 

7.9 Overall, it is considered that the proposal is consistent with the adopted and emerging 

development plan and PPS4 and will secure a sustainable pattern of development that meets 

local need without adversely impacting on the existing centres.  
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APPENDIX 1 
APPLICATION SITE AND LOCATION 
PLAN 
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APPENDIX 2 
CATCHMENT AREA PLAN  





 
 
 
 
 

 

O&H PROPERTIES LTD 
MARLBOROUGH OASIS LTD & 
BARRATT STRATEGIC 

GREAT HADDON URBAN EXPANSION AREA

APPENDIX 3 
DRIVE TIME PLAN  
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APPENDIX 4 
RETAIL IMPACT ASSESSMENT TABLES 
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APPENDIX 5 
TOWN CENTRE HEALTH CHECKS 
























