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Retail and Town Centre Study Update and Impact Assessment

1

INTRODUCTION
Context

1.1

Peter Brett Associates LLP (PBA) has been instructed by Chiltern District Council (CDC) to
undertake an update to its Retail and Town Centre Study to ensure consistency with the
National Planning Policy Framework and take into account of changed circumstances. As
part of this update, PBA have also been instructed to assess the likely retail impact of a
possible new food superstore in Amersham on the Hill District Centre.

1.2

In respect of the Update to the Retail and Town Centre Study, the ‘High Street’ remains
under considerable threat with national multiple retailers alongside limited consumer
expenditure growth in the short term. Furthermore, larger town centres and out of centre
destinations are becoming more dominant at the expense of smaller secondary centres.
Furthermore, the growth of the Internet has provided a further threat to the ‘High Street’ and
expenditure via non-retail means are taking an increasing proportion of expenditure growth.
These trends, alongside changes in shopping patterns locally (i.e. the Eden Centre in High
Wycombe and the Tesco in Gerrards Cross) has led to a need for an updated Retail and
Town Centre Study.

1.3

The Update needs to take into account a potential development proposal off Sycamore
Road, Amersham on the Hill, for a food superstore which includes Council owned land.
Therefore, the instruction includes a requirement to consider its potential impact on the
economic vitality and viability of both Amersham and the wider area (e.g. Amersham Old
Town and Chesham). Under a separate report, PBA are also advising the Council on the
viability implications of a development on this site and this work takes into account the
findings of this study.

Terms of Reference
1.4

In light of the above context, our agreed terms of reference with the Council are as follows:


Update and review of the Council's retail and town centre studies taking into account
the NPPF, changes in shopping patterns and current economic circumstances;



Provide advice on the scale of new retail floor space that should be planned for the
District to 2026, broken down into comparison and convenience floorspace;



Provide advice on the distribution of retail floorspace within the District; and



Taking into account the findings of the need assessment, review the optimum size of a
new foodstore in Amersham on the Hill District Centre and test the impact of a potential
foodstore (based on two scenarios).

Structure of Report
1.5

Based on the above terms of reference, our report is structured as follows:


Section 2 - we explain relevant elements of planning policy and how this frames our
assessment
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Section 3 - we provide a brief summary of national retail trends, explaining how this will
affect planning policies in the District



Section 4 - we review shopping patterns based on new household survey results
undertaken in January 2013



Section 5 - we undertake a qualitative appraisal of the retail offer in the District based
on some existing research and our own more recent assessments



Section 6 - we assess the quantitative need for new retail floorspace in the District
providing guidance on where this can be accommodated



Section 7 - we assess the impact of a possible food superstore development in
Amersham on the Hill District Centre taking into account the threat to the vitality and
viability of the centre and others in the District.
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2

PLANNING POLICY
National Planning Policy Framework

2.1

The NPPF was published by the Government in March 2012 and replaces all previous
Policy Statements and Policy Guidance Notes. Paragraph 22 states that planning policies
should be positive, promote competitive town centre environments and set out policies for
the management and growth of centres. This includes a requirement that ‘needs for retail,
leisure, office and other main town centre uses are met in full and are not compromised by
limited site availability’. This introduces a challenge for local authorities to maximise central
opportunities.

2.2

The NPPF also requires Local Plans to be based on adequate, up-to-date and relevant
evidence about the economic, social and environmental characteristics and prospects of
the area. In terms of a retail evidence base, paragraph 161 states that they should assess:

2.3



the needs for land or floorspace for economic development, including both the
quantitative and qualitative needs for all foreseeable types of economic activity over the
plan period, including for retail and leisure development;



the role and function of town centres and the relationship between them, including any
trends in the performance of the centres;



the capacity of existing centres to accommodate new town centre development;



locations of deprivation which may benefit from planned remedial action.

It should be noted that the ‘Practice Guidance on need, impact and the sequential
approach’ (PG), published in December 2009, has not been cancelled and remains in
place. Although it includes extensive reference to cancelled PPS4 policies, it does provide
practical guidance to assist those involved in preparing or reviewing need and thus remains
relevant to this study. The guidance provides detailed advice on how to produce an
evidence base for retail and leisure planning and this study takes into account the principles
set out in the practice guidance.

Development Plan
2.4

The development plan for Chiltern consists of the Chiltern Core Strategy (2011), the saved
policies of the Adopted Local Plan for Chiltern (2007) and, until it is revoked, the South East
Plan (2009).

Core Strategy for Chiltern District
2.5

The Core Strategy for Chiltern was adopted by the Council on 15th November 2011 and
sets out the policies and guidance for the spatial planning of Chiltern over the next 20
years.

2.6

Policy CS18 of the Core Strategy is concerned with development within the district
shopping centres in Chiltern. It states that development for new retail, leisure,
entertainment, arts, cultural facilities and tourist attractions will be promoted and/or
supported in the district shopping centres of Amersham-on-the-Hill, Chesham and Chalfont
St Peter, as long as it:
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2.7



Enhances or maintains the range and quality of local facilities;



Adds to the vitality and viability of the area;



Is in keeping with the scale and character of the surrounding buildings and the locality;



Contributes to the maintenance of a safe environment;



Retains any existing ground floor retail floorspace and retail frontage;



Does not involve any net loss of residential accommodation.

This policy seeks to incorporate an appropriate mix of uses in developments, and
residential use of upper floors will be supported and encouraged. The policy also states that
in line with Policy CS16 changes of use from employment to residential will be acceptable
on the upper floors of properties in these three district centres.

Local Plan for Chiltern District
2.8

The Chiltern Local Plan was adopted in 1997, and a number of polices were saved by
direction of the Secretary of State in 2007 and remain relevant.

2.9

Policy S1 of the Local Plan states that shopping development will be concentrated in the
district centres of Chesham, Amersham-on-the-Hill and Chalfont St Peter, as well as the
Local Shopping Centres of Great Missenden, Amersham Old Town, Little Chalfont,
Chalfont St Giles, Prestwood and Holmer Green.

2.10

Policy S2 is concerned with the district centres and states that the Council will accept
shopping developments which contribute to the consolidation of the Centre and strengthen
its existing role. Policy S3 deals with the local centres and states that the Council will resist
the significant expansion of shopping floorspace in these centres, but will allow small scale
developments provided they strengthen rather than expand the existing shopping role of
the centres.

2.11

The Local Plan also contains various policies on primary and other shopping frontages in
the local and district centres. These policies seek to protect A1 uses in primary shopping
frontages, and allow for the change of use from A1 to non-A1 shops in other shopping
frontages, provided they enable the provision of a range of services and facilities and do
not result in an over concentration of non-A1 uses.

Existing Evidence
2.12

The existing evidence base on retail and town centres in Chiltern consists of the South
Buckinghamshire and Chiltern Joint Retail/Town Centres Study undertaken by NLP in
2007, and the subsequent update report undertaken for Chiltern District Council by NLP in
2009.

2.13

In terms of convenience floorspace capacity, the 2009 update report found there to be
capacity for an additional 2,350 sqm net of floorspace by 2016. The study found the
majority of this capacity to be in the two district centres of Amersham and Chesham (1,150
sqm net in each), and only 50 sqm net in the district centre of Chalfont St Peter. The study
also looked at the capacity to 2026 and found that there was only additional capacity for
150 sqm net of convenience floorspace.
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2.14

The study states that a new store of around 2,000 to 2,500 sqm net could be provided in
either Chesham or Amersham to accommodate this additional floorspace, and that if no
town centre opportunities exist in Chesham the floorspace projection for Chesham could be
transferred to Amersham.

2.15

In terms of additional comparison floorspace in the district, the study found there to be
limited capacity in the short term, primarily due to the effects of the recession and the
implementation of the Eden development in High Wycombe. The study found that there
was only capacity for an additional 1,000 sqm net of comparison floorspace to 2016, and a
further 6,900 sqm net to 2026.

2.16

In the short term, to 2016, this capacity was found to be in Chesham (750 sqm), Chalfont St
Peter (50 sqm) and other destinations in the district, (200 sqm), and none in Amersham. In
the longer term, to 2026, the study found there was capacity for an additional 2,600 sqm
net of comparison floorspace in Amersham, 2,900 sqm in Chesham, 750 sqm in Chalfont St
Peter, and 650 sqm in other destinations in the district.

2.17

The study states that the comparison floorspace projections take into account a reduction in
Chiltern’s expenditure share due to major development outside the district. Subsequently
the study recommended that the Council should seek to prevent a further loss of trade, and
that the projections shown should be viewed as minimum requirements to maintain the
vitality and viability of centres within the district.

Summary
2.18

The NPPF provides a high level policy context for planning policy for Chiltern, setting out
the evidence base requirements for town centre uses and encouraging local authorities to
meet its needs in full.

2.19

The Core Strategy and Local Plan both support the development of new retail, leisure,
entertainment, arts, cultural facilities and tourist attractions in the three district centres of
Amersham-on-the-Hill, Chesham and Chalfont St Peter. Whilst some new development will
be allowed in the local centres in the district, provided it strengthens rather than expands
the centre in question, the majority will be focused in the district centres.

2.20

The existing evidence base for retail/town centres in the district shows that there is some
capacity for additional retail floorspace in the centre, albeit limited, and in line with policy is
focused in the three district centres.
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3

NATIONAL RETAIL TRENDS
Economic Conditions

3.1

The current sustained downturn in the economy and recent period of recession has had
clear changes on the retail landscape in the UK, with a number of high profile retailers
entering administration, and discount-end retailers increasing in representation. The
downturn also affects consumer spending, with a greater reluctance to spend amongst
consumers on non-essential goods. As a result, the forecast levels of spending growth
remain subdued, particularly for the short term.

3.2

Experian Retail Planner Note 10.1 (September 2012) states that the UK economy
continues to struggle with the level of GDP still 4% short of the 2008q1 peak. It also notes
that in mid-2012 the level of household spending in real terms was 6% below its end-2007
peak. Experian expect consumer spending to revert to growth, albeit modest at 1.1% in
2013. Specifically in respect of retail spending, Experian state:
“Expenditure on retail goods has remained more resilient than total consumer spending.
While household spending in 2012q2 was estimated to be 1.5% lower in real terms than
a year earlier, official retail sales data show spending volumes up 1.4% excluding motor
fuel. Consumers it seems cut back on big ticket items such as expensive holidays, and
on expenditure on recreation and culture, but continued to spend on other items. Nonstore retailing, up 12%, boosted the rise in overall sales, but department stores and
‘other stores’ saw sales volumes rise by 10% and 2.1% respectively. Textiles, clothing &
footwear stores saw a 1.6% fall and ‘predominantly food stores’ were down 1.1% as
consumers shopped more carefully, opting for cheaper lines and buying less.
Pressure on retailers from weak sales has resulted in a further rise over the past year in
the number of vacant shops. However, the increase from a vacancy rate of 14% in July
2011 to 14.4% in July 2012 according to Experian data was much less sharp than the
surge from a vacancy rate of 7% to 12% in the year to mid-2009 when the deep
recession took its toll.”

3.3

Experian present a central case for expenditure growth per capita to 2029, which they
award a 65% probability. We use these growth rates within our study and the exact rates
are presented for retail in Figure 3.1 below.
Figure 3.1 Experian’s Central Case Growth Rates

Source: Extract from Experian Retail Planner Note 10.1 (September 2012)
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Growth of Internet
3.4

UK internet retail sales have increased at a rapid pace in recent years. The increase in eretail is due to lower prices than those in stores and shoppers are able to search out
bargains including second-hand goods. At the same time, the internet is becoming more
complex and competitive, and retailers must adapt to this retailing climate. The growth of
Marketplace websites is changing the dynamics of the market and further intensifying
competition. While unfavourable economic conditions are forcing retailers to scale back on
physical retail space, their online operations allow them to reach a much wider customer
base.

3.5

There has also been recent growth in the ‘Click & Collect’ method of online shopping —
whereby a customer orders and pays for the desired product online, and then collects it
from the nearest large branch of the retailer. This approach is currently being rolled out by
retailers including Tesco, Sainsbury’s, Asda, Next, House of Fraser and John Lewis,
amongst others.

3.6

Current forecasts from Experian suggest that online shopping on convenience goods is
likely to increase throughout the study period, but spending on comparison goods is likely
to peak at a figure of 21.4% in 2023 before levelling out thereafter. Experian’s recent
forecasts for online shopping and other non-store sales — terms ‘special forms of trading’
(SFT) — indicate that SFT sales will claim a bigger proportion of overall spending than was
previously considered likely.

3.7

In discussing their recent forecasts, Experian comment that:
‘Non-store retailing continues to grow rapidly, despite the tough retail environment. We
retain our assumption that non-store retailing will increase at a faster pace than total
retail sales well into the medium term. It is estimated that 85% of the UK adult
population were internet users at the end of 2011, so growth of the internet user base
will be less of a driver than in the past decade. But growth momentum will be sustained
as new technology such as browsing and purchasing through mobile phones and the
development of interactive TV shopping boost internet retailing. We now expect that the
SFT market share will continue to increase over the forecast period, although the pace
of e-commerce growth will moderate markedly after about 2020’

3.8

The outputs of this study specifically take into account this anticipated growth of online
shopping, and, based on Experian guidance, we remove the proportion of total expenditure
which is expected to be diverted towards online shopping before presenting the final
quantitative floorspace requirements for the District. Figure 3.1 shows the growth in online
spending on convenience and comparison goods throughout the course of the study period,
based on forecasts provided by Experian.
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Figure 1 - Forecast of non-store retailing (Special Forms of Trading) growth
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Convenience goods SFT discount (unadjusted)

Convenience goods SFT discount (adjusted)

Source: Experian Retail Planner 10, September 2012, Appendix 3. Adjusted SFT includes internet, mail order
and markets.

3.9

Experian advise however that:
‘The calculation of how demand for retail floorspace will be affected by the rapid
expansion of SFT remains a key issue. While it is undeniable that the challenge to
traditional store-based shopping is growing, two factors temper the threat.
 Since the non-store retailing figures include supermarkets and other retailers
that source internet goods sales from store space, the share of non-store
retailing is over-stated from the point of view of those interested in physical retail
outlets, particularly for convenience goods.
 Even if non-store retailing outpaces store-based shopping as assumed over the
next few years, store-based shopping is still expected to continue to expand at
an annual average of over 2% per annum in per capita terms from 2014 to 2028
(see figure 1a of the main report the relevant extract of which appears below).’

3.10

Reflecting the first bullet point in the above paragraph, Experian also present ‘adjusted’
comparison and convenience goods forecasts, which remove internet goods sourced from
physical store space. This is also shown in Figure 3.1 above. We use the adjusted rates as
the basis of our quantitative capacity assessment for the amount of comparison and
convenience goods floorspace which is expected to be required in the District.
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Polarisation Trends
3.11

A significant and long term trend is the continuing polarisation by retailers towards larger
stores in larger centres. Retailers recognise that greater efficiency can be achieved by
having a strategic network of large stores offering a full range, rather than having a large
network of smaller stores, and are therefore increasingly seeking to serve larger population
catchments from larger stores. This trend is also driven by consumers who are becoming
more discerning and are increasingly prepared to travel further. We are therefore
witnessing a growing concentration of comparison goods expenditure in a smaller number
of larger centres.

3.12

This concentration of retailing in larger centres is a potential threat to centres in Chiltern
District. In a climate where retailers are looking to cut costs and increase efficiency, they
are unlikely to be willing to accept constrained or deficient units for the sake of gaining
geographic representation, and some retailers might therefore choose to consolidate their
offer in other centres where they can serve a similar catchment while operating from larger
and more efficient units.

3.13

However, it is also worth bearing in mind that the economic downturn might, in the longer
term, result in some departures from this trend. It is likely that some developers will no
longer be willing to take the risks associated with large scale, complicated town centre
schemes. The result of this is that we might begin to see smaller, simpler deliverable
schemes which are more viable rather than the more ambitious projects of the last decade.
In light of these trends, and the scarcity of investment, it is important that simple,
deliverable opportunities for appropriate investment within the town centres are
encouraged.

Summary
3.14

The economic outlook in the UK remains uncertain that this is reflective of the forecast
growth in retail expenditure during the study timeframe which is significantly less than the
trends experienced over the last two decades. Increasing spending via the Internet and
general polarisation trends across the UK mean that the retail role in smaller centres (such
as those in Chiltern) is under threat.
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4

RETAIL SPENDING PATTERNS
Household Survey

4.1

In order to establish up-to-date spending patterns in the district, a new survey of shopping
patterns has been undertaken and enables us to properly understand the impact of the
Eden Centre in High Wycombe and other local changes on shopping patterns in the district.
The survey is based on 800 completed telephone surveys within the eight northern zones
of the study area originally used by NLP in the Joint Retail/Town Centres from 2007
(excluding the three southern zones in South Bucks). This area completely encompasses
Chiltern administrative boundary, with only zone eight of the zones falling outside the
district.
Figure 4.1 Survey Zones

4.2

The survey was undertaken by NEMS Market Research during January 2013 and the full
results can be found at Volume 3 and also contains full explanation of the statistical
reliability of the survey sample. Reflecting the PG, 100 interviews were successfully
conducted in each zone. In order to ensure a full cross-section of demographic
representation in the survey results, respondents were contacted at a variety of times
(during the day, in the evening, and at the weekend). All respondents were verified to be
the main shopper in the household.

4.3

The survey questionnaire sought to establish the following:


patterns of convenience goods spending, based on:
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4.4

o

the shop where the household spends most money on food and groceries, and the
amount spent per week;

o

the shop where the household undertakes most ‘top-up’ food and groceries
purchases, and the amount spent per week;

o

spending on food and groceries in small shops, for those who named
supermarkets in answer to the above two questions



for main food shopping, the reasons why residents chose to undertake their main food
shop at the store specified, whether the trip was linked with visits to other shops, leisure
or service outlets, and the mode of transport used to access these destinations were
also asked.



patterns of comparison goods spending, based on the locations of the last two
purchases of:
o

clothes and shoes, as well as the reasons for choosing this location and mode of
transport used to access this destination;

o

furniture, carpets and soft household furnishings;

o

DIY and decorating goods;

o

Electrical items;

o

Health & beauty or chemist items;

o

Recreational goods (e.g. sports equipment, bicycles, toys);

o

Other non-food items (e.g. books, CDs, jewellery)



the proportion of the household’s spending on food and non-food goods that is
accounted for by online shopping.



Whether respondents visited the town centres of, and if so, what respondents
considered could be improved in these centres.



patterns of visits to leisure destinations such as restaurants, cinema, theatre and ten-pin
bowling

It is noted that the survey includes evidence on where people are undertaking their leisure
trips. Our terms of reference do not extend to considering the leisure habits, but the
information is available should the Council wish to utilise it.

Total Pot of Expenditure
4.5

Before we use the survey results to distribute spending across the study area, it is
necessary to calculate the total ‘pot’ of retail expenditure within the study area for both
comparison and convenience goods in the base year (2013). This has been done by using
per capita expenditure and population supplied by Experian.

4.6

The data is supplied in 2011 in 2011 prices and we have used growth projections in EPBN
10.1 to establish the position in 2013. Similarly, the population projections are from 2011
(taking into account the Census) and rebased to 2013 using the Council’s own population
projections. The data is presented within the quantitative spreadsheets at Appendix 1.
Allowing for special forms of trading, the total amount of comparison expenditure in the
study area in the 2013 base year is £602.95 million and convenience is £380.52 million.
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Comparison Goods
4.7

In order to convert the raw survey data to composite ‘comparison’ market share, in other
words the aggregate shopping patterns of residents, we need to ‘weight’ the results.
Questions were asked in the household survey of the spending patterns of residents in
relation to seven different types of comparison goods, as listed above. The composite
spending pattern has been derived by application of the following percentage weights for
these seven categories, based on Experian per capita spending data for the eight SA
zones.
Table 4.1 Percentage weighting for comparison goods sub-categories
Comparison goods spending category
(from household survey)

Proportion of spend allocated to
composite spending pattern (%)

Clothing and footwear

25.10%

Furniture, carpets and soft furnishings

11.38%

DIY and decorating goods

26.74%

Electrical items & domestic appliances

8.14%

Health & beauty, chemist goods

2.74%

Recreational goods

11.24%

Other non-food items

14.65%

All comparison goods

100.00%

Source: Experian

4.8

Using this weighted market share data, it is possible to distribute all comparison spending
to existing destinations both inside and outside the study area. This provides us with
expenditure ‘retention’ i.e. expenditure generated locally and spent locally within the study
area and expenditure ‘leakage’ i.e. expenditure generated locally and spent outside the
study area.

Spending patterns in the base year
4.9

Table 4.2 sets out the total spending retention for the district and the study area. The
distinction between the district and study area retention is due to the study area extending
beyond the district boundary and that area including shopping destinations that attract
spending.
Table 4.2 Study area comparison spending destinations 2013
2013 (£)

2013 (%)

Amersham (inc Tesco)

36.09

6.0%

Chesham

41.79

6.9%

Chalfont St Peter

3.82

0.6%

Other Chiltern

7.43

1.2%

Chiltern Sub total

89.14

14.8%

Other in study area

52.40

8.7%

230.67

23.5%

Study area retention
Source: Appendix 1
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4.10

This data reveals that the study area as a whole retains some 24% of its comparison
expenditure, with 15% spent within the district. Approximately three quarters of the total
expenditure is being spent outside the study area, and the destinations for expenditure
leakage are shown in Table 4.3 below.
Table 4.3 Comparison expenditure leakage
2013 (£)

2013 (%)

47.07

7.8%

185.23

30.7%

53.56

8.9%

Other outside study area

175.54

29.1%

Total leakage from study area

461.41

76.5%

Hemel Hempstead
High Wycombe
Watford

Source: Appendix 1

4.11

This data reveals that there is expenditure leakage of 77% to destinations outside of the
study area. High Wycombe draws the highest amount of trade from the study area (31%)
followed by Watford (9%) and is reflective of the location of these higher order centres near
the edge of the study area boundary.

4.12

In terms of zonal retention rates, Amersham retains 25% of its home zone expenditure,
Chesham 31% and Chalfont St Peter just 4%.

4.13

Amersham and Chesham have both increased their market shares from 2007, when
Amersham retained just 20% of its home zone expenditure and Chesham 26%.

4.14

Chalfont St Peter’s market share has however decreased as in 2007 it retained 7% of its
home zone expenditure compared to just 4% now.

Trading performance in the base year
4.15

The analysis of spending patterns means we are able to calculate an implied turnover per
sqm of existing floorspace in each of the main town centres in Chiltern (and consequently a
sales density by dividing this turnover by net floorspace). Using Experian Goad floorspace
data (and assuming a net to gross ratio of 70%). The sales densities for the main centres
are follows:
Table 4.3 Comparison goods trading performance
Net comparison
floorspace (sqm)

Survey derived
turnover in 2013 (£m)

Survey derived sales
density in 2013 (£ per
sqm net)

Amersham (inc Tesco)

9,496

42.46

4,472

Chesham

7,217

49.16

6,812

2,541

4.25

1,672

Chalfont St Peter
Source: Appendix 1

4.16

Typically we would expect comparison goods floorspace to achieve in the region of £5,000
per sqm, although this depends on the quality of the offer and type of premises available
and turnovers lower than this level is not automatically a cause for concern. This exercise
reveals the following:
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Amersham is achieving a turnover of £4,472 per sqm (including comparison spending to
Tesco);



Chesham is performing strongly at £6,812 per sqm net and therefore appears to be
trading successfully as the largest centre in the District;



Chalfont St Peter has a trading performance of £1,672 per sqm and is reflective of the
mix and quality of comparison goods retailers present in the town.

Convenience Goods
Spending patterns in the base year
4.17

A similar exercise to the comparison exercise has been undertaken for convenience
spending. Convenience spending is an inherently more localised activity (i.e. people
normally shop locally for the food and grocery shopping). Due to the study area extending
beyond the district’s boundary, the extent of competition is more locally based with the
study area.
Table 4.5 Study area convenience spending destinations in 2013
2013 (£)

2013 (%)

Amersham town centre

13.96

3.7%

Amersham out of centre

57.00

15.0%

Chesham town centre

52.00

13.7%

Chalfont St Peter town centre

8.16

2.1%

Chalfont St Peter out of centre

2.83

0.7%

13.36

3.5%

Subtotal Chiltern

147.32

38.7%

Other study area

149.83

39.4%

Study area retention

297.15

78.1%

83.38

21.9%

380.52

100%

Other Chiltern

Leakage
Total
Source: Appendix 1

4.18

The study area achieves a high level of retention of 78% and the district achieves a share
of 39%. This reflects the localised function of convenience shopping and consequently the
focus is on the market share of major stores at a district wide level and the performance of
individual zones. The main findings of this analysis are as follows:


The market share of Amersham ‘out of centre’ stores comprises solely of the Tesco
store on London Road and this retains the largest market share of any destination
within the district and the study area as a whole (15%).



Stores in Chesham town centre attract the second highest level of spending within the
district, which is to be expected given the presence of Sainsbury’s and Waitrose.



Stores outside of the district but within the study area that attract the largest amount of
expenditure are Sainsbury’s in Beaconsfield (9%), Tesco in Loudwater (7%), and Tesco
at Gerrards Cross (5%).
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4.19

Expenditure leakage to stores outside of the study area is 22% with the main stores
drawing this trade being Tesco on Harefield Road, Rickmansworth, Sainsbury’s on
York Road in Uxbridge, and Sainsbury’s and Morrison’s in High Wycombe.

As well as overall study area retention level for convenience goods expenditure, it is helpful
to consider the levels of zonal retention for each study area zone. This rate refers to the
proportion of available convenience goods expenditure in each zone (irrespective of local
authority) which is collectively retained by the foodstores within that same zone. It assists
in understanding whether there is any evidence of deficiency in convenience provision,
although inevitably the retention levels will be linked to the presence of main settlements in
each zone and the level of population. Table 4.6 sets out the zonal retention levels.
Table 4.6 Convenience goods expenditure retention by zone
Convenience goods
retention rate for zone
(2013)

Population in 2013

Chesham

66.4%

28,978

Zone 2

Amersham

70.0%

24,756

Zone 3

Beaconsfield

80.9%

17,484

Zone 4

Chalfont St Peter

68.8%

28,637

Zone 8

Denham

5.6%

17,490

Zone 9

Bovingdon

18.4%

15,296

Zone 10

Great Missenden

23.8%

29,964

Zone 11

Bourne End

53.0%

26,087

Zone

Area/Locality

Zone 1

Source: Appendix 1

4.20

This exercise demonstrates a varying level of expenditure retention. The main headlines
for each zone are as follows:


Zone 1: The retention rate of zone 1 is 66.4%. Chesham is located within zone 1, and
has two main foodstores, Waitrose and Sainsbury’s. Both these stores experience
some expenditure leakage to the Tesco store on London Road, Amersham in Zone 2,
which is to be expected given the close proximity of this store to zone 1.



Zone 2: The retention rate of this zone is fairly high at 70%. This high retention rate is
influenced by the Tesco store on London Road, Amersham which is the largest
foodstore in the district. This zone does experience some expenditure leakage to stores
in Chesham in zone 1, and stores in Beaconsfield in zone 3. Given that these
destinations are in neighbouring zones and will have overlapping catchments, some of
this leakage is to be expected.



Zone 3: This zone has the highest retention rate of 81%. This retention rate is
influenced by the good provision of foodstores in Beaconsfield. The majority of the
expenditure leakage that does occur from this zone goes to stores in zone 11, in
particular the Tesco on London Road, Loudwater. This is to be expected given the close
proximity of the Tesco store to the zone 3 boundary.



Zone 4: The retention rate for this zone is also quite high at 69%. And whilst some of
this is retained within Chalfont St Peter, within the district, the majority is retained due to
the presence of Tesco and Waitrose in Gerrards Cross which lies outside the district
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boundary. The majority of the leaked expenditure from this zone goes to the Tesco in
Amersham in zone 2, and Sainsbury’s in Beaconsfield, Zone 3. Both zones 3 and 2,
neighbour zone 4 therefore some of this leakage will be expected given their
overlapping catchment areas.


Zone 8: This zone experiences the lowest retention rate at just 6%. However this is due
to the lack of main foodstores in this zone. Most of the expenditure leakage from this
zone occurs to stores outside the study area, in particular stores in Rickmansworth and
Sainsbury’s in Uxbridge. Due to the close proximity of these destinations to the
boundary of zone 8, this can be expected. The main destinations within the study area
that draw trade from zone 8 are the Tesco and M&S stores in Gerrards Cross, zone 4
due to their close proximity.



Zone 9: This zone experiences a low retention rate of 18%. However this can be
expected due to the lack of main foodstores in this zone. The majority of expenditure
from this zone goes to stores outside of the study area, namely stores in
Rickmansworth and the Sainsbury’s in Hemel Hempstead. This is unsurprising given
the zones close proximity to these locations. Destinations in Chesham, zone 1, and the
Tesco store on London Road, Amersham in zone 2, also draw trade from this zone,
which again is to be expected given their overlapping catchment areas.



Zone 10: The retention rate for this zone is low at 23.8%. However as there are not
many foodstores in this zone, save for smaller local foodstores, this expenditure
leakage can be expected. The majority of expenditure leakage from this zone goes to
the Tesco store on London Road, Amersham in zone 2. Leakage also goes to stores in
Chesham in zone 1, and Beaconsfield in zone 3. Zones 1 and 2 neighbour zone 10 so
expenditure leakage to these zones is expected due to overlapping catchment areas.
Some expenditure leakage also occurs to foodstores outside of the study area in High
Wycombe, which again is to be expected given its close proximity to zone 10.



Zone 11: This zone experiences a retention rate of 53%.The majority of this is retained
by the Tesco store in Loudwater. The expenditure leakage from this zone occurs mainly
to stores in Beaconsfield in neighbouring zone 3, as well as to stores outside of the
study area.

4.21

When comparing these spending patterns to those in 2007, we can see that Amersham-onthe-Hill has increased its market share as in 2007 Amersham-on-the-Hill retained only 14%
of its home zone expenditure, compared to 22% now.

4.22

The market share of Chesham is similar to that of 2007, when it retained 65% of its home
zone expenditure compared to 66% today. Chalfont St Peter’s market share is also similar
to that in 2007, when it retained 20% of its home zone expenditure compared to 19% today.

Trading performance in the base year
4.23

In a similar vein to the comparison assessment, we have assessed the implied turnover of
convenience floorspace (£ per sqm) of main foodstores in the district. Furthermore,
because company average turnovers are widely available we can come to more firm
conclusions on how the stores are performing against such averages. The sales density
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Table 4.7 Convenience goods trading performance
Net convenience
floorspace (sqm)

Benchmark
turnover (£m)

Household
survey-derived
turnover (£m)

Difference to
benchmark
(£m)

Sainsbury’s, Chesham

2,601

24.00

33.81

9.80

Waitrose, Chesham

1,520

15.53

15.99

0.46

Tesco, Amersham

4,784

48.81

60.00

11.19

M&S Simply Food, Amersham

480

4.72

5.23

0.51

Waitrose, Amersham

553

5.78

3.52

-2.26

859

6.02

6.00

-0.02

Store

Budgens, Chalfont St Peter
Source: Appendix 1

4.24

4.25

This exercise reveals the following:


Tesco on London Road in Amersham is trading strongly, attracting a turnover of
approximately £11.19m above ‘benchmark levels’.



Sainsbury’s in Amersham is also trading above the company average.



The other main foodstores in the district are trading broadly in line with company
averages.



Waitrose in Amersham is however trading slightly below the company average, with a
turnover of approximately £2.26m less than the company benchmark.

It is apparent that there is some evidence of overtrading in the base year (supplemented by
our own observations as presented in Section 5).

Summary
4.26

In terms of comparison goods expenditure, the district experiences high levels of
expenditure leakage to destinations outside of the study area, namely Watford, Hemel
Hempstead and High Wycombe. Destinations within Chiltern retain just 15% of comparison
expenditure, and the study area as a whole 24%. This indicates that there is a gap in the
provision of comparison shops within the district; however the role and function of the
centres in the district means that this expenditure leakage is to be expected especially
given the size of the competing centres in the sub region.

4.27

The shopping patterns show that the district retains a greater amount of convenience
expenditure due to the localised nature of convenience shopping. However some
expenditure leakage does occur to stores outside of the district, especially from the
outskirts. However this is not necessarily a cause for concern due to the localised nature of
convenience shopping.
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5

QUALITATIVE ASSESSMENT
Approach

5.1

In this section we have reviewed the existing evidence base on the three district centres in
Chiltern; undertaken a broad update of the centres based on the ranking of the centres and
diversity of uses obtained from Goad plans and PBA site visits; reviewed spending patterns
and trading performance derived from the household survey; and reviewed the household
survey results in terms of what improvements can be made to the three centres.

5.2

The ranking of the centres has been taken from the Javelin Groups Venuescore report
(2011). This report is a tool to quantify key differences between shopping venues, such as
scale of offer, market positioning, fashionability and age positioning. Scoring for this report
takes account of the presence in each location of multiple retailers including anchor stores,
fashion operators and non-fashion multiples.

5.3

Experian Goad plans are used to determine the diversity of uses in each centre, and the
Goad provides a bird’s eye view of a retail centre, showing operators, retail category,
floorspace and location of all retail outlets and vacant premises. These Goad retail
database provides information on over 450,000 retail occupiers and is derived from retail
occupancy information obtained through direct onsite surveys. The Goad plans are not
based on any planning policy definition of the town centre boundary, but are used to enable
comparison with UK average floorspace splits.

5.4

Experian Goad plans are supplied at Appendix 4 and an Experian summary of breakdown
in floorspace is attached at Appendix 5.

Existing Evidence
5.5

NLP undertook detailed healthchecks of the three district centres in Chiltern as part of the
2007 Joint Retail Study. The study found that overall Chesham, Amersham-on-the-Hill and
Chalfont St Peter were all healthy, vital and viable district centres.


The study found that Chesham provided a good range of shops and services for a
district centre of its size, and was a distinctive and attractive centre, with a good quality
shopping environment and interesting specialist shops.



The study found that Amersham provided a fairly typical mix of retail and services for a
centre of its size, and had a low vacancy rate. However it was found that the centre did
not offer anything particularly unique and there was scope to improve it.



Chalfont St Peter is smaller than the other two district centres, and the study therefore
found it to have a more limited range and choice of shops and services. However the
study also found it to have a pleasant village ambience and a good provision of small
independent and specialist traders which differentiate it from other centres.
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Chesham
Role and function
5.6

Chesham is designated as a district centre in the Chiltern Core Strategy. It predominantly
serves the population of the central and north part of the district. The centre has a
Venuescore ranking of 649 and is defined by Javelin as a minor district centre with a middle
market position. This compares to a ranking of 240 for Watford, 146 for Hemel Hempstead
and 201 for High Wycombe, all of which are defined as regional centres.

5.7

In Table 5.1 we present the diversity of use of retail and other town centre uses in
Chesham Town Centre based on the Experian Goad data.
Table 5.1 Diversity of uses summary for Chesham town centre
Units

Floorspace
(sqm)

Floorspace
(%)

UK average
(%)

A1 Convenience

9

6340

25%

17%

A1 Comparison

69

10,310

40%

46%

A1 Services

24

2,010

8%

5%

A2 Financial & Professional Services

15

2,540

10%

7%

A3 & A5 Restaurants, cafes & takeaways

22

2,590

10%

11%

1

60

0%

1%

14

1,870

7%

12%

154

25,720

100%

100%

Other floorspace

42

10,170

GRAND TOTAL

196

35,890

Use Class

Miscellaneous
Vacant
Sub-Total Experian Retail

Source: Experian Goad 2012 & PBA site visit 2013

5.8

This analysis reveals:


Chesham has a good provision of convenience floorspace, which consists of two
supermarkets, Sainsbury’s and Waitrose, complemented by independent specialist
retailers.



The centre has a good provision of independent comparison retailers, as well as a few
key national retailers, such as Boots, Millets and Waterstones.



The centre has a good provision of A1 and A2 service uses consistent with a district
centre of its size.



The centre has an average proportion of A3 floorspace; however the restaurant choice
in the centre is quite limited and could be improved.



The centre has a below average proportion of vacant floorspace, at 7%. This suggests
that the centre is performing well and that floorspace in the centre is in demand.

Market share and trading performance
5.9

The spending patterns derived from the household survey results are explained in detail at
Section 4. Our assessment revealed that Chesham only attracts 7% of the study area
comparison expenditure, with leakage occurring to the larger centres of Hemel Hempstead,
Watford and High Wycombe.
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5.10

It does however have a larger convenience market share, attracting 14% of the study area
expenditure, which is focused on the two main food stores, Sainsbury’s and Waitrose.

5.11

The main convenience competition for these stores is from the Tesco in Amersham and to
a lesser extent food stores in Beaconsfield, High Wycombe and Hemel Hempstead.

5.12

The spending patterns derived from the household survey indicate that the convenience
sector in Chesham benefits from a healthy retention level. However the comparison goods
sector experiences a large amount of leakage to other centres outside of the study area,
which indicates that there is a gap in the provision of comparison goods. Given the limited
provision of national comparison retailers in the centre this is to be expected.

5.13

The main foodstore provision in Chesham consists of in centre Waitrose and Sainsbury
supermarkets.

5.14

At the time of visiting (10.00am) the Sainsbury’s store was not very busy with five out of 25
checkouts open and only a few small queues. There was some evidence of restacking but
the shelves were generally well stocked. The store car park was busy however visitors to
the centre can also park here; however Sainsbury’s do discourage this by imposing a two
hour stay limit on the car park, and providing an incentive to those who visit the store by
recouping the car park fee if they spend over £5. There is a council run car park next door
to the Sainsbury’s one that does serve the town centre, with 148 spaces.

5.15

The Waitrose store was less busy at the time of visit (10.30am) and 4 checkouts were open
with no queues occurring. The shelves were generally well stocked, with some restocking
taking place. There is a customer car park located next to the store which was not very
busy.

Survey results on improvements to centre
5.16

The household survey included a qualitative question on what visitors from the study area
thought could be improved about Chesham. For those who provided an opinion, the
highest three results across the study area are as follows:


Choice of shops (17.8%)



More clothes/fashion shops (15.9%)



Fewer empty shops/vacancies (11.4%)

Summary
5.17

Overall Chesham is performing well with low vacancy rates, and a good provision of
convenience floorspace and retail service floorspace. Whilst the centre does have a below
average proportion of comparison floorspace, it has a good mix of independent comparison
retailers which gives the centre distinctiveness.

5.18

The convenience sector in Chesham benefits from a healthy expenditure retention level;
however the comparison sector does experience a large amount of leakage to other
centres, which indicates a gap in the provision of comparison goods in the centre. This is
reflected in the household survey result which found that 17.8% of visitors to Chesham
wanted more choice of shops and 15.9% wanted more clothes/fashion shops in the centre.

Final Report | March 2013

21

Retail and Town Centre Study Update and Impact Assessment

Amersham on the Hill
5.19

Amersham-on-the-Hill is currently designated as a district centre in the Chiltern Core
Strategy. It is one of the main shopping and commercial centres with Chiltern, alongside
Chesham and Chalfont St Peter. The centre has a Venuescore ranking of 500, which is
higher than Chesham, and is defined by Javelin as a district centre with an upper middle
market position.

5.20

Table 5.2 below shows the diversity of use of retail and other town centre uses in the
centre.
Table 5.2 Diversity of uses summary for Amersham-on-the-Hill
Units

Floorspace
(sqm)

Floorspace
(%)

UK average
(%)

A1 Convenience

9

2,940

14%

17%

A1 Comparison

68

9,710

46%

46%

A1 Services

22

1,890

9%

5%

A2 Financial & Professional Services

18

2,770

13%

7%

A3 & A5 Restaurants, cafes & takeaways

21

2,640

12%

11%

1

100

0%

1%

12

1,260

6%

12%

151

21,310

100%

100%

Other floorspace

14

5,010

GRAND TOTAL

165

26,320

Use Class

Miscellaneous
Vacant
Sub-Total Experian Retail

Source: Experian Goad 2012 & PBA site visit 2013

5.21

The main conclusions are:


The centre has a below average proportion of convenience floorspace, and lacks a
large food store. The main foodstores in the centre are Little Waitrose and M&S Simply
food which mainly provide for top-up food shopping needs.



The centre has a good provision of comparison floorspace with the majority of
comparison goods categories represented in the centre. This provision consists mainly
of independent retailers which are complemented by the presence of some key national
retailers such as Boots and Waterstones.



The centre has a good proportion of A1 and A2 service uses, including high street
banks, estate agents and hairdressers.



The centre has a good provision of A3 and A5 uses in the centre, including some
national operators such as Pizza Express, Costa and Dominos.



The proportion of vacant floorspace in the centre is 6% which is well below the UK
average of 12%. This indicates the centre is performing well and enjoys good demand
for retail premises.



Towards the northern part of Sycamore Road there are more vacancies with three
vacant units located in close proximity to each other.
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5.22

Amersham Old Town is a local centre located to the south of Amersham-on-the-Hill. The
Tesco store on London Road is located at the edge of this local centre. The centre is within
a conservation area with contains many specialist shops, pubs and restaurants set in a
historic core.

5.23

The centre has an excellent selection of comparison shops for a local centre, with a
particular concentration of independent clothing and fashion retailers and furniture/antique
shops which characterise its local distinctiveness. The centre has a weak retail service
offer; however this could be explained by its proximity to Amersham-on-the-Hill which has a
more comprehensive service offer, and the Tesco superstore on London Road.

Market share and trading performance
5.24

The spending patterns derived from the household survey results show that Amersham
retains only 6% of the study areas comparison expenditure and experiences leakage to
larger centres outside the district namely Watford, Hemel Hempstead and High Wycombe.
The town centre also attracts a low proportion of convenience goods expenditure (4%), with
leakage occurring to the large out of centre Tesco store on London Road.

5.25

The spending patterns indicate that Amersham town centre experiences a large amount of
expenditure leakage in both the comparison and convenience sectors. This indicates that
there is a gap in the provision of foodstores in the town centre itself, as well as a gap in the
provision of comparison goods, which given the low proportion of national retailers in the
centre can be expected.

5.26

The foodstore provision in the centre consists mainly of the Little Waitrose store, M&S
Simply Food and Tesco Express. These stores predominantly serve top-up shopping
needs. All three stores were busy at the time of visit (12pm), with queues occurring at the
checkouts and restocking taking place.

5.27

There is also an out of centre Tesco Extra store located on London Road, Amersham. At
the time of visit (1pm) the store was very busy with congestion in the aisles, queues at
checkouts and restocking of goods. This indicates that the store is trading well.

Survey results on improvements to centre
5.28

The household survey included a qualitative question on what visitors from the study area
thought could be improved about Amersham. For those who provided an opinion, the
highest three results across the study area are as follows:


More parking provision (17.7%)



More clothes/fashion shops (11.1%)



More choice of shops (9.6%)

Summary
5.29

Amersham-on-the-Hill is functioning well, with low vacancy rates and a good provision of
comparison floorspace. The convenience provision is however more limited, and lacks a
large foodstore and this is reflected in the low levels of convenience expenditure retention,
indicating a gap in the provision. Interestingly only 3% of visitors to Amersham-on-the Hill

Final Report | March 2013

23

Retail and Town Centre Study Update and Impact Assessment

stated that it needed a better foodstore provision, however the presence of the large out of
centre Tesco Extra store in Amersham could influence this result.

Chalfont St Peter
5.30

Chalfont St Peter is currently designated as a district centre in the Chiltern Core Strategy
and is at the highest level of the retail hierarchy in the district, along with Amersham-on-theHill and Chesham. Chalfont St Peter is however considerably smaller than the other two
district centres. The size of the centre is also reflected in the fact that it does not have a
Venuescore ranking.

5.31

Table 5.3 below shows the diversity of use of retail and other town centre floorspace in the
centre.
Table 5.3 Diversity of uses summary for Chalfont St Peter
Units

Floorspace
(sqm)

Floorspace
(%)

UK average
(%)

A1 Convenience

8

1,910

20%

17%

A1 Comparison

36

3,630

39%

46%

A1 Services

13

970

10%

5%

9

1,150

12%

7%

10

930

10%

11%

Miscellaneous

1

60

1%

1%

Vacant

5

680

7%

12%

Sub-Total Experian Retail

82

9,330

100%

100%

Other floorspace

14

3,570

GRAND TOTAL

96

12,900

Use Class

A2 Financial & Professional Services
A3 & A5 Restaurants, cafes & takeaways

Source: Experian Goad 2012 & PBA site visit 2013

5.32

The main conclusions are:


Chalfont St Peter has an above average proportion of convenience floorspace
consisting of a Budgens foodstore and a good provision of independent specialist
retailers.



The proportion of A1 comparison floorspace is more limited; however the majority of
comparison goods categories are represented in the centre. This provision mainly
consists of independent retailers which give the centre distinctiveness.



The centre has an above average proportion of charity shops.



The centre has a good provision of A1 and A2 service floorspace, including high street
banks, estate agents and hairdressers.



The proportion of A3 and A5 floorspace in the centre is similar to the UK average, and
in particular the provision of restaurants is good.



The proportion of vacant floorspace in the centre is 7%, which is below the UK average
of 11%. This suggests the centre is performing well and floorspace in the centre is in
good demand.
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Market share and trading performance
5.33

The spending patterns derived from the household survey results show that Chalfont St
Peter attracts only 0.6% of the study areas comparison expenditure, with the main leakage
occurring to Hemel Hempstead, High Wycombe and Watford. The centre also only attracts
2.1% of the study areas convenience expenditure, with the main competition coming from
the Tesco store at Gerrard’s Cross.

5.34

The centre has a low market share in both the comparison and convenience sectors, which
therefore suggests there is a gap in the provision of foodstores in the centre, as well as
comparison goods. However given the role of the centre and it’s fairly limited provision of
comparison goods this low market share is to be expected. The recent opening of the
Tesco at Gerrard’s Cross will also have affected the centre’s convenience market share.

5.35

Budgen’s provides the main foodstore provision in the town centre, but is also
complemented by independent specialist retailers. At the time of visit (3pm), Budgen’s was
not very busy with well stocked shelves and no queues at the checkouts. The store also
has a car park at the rear which was also not very busy at the time of visiting.

Survey results on improvements to centre
5.36

The household survey included a qualitative question on what visitors from the study area
thought could be improved about Chalfont St Peter. For those who provided an opinion,
the highest three results across the study area are as follows:


More parking (12.6%)



More choice of shops (8.2%)



Fewer empty shops (5.5%)

Summary
5.37

Chalfont St Peter is performing well, with a low vacancy rate, and a good convenience
goods provision. Whilst the comparison goods provision is limited, this is to be expected of
a centre this size. The centre also has a good level of retail services.

5.38

The centre experiences expenditure leakage in both the comparison and convenience
sectors which suggests a gap in the retail provision, however given the centre’s size this
leakage is not unexpected and the household survey revealed that the majority of visitors to
the centre did not think it needed improvement.

Summary
5.39

Overall the three district centres appear to be healthy, viable and vital centres which are
doing well despite that national retail trends. The limited comparison provision of all three
centres is typical of district centres of their size, serving the day to day shopping needs of
their local catchments, and as a result they experience expenditure leakage to larger
centres outside of the study area which have a more comprehensive comparison offer.

5.40

In terms of convenience goods, both Chesham and Chalfont St Peter have an above
average provision, which is to be expected given their roles as district centres. Amershamon-the-Hill however has a more limited convenience provision which is unusual given its
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role as a district centre, and therefore there is scope to improve this offer. Both Amershamon-the-Hill and Chalfont St Peter experience expenditure leakage to other centres and
stores suggesting there is a gap in their provision of convenience goods.
5.41

All three centres also have a good proportion of services which is typical of district centres.
The vacancy rates of the centres are also below average indicating that they are performing
well and that floorspace is in demand.
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6

QUANTITATIVE NEED ASSESSMENT

6.1

In this section we set out the methodology and findings of the updated assessment of
quantitative need for additional comparison and convenience goods retail floorspace in
Chiltern District over the period to 2026. The findings of this section should be read in
conjunction with the quantitative data tables attached at Appendix 1.

Methodology
6.2

Our assessment of quantitative need adopts a widely-followed and respected step-by-step
methodology, which is consistent with CLG’s PPS4 Practice Guidance. The essential steps
in the assessment of quantitative need build on the analysis undertaken in the preceding
sections of this study, and can be summarised as follows.
Step 1
Assess the scale of population and expenditure growth between 2011 (the year from which Experian
baseline population and expenditure forecasts) and 2026 (the end year for the study), and make
allowances for Special Forms of Trading retail activity.

Step 2
Assess existing retail supply and market shares (assess the provision of existing retail floorspace, and the
shopping patterns of residents within the catchment area through the results of an empirical household
survey of households resident in the catchment area, in order to establish the turnover attracted to each
centre/store, and the proportion of expenditure which is ‘retained’ within the catchment area) (as
discussed in Section 4)
Step 3
Make allowance for other ‘claims’ on growth in retained expenditure (in addition to SFT in Step 1):
• commitments to new floorspace (either schemes under construction or extant permissions that would
result in additional retail floorspace);
• sales density growth (that is the growth in turnover for existing retailers within existing floorspace).

Step 4
Consider whether overtrading of existing floorspace represents an additional source of quantitative need.

Step 5
Assess quantitative need by calculating the initial residual expenditure pot that is potentially available for
new retail floorspace (under three scenarios) and apply an estimated sales density (turnover per sqm) to
convert this expenditure to a quantitative need for additional floorspace.

Step 6
Develop alternative scenarios for calculating growth in residual expenditure, based on increases or
decreases in the projected expenditure retention level
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Comparison goods
Expenditure growth
6.3

Table CM2 of Appendix 1 shows the growth in per capita comparison goods expenditure in
the catchment area over the study period to 2026. Bespoke per capita expenditure data is
provided at the 2011 base year by Experian, and these figures have been increased to the
study base year (2013), and the interval years of 2016, 2021 and 2026.

6.4

In order to project how much expenditure will be available to residents in the District over
the future years in the plan period, it is necessary to ‘grow’ the current per capita
expenditure figures, in line with forecast projections. The most recent forecasts of
expenditure growth are set out in Experian’s Retail Planner 10 (RP10) report, which was
published in September 2012 and therefore offers an up-to-date and realistic assessment
of expenditure growth within the context of the current economic downturn. Based on the
forecasts set out in RP10, we adopt the following expenditure growth rates for the purposes
of our capacity assessment, derived from Experian’s ‘Central Case’ expenditure growth
forecasts


2011-12: +0.6%



2012-13: +1.4%



2013-14: +1.8%



2014-15: +1.4%



2015-26: +2.9%

6.5

The current forecasts by Experian therefore predict limited per capita expenditure in the
short-to-medium term, with higher levels of expenditure growth expected to come forward
post-2015. It is recommended that these forecasts are subject to regular review throughout
the Core Strategy period.

6.6

Applying the per capita expenditure figures to the population figures set out in Table 1 of
Appendix 1 identifies the following amounts of comparison goods expenditure available to
residents in the catchment area, having made allowance for special forms of trading such
as online shopping. This is also shown in Table CM3 of Appendix 1.

6.7



2013: £602.95m



2016: £626.65m



2021: £694.40m



2026: £799.20m

Therefore despite the limited population growth which is expected to come forward in the
District over the study period, expenditure on comparison goods is expected to increase by
£196.25m. However, not all of this expenditure growth is available to support new
comparison goods floorspace in Chiltern District — as the findings of the household survey
identified, only 15% of available comparison goods spending is retained within the District,
and therefore this is the proportion of the overall expenditure which is available to support
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new floorspace over the study period, and is the basis on which the capacity assessment is
prepared.

Quantitative need
6.8

Tables CM6a, CM6b, CM6c and CM6d of Appendix 1 summarise the comparison goods
floorspace requirements for the District (Table CM6a, and its constituent principal centres
(Chesham in Table CM6b, Amersham in Table CM6c and Chalfont St Peter in Table CM6d)
over the period to 2026. For each of the centres, we have assumed a ‘constant market
share’ approach over the period to 2026, i.e. that the current patterns of expenditure
retention identified in the household survey will remain unchanged for the duration of the
study period.

6.9

Each of the tables is structured as follows:


Row A shows the total population of the SA at the interval periods of 2013, 2016, 2021
and 2026, derived from Table CM1 of Appendix 1. It shows that population growth is
expected to marginally decrease in the catchment area over the course of the study
period, from 188,693 persons (2013) to 186,245 persons (2026)



Row B shows the total comparison goods expenditure available to residents in the SA
at the same interval periods, and is derived from Table CM3 of Appendix 1.



Row C shows the proportion of the total comparison goods expenditure which is
retained by stores and centres within the District (Table CM6a) and each of the main
towns in Tables CM6b-CM6d. For the District as a whole, this amounts to 15% of total
available comparison goods expenditure. This figure is held constant to 2026.



Row D shows the amount of expenditure in monetary terms which is retained by the
District (in Table CM6a) and the main centres (in subsequent tables), based on the
constant market share scenario. The current ‘retained’ figure of £89.14m will increase
to £118.15m by 2026.



Row E shows the amount of expenditure which ‘leaks’ to destinations outside the
District, and is the product of Row B, less Row D.



Rows F and G show in percentage terms (Row F) and monetary terms (Row G) the
amount of inflow of spending into the District from destinations outside the boundaries
of the District. In order to provide the Council with a consistent evidence base, we have
adopted the same levels of inflow into the District as utilised in the 2009 Study. These
are shown for individual centres within the District in the final three columns of Table
CM4. Allowance is made for 15% inflow into Chesham and Amersham-on-the-Hill
district centres, 10% inflow into Chalfont St Peter and 5% for other destinations in the
District. Table CM4 that in total this inflow amounts to £14.56m, and this figure is
carried forward into the capacity forecasts in Row G of Table CM6a. The figure of
£14.56m is increased in line with planned overall increases in comparison goods
expenditure (increasing to £19.30m by 2026), and, as a district-wide aggregate, is
equivalent to 14% of the total turnover of comparison goods stores in Chiltern District.



Row H of Table CM6a shows the total comparison goods turnover of destinations
within the District at 2013, which is £103.70m (i.e. the retained expenditure figure of
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£89.14m from Row C, plus the inflow figure of £14.56m). This total figure of £103.70m
is held constant throughout the period to 2026, and the growth in expenditure (the initial
surplus) is then shown in Row I. Therefore Row I shows that by 2016 there will be
£4.01m of surplus expenditure available to residents in Chiltern District over and above
the £103.70m base. By 2026 there has been a more significant growth in expenditure,
and therefore the amount of surplus expenditure available to support new floorspace
increases to £33.75m.


Rows J and K then summarise the ‘claims’ on available comparison goods expenditure.
In Row J we make allowance for a modest discount to allow for existing comparison
goods retailers in the District to improve their trading performance over the course of
the study period. Sales density floorspace can be considered intrinsically linked to
overall levels of expenditure growth. Owing to the low levels of comparison goods
expenditure growth presently being forecast by the data providers for the short term,
we do not make any allowance for sales density growth until after 2016. For the
remainder of the study period beyond this, we make allowance for sales density growth
of 1.5% per annum.



We are not aware of any extant planning commitments for new comparison goods
floorspace anywhere in the District, and on this basis Row K is left blank. Row L then
sums the figures shown in Rows J and K.



Rows M to R then summarise the capacity available in the SA to support new
floorspace, and convert this expenditure to physical floorspace requirements:
o

Row M shows the ‘initial surplus’ expenditure available in the District (in Table
CM6a) and for the individual centres within the District (in Tables CM6b, CM6c and
CM6d), over the period to 2026. The initial surplus replicates the figures shown in
Row I, i.e. the growth in retained expenditure by centres in Chiltern District (in
Table CM6a) over the study period.

o

Row N then subtracts the ‘claims’ on capacity as summarised in Row L.

o

Row O shows the residual expenditure, in monetary terms, which is available to
support new comparison goods expenditure within the District. There is a positive
residual for each of the interval periods at 2016, 2021 and 2026, indicating that
there is capacity to support new comparison goods floorspace over this period.

o

Row P shows the turnover per sqm which is used to translate the residual
expenditure shown in Row O to floorspace requirements. For the purposes of this
assessment, we have adopted a turnover of £5,000 per sqm at 2013, increasing to
£5,803 per sqm by 2026, in line with the rates of sales efficiency growth set out
above.

o

Row Q shows the net floorspace requirement for comparison goods floorspace for
the District in Table CM6a, and for each of the main centres in Tables CM6b (for
Chesham), CM6c (for Amersham) and CM6d (for Chalfont St Peter). In respect of
the District as a whole, there is a requirement of 2,948 sqm net over the period
2013-2026. The figures shown in Row Q are cumulative — so the initial
requirement of 801 sqm net by 2016 increases to 1,432 sqm net by 2021 and then
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2,948 sqm net by 2026. This is a requirement across the whole of the District; the
requirements for the individual centres are shown in the equivalent rows in Tables
CM6b, CM6c and CM6d (discussed further below).
o

Finally, using a gross: net ratio of 70%, Row R translates the net floorspace
figures set out above to gross requirements.

Summary of need for additional comparison goods floorspace
6.10

Under the constant market share requirements, the following comparison goods floorspace
requirements are identified for the District, including the main centres of Chesham,
Amersham and Chalfont St Peter (Table 6.1).
Table 6.1 — Summary of comparison goods floorspace requirement for Chiltern
District (including main centres), 2013-2026 (rounded)
Chiltern
District area
(sqm net)

Chesham (sqm
net)

Amersham
(sqm net)

Chalfont St
Peter (sqm
net)

800

400

300

0

2021 (indicative)

1,400

700

600

100

2026 (indicative)

2,900

1,400

1,200

100

2016

Source: Tables CM6a, CM6b, CM6c and CM6d, Appendix 1. Figures rounded to the nearest hundred. All
figures cumulative. Figures for 2021 and 2026 should be considered indicative.

6.11

These figures are based on the assumption that shopping patterns will remain unchanged
over the period to 2026. Longer-term (post-2021) figures should be considered indicative
and kept under regular review throughout the study period.

Convenience goods
6.12

Our approach to assessing the need for additional convenience floorspace in Chiltern
District follows the same structure as the comparison goods assessment set out above.
The commentary below should be considered alongside the quantitative data tables set out
at Appendix 1 to the study.

Expenditure growth
6.13

Table CV2 of Appendix 1 shows the growth in per capita convenience goods expenditure in
the catchment area. As is the case for the equivalent comparison goods figures, bespoke
per capita expenditure data is provided at the 2011 base year by Experian, and these
figures have been increased to the study base year (2013), and the interval years of 2016,
2021 and 2026. Using Experian’s ‘Central Case’ expenditure growth forecasts, we have
grown the 2011 base year per capita expenditure figures using the following growth rates:


2011-12: -3.00%



2012-13: +0.1%



2013-14: -0.1%



2014-15: +0.0%
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2015-19: +0.6%



2019-26: +0.8%

6.14

Forecasts for expenditure growth in the convenience goods sector are considerably more
limited than for comparison goods, and indeed the negative growth periods in 2011-12 and
2013-14 serve to restrict the scope for significant expenditure growth in the sector, based
on current forecasts.

6.15

Table CV3 of Appendix 1 identifies the following amounts of convenience goods
expenditure available to residents of the catchment area:

6.16



2013: £380.52m



2016: £377.31m



2021: £384.08m



£2026: £397.61m

Growth in convenience goods expenditure is therefore considerably more limited,
amounting to just over £17m between 2013 and 2026. As identified previously, not all of
this expenditure growth is available to support new convenience goods floorspace in the
District however. The results of the household survey indicate that 39% of total available
convenience goods expenditure available to the catchment area is spent at destinations
within Chiltern District. This therefore represents the proportion of expenditure which is
available to support new floorspace.

Quantitative need
6.17

A summary of the quantitative need for additional convenience goods floorspace is
provided at Tables CV7a to Cv7e of Appendix 1. The tables follow the structure of the
equivalent tables for the comparison goods assessment set out above. However, for
convenience goods, a lower allowance for sales density growth of existing retailers is
adopted, with a sales density growth of 0.3% per annum introduced for the period post2016. We are not aware of any commitments for new convenience goods floorspace which
should be introduced into the capacity assessment.

6.18

An additional allowance we have made in the convenience goods floorspace capacity
forecasts is that of ‘over-trading’ of existing convenience goods floorspace at stores in the
District. We have compared each foodstore and other specialist convenience goods
retailers in the District with the ‘benchmark’ turnover which the stores would be expected to
achieve if trading at company average turnover per sqm rates. Although this exercise does
rely on the use of operator average data (where available) in terms of the split between
convenience goods and comparison goods floorspace in each store (rather than storespecific figures), and is also based on national averages, it nevertheless provides a robust
and industry-accepted method of assessing current trading performance. The exercise
identified that on aggregate, convenience goods retailers in the District are over-trading by
approximately £23.24m against company benchmarks. The results of the exercise are
considered in detail in Table CV6 of Appendix 1, which identifies the following stores as
trading particularly strongly:
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Tesco, Amersham (£11.19m above benchmark turnover)



Sainsbury’s, Chesham (£9.80m above benchmark turnover)

6.19

Most of the remaining foodstores in the District are trading in line with benchmark levels,
with the exception of the recently-opened Waitrose store in Amersham, which appears to
be trading at approximately £2.3m below benchmark. However, we anticipate that this can
be explained by the ‘top up’ nature of the shopping offer of this store (which has a
convenience goods sales area of approximately 498 sqm net) , which means in practice the
store is likely to trade at a lower sales density than the company average.

6.20

For the convenience goods capacity assessment, we also set out two scenarios for the
amount of convenience goods floorspace capacity which can be supported in Amersham,
as a result of the potential new foodstore in Amersham-on-the-Hill district centre. We have
undertaken an assessment of whether a new foodstore in Amersham-on-the-Hill would
have scope to increase the trade draw to Amersham from each of the zones in the
catchment area, and the results of this exercise at the zonal level are set out at Table CV5
of Appendix 1. This shows for example that if Amersham was to increase its market share
from zone 2 from 66% (under a ‘constant retention’ scenario) to 75% (if a new foodstore
was to be developed), the amount of convenience goods expenditure retained in
Amersham would increase from £32.65m to £38.81m. Similarly, an increase in retention
from 28% to 36% in Zone 10 would increase spending to Amersham from £16.84m to
£21.48m.

6.21

The results of this exercise are used to inform the ‘increasing retention’ scenario for
Amersham, set out at Table CV7d of Appendix 1. This shows that if Amersham’s aggregate
market share from across the catchment area was to increase from the current level of 19%
to 2%, there would be a considerable increase in the capacity of the town to support new
convenience goods floorspace. The detailed findings of this exercise are shown below.

Summary of need for additional convenience goods floorspace
6.22

Under the constant market share requirements, the following convenience goods
floorspace requirements are identified for the District, including the main centres of
Chesham, Amersham and Chalfont St Peter (Table 6.2). All figures in Table 6.2 are
cumulative — so for example the requirement identified below of 1,700 sqm net
convenience goods floorspace at 2013 only increases to 1,800 sqm by 2026. The
requirement decreases slightly in the period 2016-21 owing to the fact that population
growth will not outstrip the limited expenditure growth and ‘claims’ on expenditure during
this time.

6.23

The figures shown in Tables CV7a to CV7e (with the exception of the ‘increasing retention’
scenario for Amersham), show that there is limited scope for new foodstore provision in the
District over the period to 2026, with capacity for between 700 and 800 sqm net
convenience goods floorspace in each of Chesham and Amersham. However, if a new
supermarket opened in Amersham-on-the-Hill, we would expect that this will remove the
requirement for any new provision elsewhere in the District, including Chesham, for the
remainder of the study period. There is no requirement for additional convenience goods
floorspace provision in Chalfont St Peter.
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6.24

Owing to the limited population and expenditure growth throughout much of the study
period, the convenience goods floorspace requirements for the District and each of the
individual centres decreases from the 2013 figure until 2021, but increases marginally by
2026.
Table 6.2 - Summary of convenience goods floorspace requirement for Chiltern
District (including main centres), 2013-2026 (rounded)
Chesham
(sqm net)

Amersham
(static
retention
scenario) (sqm
net)

Amersham
(increasing
retention
scenario)

Chalfont
St Peter

1,700

800

700

700

0

2016

1,600

700

700

2,100

0

2021

1,600

700

700

2,100

0

2026

1,800

800

800

2,200

0

Chiltern
District area
(sqm net)
2013

Source: Tables CV6a, CV6b, CV6c, CV6d and CV6e, Appendix 1. Figures rounded to the nearest hundred. All
figures cumulative. Figures for 2021 and 2026 should be considered indicative.

Summary
6.25

Our updated assessment of quantitative need for additional retail floorspace over the
Council’s plan period indicates that there is limited scope for significant additional
comparison or convenience goods floorspace, assuming that current patterns of spending
remain unchanged throughout the Core Strategy period. For comparison goods, we
forecast a short-term requirement of approximately 800 sqm net additional floorspace
across the District in the short-term to 2016. This is forecast to increase to 1,400 sqm net
by 2021 and 2,900 sqm net by 2026. Of the 2,900 sqm net overall requirement,
approximately 1,400 sqm net should be provided in Chesham and 1,200 sqm net should be
provided in Amersham. It is recommended that for Amersham, the requirement should be
developed in Amersham-on-the-Hill district centre.

6.26

In terms of convenience goods floorspace requirements, we have identified a total
requirement of 1,800 sqm net over the period to 2026. This requirement arises in the
immediate term, largely as a result of the over-trading of existing convenience goods
floorspace in the District, and then remains relatively static throughout the study period.
This requirement translates to one small additional foodstore (between 700 and 800 sqm
net) to serve each of Chesham and Amersham, or an extension to existing facilities. There
is no requirement for additional convenience goods floorspace elsewhere in the District.

6.27

The baseline convenience goods capacity forecasts are again based on the assumption
that there will be no changes to existing shopping patterns over the course of the study
period. However, in light of the potential development site in Amersham-on-the-Hill, we
have tested the capacity which arises if the study zone which includes Amersham was to
increase its market share from the catchment area relative to current shopping patterns.
This exercise demonstrates that if Amersham’s market share was to increase from 19%
(the current retention rate) to 24%, the amount of additional convenience goods floorspace
which could be supported in the town increases from 700 sqm net (based on the current
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retention rate) to 2,200 sqm net by 2026. This is because the increasing amount of
expenditure spent in Amersham from the catchment area in turn creates capacity for
additional convenience goods floorspace. However, under this scenario, there would be no
need for additional convenience goods floorspace arising elsewhere in the District.
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7

RETAIL IMPACT ASSESSMENT FOR AMERSHAM ON THE
HILL

7.1

In this section we set out a retail impact assessment which tests the impacts of the
development of a new retail foodstore in Amersham-on-the-Hill district centre. The impact
assessment solely relates to the scope for Amersham-on-the-Hill to improve its market
share through the delivery of a centrally-located foodstore of an appropriate scale, which
will in turn deliver wider benefits for the vitality and viability of Amersham-on-the-Hill district
centre. We are aware of a site at Sycamore Road, Amersham-on-the-Hill, which could
potentially accommodate a medium-sized supermarket; we understand that this site has
been the subject of developer interest. Some site assembly would be likely required,
including the retail units fronting onto Sycamore Road (currently occupied by Iceland,
Chiltern Watson Opticians and Cargo Homestore), plus a number of residential properties
fronting onto Rickmansworth Road.

7.2

The Council have asked for the key inputs into the retail impact assessments for a potential
store at this location to be tested in light of the updated retail capacity forecasts set out in
the previous section. Any potential store at this location should be of a scale which meets
main (bulk) as well as top-up (basket shopping) needs in order for an improvement in
Amersham’s market share to be achieved.

7.3

The identified site is in-centre in sequential planning terms, and accordingly there is no
outright policy requirement for any development on this site to demonstrate compliance with
the sequential and impact ‘tests’ set out in the NPPF. However, in order to assist the
Council in its assessment of any proposal which may come forward, below we have
undertaken a full retail impact assessment which tests the size of foodstore which can be
accommodated whereby no significant adverse impact arises. We offer no comment on the
compliance with the sequential test.

7.4

Our baseline retail impact assessment (termed ‘Scenario A’) uses an indicative
convenience goods sales area of 3,391 sqm net and comparison goods sales area of 723
sq.m net. We understand that these figures have been presented to the Council through
pre-application discussions as an indication of the potential size of a supermarket which
could be accommodated at this location. This can be considered a ‘large’-sized foodstore.
We also undertake a second retail impact assessment (‘Scenario B’), which is informed by
the findings of the quantitative assessment of the need for new comparison and
convenience goods floorspace set out in the previous section. This identifies a lower level
of floorspace capacity for Amersham than is tested under Scenario A — between 800 and
2,200 sqm net — even allowing for an increase in the amount of expenditure which is spent
in Amersham. For this scenario, we test a total foodstore development of 2,500 sqm net
sales area (i.e. including convenience and comparison goods floorspace within the store).
We consider a store of this nature to represent a ‘medium’-sized foodstore. Therefore for
both scenarios, we assess the impact of both the convenience goods and comparison
goods floorspace which would be developed as part of a new foodstore.

7.5

The impact assessment set out below should be read in conjunction with the impact
spreadsheets attached at Appendix 6.
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Trade Impact Assessment
7.6

Paragraph 26 of the NPPF requires consideration of the impact of proposed developments
against following two criteria:
(a) The impact of the proposal on existing, committed and planned public and private
sector investment in a centre or centres in the catchment area of the proposal;
(b) The impact of the proposal on the town centre vitality and viability, including local
consumer choice and trade in the town centre and wider area, up to five years from the
time when the application is made.

7.7

Before we assess the impact of a possible new foodstore in Amersham against these
criteria, it is necessary to first consider the likely turnover which a development would be
expected to generate, and the likely catchment area of the scheme. This is shown in Table
7.1 below.
Table 7.1 - summary of forecast turnover of foodstore at Sycamore Road, Amersham
Scenario A (large foodstore)

Convenience
goods
Comparison
goods

Sales area
sq.m net

Turnover per
sq.m £

3,391

13,184

723

7,644

Total
turnover
£m
44.71 /
43.38*
5.53 /
3.99**

Scenario 2 (medium-sized foodstore;
capacity-based)
Total
Sales area Turnover per
turnover
sq.m net
sq.m £
£m
27.17 /
2,061
13,184
25.84*
439

7,644

3.36 /
1.82**

50.24 /
30.53 /
2,500
47.37
27.66
Source: Table IP1, Appendix 6 *deduction for existing turnover of Iceland (for convenience goods impact
assessment) and **Cargo Homestore / Chilton Watson opticians (for comparison goods impact asssment). It is
proposed that all of these stores will cease trading in the event that a scheme secured permission.
Total

4,114

-

7.8

Table 7.1 shows that, based on our assessment, a foodstore of the scale set out under
Scenario A will achieve a convenience goods turnover in the region of £44.71m. However,
we have based our impact assessment on a turnover of £43.38m, as we have assumed
that £1.33m of turnover will be transferred from the Iceland store on Sycamore Road, which
will cease trading as part of any redevelopment of this site. Our capacity-based scenario
(Scenario B) identifies that the development of a more modest foodstore at the site, which
is more reflective of the quantitative need identified in Section 6, will achieve a convenience
goods turnover of £27,17m. £25.84m of this will be ‘new’ turnover, with the remaining
£1.33m transfer of trade from the Iceland store. Taking into account the comparison goods
turnover, the total turnover of a foodstore at this location will be £47.37m under Scenario A,
or £27.66m under Scenario B.

7.9

Table IP2 of Appendix 6 shows where we anticipate any new medium/large foodstore in
Amersham-on-the-Hill can be expected to draw most of its trade from. To establish this we
have reviewed the findings of the household survey undertaken in support of this study,
which indicates that existing stores in Amersham principally draw trade from zones 1, 2, 4
and 10 of the retail study catchment, whilst there is also some inflow into this catchment
area from other household survey zones. In determining the likely patterns of trade draw to
a new foodstore which is centrally-located in Amersham, we have adopted the aggregate
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market shares to all existing foodstores in Amersham (including the Tesco, Marks &
Spencer Simply Food and Waitrose stores) from the catchment area, as revealed by the
household survey. This shows for example that 46% of the turnover of a new store in
Amersham can be expected to be drawn from the survey zone covering Amersham itself
(Zone 2); a further 24% will be drawn from Zone 10, 14% from Zone 1 and 10% from Zone
4.
7.10

In order to test a ‘worst case’ impact scenario, we have assumed that all of the turnover of
a new foodstore in Amersham-on-the-Hill will be drawn from the retail study catchment area
(that is to say, no allowance is made for inflow from beyond the retail study catchment
area). It is considered that this represents a robust basis on which to assess the impacts of
a new foodstore development given the geographical extent of the catchment area.

7.11

Table IP2 of Appendix 6 shows that by applying the percentage trade draws to the overall
store turnover shown in Table IP1, a new foodstore will derive £20.13m of its convenience
goods turnover from residents in Amersham under Scenario A, or £11.99m under Scenario
B. Between £6.18m and £10.38m will be drawn from Zone 10, and between £3.55m and
£5.96m will be drawn from Zone 1.

7.12

Based on these assumptions, Tables IP3a and IP3b of Appendix 6 show the patterns of
convenience goods trade diversion to a new foodstore in Amersham, under Scenario A and
Scenario B respectively. The tables assume that the entire turnover of any new foodstore
will be drawn from existing retailing facilities. For example, Table IP3a shows that of the
total convenience goods foodstore under Scenario A of £43.38m, the majority of the
turnover (£22.74m) will be diverted from the Tesco store in London Road, Amersham, as
this will be the sole main competition for ‘main’ / bulk food shopping within the town if a
large foodstore was to be developed. More limited trade diversion would be derived from
the Marks & Spencer (£0.91m) and Waitrose (£0.63m) stores in Amersham-on-the-Hill
district centre, however these still represent a significant proportion of each store’s overall
turnover. Elsewhere, we estimate that £5.23m will be drawn from the Sainsbury’s store in
Elgiva Lane, Chesham; £2.92m will be drawn from the larger Waitrose store in Chesham;
£3.63m will be drawn from Sainsbury’s in Beaconsfield and a further £2.63m from Waitrose
in Beaconsfield.

7.13

Table IP3b shows that the corresponding trade diversions will be significantly less if a
medium-sized foodstore is accommodated at the site, using the Scenario B figures. For
example, the trade diversion from Tesco in Amersham reduces from £22.55m under
Scenario A, to £13.54m under Scenario B. Trade diversion from the Marks & Spencer and
Waitrose stores in Amersham-on-the-Hill district centre reduces to £0.54m and £0.37m
respectively. No other foodstore in the retail study catchment area experiences a trade
diversion of greater than £2.5m. Therefore, it is clear that the patterns of trade diversion
identified in this scenario are considerably more modest.

7.14

Tables IP4a and IP4b of Appendix 6 show the impacts arising on existing convenience
goods stores as a result of the development of a new foodstore in Amersham-on-the-Hill
district centre, under Scenario A and Scenario B. The tables are structured as follows:
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Column A shows the turnover of the existing foodstores in the catchment area at 2013,
and is taken from Table CV4 of Appendix 1.



Column B shows the turnover of the same stores at 2021, based on the forecast
increases to the population and convenience goods expenditure in the catchment area
as set out in Tables CV1 and CV3 of Appendix 1.



Column C adds the turnover of each of the listed foodstores accounted for by ‘inflow’
from beyond the retail study catchment area. As discussed in the previous section, we
have adopted the same rates of inflow as in the 2009 Study, in order to be consistent.
This assumes that each of the main foodstores (such as Tesco at Amersham and
Sainsbury’s at Chesham), plus the town centre foodstores in Chesham, Amersham and
Beaconsfield attracts inflow of 5% of total turnover, with smaller foodstores elsewhere in
the catchment area attracting inflow of 2%. The amount of inflow to each store in the
catchment area is shown in monetary values in Column D.



Column E adds the turnover from the catchment area in 2021 (Column B) to the
turnover from inflow (Column D) to produce the total turnover of each of the foodstores
in the catchment area at 2021.



Column F then shows the change in turnover of each of the stores between 2013 and
2021. For example the turnover of Tesco in Amersham is expected to increase by
£3.56m, and the turnover of Sainsbury’s in Chesham by £2.01m.



Columns G and H show the trade diversion which is expected to arise as a result of the
development of a new foodstore in Amersham-on-the-Hill district centre, in percentage
and monetary terms respectively. The figures are sourced from Table IP3a (for Table
IP4a), and Table IP3b (for Table IP4b). As noted above, the levels of trade diversion are
significantly higher under Scenario A than Scenario B.



Column I shows the residual turnover of the existing foodstores in the catchment area,
having made allowance for trade diversion to the new foodstore. For example in Table
IP4a the convenience goods turnover of Tesco in Amersham reduces from £60.56m at
2021 under a ‘no development’ scenario to £37.82m, having made allowance for trade
diversion of £22.74m to the new foodstore.



Finally, Column J shows the trade impacts which will arise as a result of the
development of a new foodstore. Under both scenarios, the greatest impact falls against
the Tesco store in Amersham (as the only other ‘main’/’bulk’ food shopping destination
in Amersham), which experiences an impact of 38% under Scenario A, or 22% under
Scenario B. The next highest impacts are against the Marks & Spencer and Waitrose
stores in Amersham-on-the-Hill district centre, which experience impacts of between 17
and 18% under Scenario A, or between 10 and 11% under Scenario B. However, it is
considered that any impacts against these stores will, in part, be offset by an increasing
level of trade to Amersham-on-the-Hill district centre as a result of the development of a
new foodstore. This is discussed further below. The impact on other smaller retailers in
Amersham-on-the-Hill district centre is lower, at 10% under Scenario A, or 6% under
Scenario B. In practice, we expect the majority of this impact to fall on the Tesco
Express foodstore on Hill Avenue. The independent, specialist convenience goods
retailers located throughout Amersham-on-the-Hill district centre (and elsewhere in the
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catchment area) can be expected to experience limited trade diversion. Again, any
impact on these stores would be expected to be mitigated by the increased trade draw
to Amersham-on-the-Hill as a result of the development of a foodstore in Amersham-onthe-Hill district centre. Under Scenario A, substantial impacts also arise against the
Sainsbury’s and Waitrose foodstores in Chesham. The impacts against these stores are
considerably lower in Scenario B, however.

Convenience Impact Assessment
7.15

Table 7.2 summarises the levels of convenience impacts against existing retail foodstores
arising as a result of the development of a new foodstore in Amersham-on-the-Hill district
centre.
Table 7.2 - summary of percentage convenience impacts associated with new
foodstore at Rickmansworth Road, Amersham-on-the-Hill
Foodstore

Impact (Scenario A)

Impact (Scenario B)

Tesco, Amersham

37.5%

22.4%

Waitrose, Amersham-on-the-Hill

17.7%

10.5%

M&S Simply Food, Amersham-onthe-Hill

17.2%

10.2%

Other foodstores

10.1%

6.0%

Sainsbury’s, Chesham

15.3%

9.1%

Waitrose, Chesham

18.1%

10.8%

10.0%

5.9%

9.7%

5.7%

Foodstores in Amersham

Foodstores in Chesham

Foodstores in Beaconsfield
Waitrose, Beaconsfield
Sainsbury’s, Beaconsfield
Source: Tables IP4a and IP4b, Appendix 6

7.16

Table 7.2 shows that the impacts associated with a large foodstore, of the size tested under
Scenario A, are significantly higher than those which would arise if a more modest
foodstore, of the size tested by Scenario B, was to be accommodated on the site. The
impact on Tesco is not a material consideration, as we understand the Council propose to
remove this store from its current allocation as part of Amersham Old Town centre.
However, we are of the view that the impacts arising under Scenario A against foodstores
in Amersham-on-the-Hill district centre, as well as those in Chesham, would give cause for
concern.

7.17

Below we assess summarise our recommendations against the two NPPF impact ‘tests’.
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The impact of the proposal on existing, committed and planned public and
private sector investment in a centre or centres in the catchment area of the
proposal
7.18

Any development of a new foodstore within Amersham-on-the-Hill district centre would
represent a positive indicator of investment in Amersham by the private sector, which would
be expected to provide improved consumer choice and potentially promote more
sustainable shopping patterns. We are not aware of any public sector schemes, or
competing private sector schemes, which are likely to be undermined in the event of the
development of a foodstore at this location. Therefore, irrespective of the size of foodstore
which may come forward, we consider there will be a positive impact of a development
when judged against this test.

The impact of the proposal on the town centre vitality and viability, including
local consumer choice and trade in the town centre and wider area, up to five
years from the time when the application is made.
7.19

A development of a new foodstore in Amersham offers less clear-cut benefits against this
impact test. The introduction of a new convenience goods operator into Amersham,
assuming it is a retailer who is not currently represented in the town, offers clear benefits to
enhancement of consumer choice. Should a development come forward of the scale tested
either under Scenario A or Scenario B, it would be expected to be of a scale to directly
compete with the town’s Tesco store as a main food shopping destination. The
development of a smaller foodstore would likely cater for ‘top up’ / basket shopping to a
greater degree and therefore would be expected to compete with existing similar facilities
(i.e. Marks & Spencer Simply Food and Waitrose) to a greater extent.

7.20

We would expect the development of a foodstore at the aforementioned site to potentially
result in an increased amount of expenditure to be retained in Amersham-on-the-Hill, with
benefits to the vitality and viability of the district centre arising as a result, although such
benefits would largely only be expected to arise if a foodstore capable of serving main/bulk
food shopping was to be developed. However, we are concerned that the benefits to the
vitality and viability of the district centre will not be significant under Scenario A so as to
over-ride the considerable impacts which are likely to arise against the Waitrose and Marks
& Spencer Simply Food stores. Both of these stores play an important role in the overall
vitality and viability of Amersham-on-the-Hill district centre, as top up food shopping
destinations, footfall generators, and ‘anchor’ stores to the wider retailer offer. If one (or
both) of these stores was to cease trading, there would be no net benefit to consumer
choice in Amersham. Under the Scenario A impact assessment, the trade of each of these
stores will decline by about 20%, which is considered to represent a significant adverse
impact, particularly given that the foodstore overtrading assessment (Table 10, Appendix 1)
identifies that these stores are only trading at or below company ‘benchmark’ levels at
present (i.e. there is no evidence of ‘over-trading’). We do not consider this level of impact
will be sufficiently mitigated through the benefits the scheme will bring such as linked trips
shopping.

7.21

The impact figures arising on existing convenience goods retailers in Amersham-on-the-Hill
district centre from the development of a more modest, medium-sized foodstore at the site
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(Scenario B) are more acceptable. Under this scenario, the impact on each of the two
district centre stores is in the region of 10%. Whilst this does represent some cause for
concern, given the wider positive indicators of vitality and viability displayed by Amershamon-the-Hill district centre, we consider that such a level of impact could be acceptable. Any
impacts of a more modest foodstore development will be mitigated to a greater extent by
linked trips shopping (through an increased number of visitors to Amersham-on-the-Hill
district centre as a result of the development of a new foodstore), as well as other
measures to enhance the vitality and viability of the district centre - for example directional
signposting between the store and the remainder of the district centre; securing of
developer contributions to deliver further improvements to the centre and placing limitations
on the extent of comparison goods floorspace within the foodstore.
7.22

We are satisfied that no significant adverse impact will arise on any other centre. The
impact assessment shows that whilst the Sainsbury’s and Waitrose stores in Chesham will
experience trade diversion, these stores are presently trading at or above ‘benchmark’
levels and we would not expect the future trading of these stores to be compromised. The
impact on existing convenience goods retailers in Beaconsfield and elsewhere in the
catchment area are unlikely to be materially affected by a development of this scale.

Comparison Impact Assessment
7.23

Tables IP5a/b and IP6a/b of Appendix 6 follow the same format as described above, but
focus on the impacts associated with the comparison goods floorspace which would be
expected to be developed as part of a new foodstore in Amersham-on-the-Hill.

7.24

At the outset it should be stated we have assumed that the comparison goods offer will be
largely ancillary to the convenience goods offer of any store, and the type of comparison
goods sold will be those which shoppers expect to be provided as part of their main / bulk
shopping trips, for example health and beauty items, a limited range of books, CDs, DVDs
and video games, small homewares and electrical items, and so on. We do not anticipate
that the type of comparison goods sold should allow the store to become a comparison
goods shopping destination in its own right. Therefore, in establishing the patterns of trade
diversion, and thus retail impacts, we assume that the comparison goods turnover will be
drawn from other competing foodstores, to a greater extent than town centres, retail parks
and so on.

7.25

Tables IP6a and IP6b of Appendix 6 show the impact of the comparison goods floorspace
arising under Scenario A and Scenario B can both be considered as acceptable. The tables
show that a comparison goods impact of 4% (Scenario A) or 2% (Scenario B) on
Amersham will arise as a result of the development of a new foodstore in Amersham-onthe-Hill district centre. It is important to note that these impacts of between 2 and 4% are
overall impacts for Amersham, and we would expect the impacts arising on Amersham-onthe-Hill district centre to be lower than this: Tables IP6a and IP6b indicate that between
£0.43m and £0.94m of comparison goods turnover will be diverted from existing
comparison goods retailers in Amersham-on-the-Hill; between £0.16m and £0.34m will be
diverted from Amersham Old Town, and between £0.19m and £0.43m from the Tesco store
in Amersham.
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7.26

These levels of trade diversion do not represent cause for concern, and, in the case of the
impact on Amersham-on-the-Hill, will be mitigated by the increased amount of expenditure
attracted to the district centre through the development of a well-integrated foodstore
scheme of an appropriate scale to draw trade to Amersham-on-the-Hill.

Quantification of Linked Trips Spending
7.27

The figures shown in Table 7.1 show that a foodstore of the size tested in our impact
assessment will achieve a total turnover of £47.37m under Scenario A, or £27.66m under
Scenario B. The total amount of trade which will be diverted from Amersham-on-the-Hill
district centre can be calculated from Tables IP4a/IP4b of Appendix 6 for convenience
goods and IP6a/IP6b of Appendix 6 for comparison goods, and amounts to £3.08m for
Scenario A, or £1.7m for Scenario B.

7.28

Whilst it is difficult to quantify the proportion of linked trips which are likely to come forward
as a result of the development of a new foodstore in Amersham-on-the-Hill district centre, it
is clear that the development of a well-integrated scheme of an appropriate scale has
potential to act as a catalyst for enhancing the wider vitality and viability of the district
centre.

7.29

If we assume that 10p in every pound spent by shoppers in the proposed superstore is
spent in ‘linked trips’ with other retailers in Amersham-on-the-Hill district centre, it is
possible to provide an indicative estimate of the amount of additional turnover which would
be generated for existing businesses, which would mitigate the impacts of the scheme, as
described above. Based on the total turnovers of the store set out above, between £2.76m
(10% of £27.66m) and £4.37m (10% of £47.37m) could arise from ‘linked trips’ spending,
which would compensate for some of the trade diversion to the scheme. Although these
figures should be treated with caution because a larger store is more likely to duplicate
existing provision and act as a ‘one stop shop’.

7.30

In any event, there is potential for a material benefit for the vitality and viability of
Amersham-on-the-Hill district centre as a whole, as the linked trips spending would support
other businesses in the district centre, including non-food and services businesses.
However, as noted above, this is reliant on the foodstore being fully integrated with the
existing retail offer, and suitable restrictions being imposed on the range of comparison
goods and services uses which can be traded from the store.

Summary
7.31

In this section of the study we have undertaken a theoretical retail impact assessments
based on two potential development scenarios of a new main/bulk shopping foodstore at
Rickmansworth Road, Amersham-on-the-Hill. The first impact assessment (Scenario A)
assumes the development of a large supermarket in the region of 3,400 sq.m net
convenience goods sales, and the second impact assessment (Scenario B) is informed the
outputs of the quantitative need assessment set out in the previous chapter.

7.32

Based on the findings of the retail impact assessment, we have concerns that the impacts
associated with Scenario A represent, in some cases, significant adverse impacts on
existing foodstores, and in particular the Marks & Spencer and Waitrose stores in
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Amersham-on-the-Hill district centre. Both of these stores are important footfall generators
and contribute to the strong diversity of uses of the district centre. The impact assessment
assumes that approximately 20% of the turnover of each of these stores would be diverted.
Given that these stores are currently trading at or just below ‘benchmark’ levels, this could
represent a significant adverse impact. The closure of one of these retailers would
undermine the vitality and viability of the district centre, even when taking into account the
additional spend and footfall which will be generated as a result of a well-integrated
foodstore scheme on the Rickmansworth Road site.
7.33

The second scenario tests a smaller foodstore, totalling 2,500 sqm net. The impacts
associated with the development of a more modest foodstore are considered acceptable,
and the associated positive impacts would mitigate the more limited trade diversion taking
place from existing retailers in the town.

7.34

We would therefore advise the Council that a foodstore in the region of 2,500 sqm net (total
convenience and comparison goods floorspace) represents an appropriate scale of
development which can come forward on a central site in Amersham-on-the-Hill district
centre with no significant adverse impacts arising on the existing retail offer. The
development of a new foodstore which is capable of meeting main/bulk food shopping
needs, and which is well-integrated into the existing retail offer in Amersham-on-the-Hill
district centre also has potential to deliver significant benefits to the vitality and viability of
the centre as a whole, providing suitable measures to restrict the range of non-food goods
sold and services offer from the store are secured.
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8

CONCLUSIONS
Policy Context and Economic Outlook

8.1

The NPPF provides a high level policy context for planning policy for Chiltern, setting out
the evidence base requirements for town centre uses and encouraging local authorities to
meet their needs in full.

8.2

The Core Strategy and Local Plan both support the development of new retail, leisure,
entertainment, arts, cultural facilities and tourist attractions in the three district centres of
Amersham-on-the-Hill, Chesham and Chalfont St Peter. Whilst some new development will
be allowed in the local centres in the district, provided it strengthens rather than expands
the centre in question, the majority will be focused in the district centres.

8.3

The existing evidence base for retail/town centres in the district shows that there is some
capacity for additional retail floorspace in the centre, albeit limited, and in line with policy
this is focused in the three district centres.

8.4

The economic outlook in the UK remains uncertain and this is reflective of the forecast
growth in retail expenditure during the study timeframe which is significantly less than the
trends experienced over the last two decades. Increasing spending via the Internet and
general polarisation trends across the UK mean that the retail role in smaller centres (such
as those in Chiltern) is under threat.

Spending Patterns
8.5

In terms of comparison goods expenditure, the district experiences high levels of
expenditure leakage to destinations outside of the study area, namely Watford, Hemel
Hempstead and High Wycombe. Destinations within Chiltern retain just 15% of comparison
expenditure and the study area as a whole retains 24%. This indicates that there is a gap in
the provision of comparison shops within the district; however the role and function of the
centres in the district and surrounding area means that this expenditure leakage is to be
expected especially given the size and function of the competing centres in the sub region.

8.6

The shopping patterns show that the district retains a greater amount of convenience
expenditure due to the localised nature of convenience shopping. However some
expenditure leakage does occur to stores outside of the district, especially from the
outskirts. However this is does not necessarily require a policy response due to the
localised nature of convenience shopping.

Hierarchy of Centres
8.7

Overall the three district centres appear to be healthy, viable and vital centres which are
successful despite that national retail trends. The limited comparison provision of all three
centres is typical of centres of their size and function that serve the day to day shopping
needs of their local catchments, and as a result they experience expenditure leakage to
larger centres outside of the study area which have a more comprehensive comparison
goods offer.
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8.8

In terms of convenience goods, both Chesham and Chalfont St Peter have an above
average provision, which is to be expected given their roles as district centres. Amershamon-the-Hill however has a more limited convenience provision which is unusual given its
role as a district centre, and therefore there is scope to improve this offer. Both Amershamon-the-Hill and Chalfont St Peter experience expenditure leakage to other centres and
stores suggesting there is a gap in their provision of convenience goods.

8.9

Chesham, Amersham on the Hill and Chalfont St Peter are all currently identified as ‘district
centres’ in the development plan. Chesham and Amersham on the Hill are significantly
larger than Chalfont St Peter and we recommend that a distinction is made in the
terminology in future policy documents. The NPPF states in its glossary (Annex 2) under
‘town centres’ that ‘references to town centres or centres apply to city centres, town
centres, district centres and local centres but exclude small parades of shops of purely
neighbourhood significance’. This means that there is scope for a distinction in the
terminology, but unfortunately there is no longer a clear definition of the different types of
centre.

8.10

Since there is no definition in the NPPF on the different levels of centre, it will be for the
Council to judge the appropriate hierarchy based on evidence in this study, the mix of uses
in each centre and local circumstances to ensure investment is directed to its ‘centres’.
The now cancelled PPS4 did make a distinction between town centres and district centres,
noting that town centres were ‘in many cases, they will be the principal centre or centres in
a local authority’s area’.

8.11

We advise that Chesham and Amersham on the Hill are identified as ‘town centres’ as the
main centres in the District. Chalfont St Peter should be identified as a district centre as
given its more limited retail offer and proximity to the larger Gerrards Cross in neighbouring
South Bucks, we consider that this centre functions as a district centre.

8.12

It is also noted that the existing Tesco store on London Road is identified as a separate
‘Local Centre’ in its own right. This ‘centre’ comprises a single retail store that will be
primarily accessed by car rather than public transport or walking. There is no separate
definition of ‘local centres’ in the NPPF, but the definition of ‘town centres’ (which includes
‘local centres’) states that this is an ‘area defined on the local authority’s proposal map,
including the primary shopping area and areas predominantly occupied by main town
centre uses within or adjacent to the primary shopping area’ (Our emphasis). The
reference to main town centre uses indicates that there should be a mix of uses in any
‘centre’ and since main town centre uses include a range of uses (including but not limited
to retail) it is expected that any centre (whatever its level in the hierarchy) should benefit
from a mix of uses.

8.13

It will be for the Council to judge whether the Tesco store performs as a local centre in light
of local circumstances, the range of services offered, its accessibility and integration with
nearby neighbouring residential areas. But it is our advice that this single retail store
functions as an out of centre destination drawing trade from a wide area and should be
recognised as such in planning policy.
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Quantitative Retail Need Assessment
8.14

Section 6 of the study establishes the quantitative capacity for retail floorspace in Chiltern
District over the Council’s Core Strategy period to 2026. It is apparent that under the
‘constant market share’ approach (that is, assuming that current retail patterns remain
unchanged for the remainder of the Core Strategy period) there is only limited scope for
new retail floorspace. Our assessment has identified a requirement of up to 2,900 sqm net
comparison goods floorspace by 2026, including up to 1,400 sqm net for Chesham, 1,200
sqm net for Amersham, and 100 sqm net for Chalfont St Peter. Included within this overall
requirement is a requirement for 800 sqm net across the District in the short term to 2016.

8.15

For convenience goods, the scope for new retail floorspace is more limited, based on
constant market shares, with a requirement of 1,800 sqm net convenience goods
floorspace over the period to 2026. This includes a requirement of 800 sqm net for
Chesham, and a further 800 sqm net for Amersham. The capacity forecasts take full
allowance for the identified current over-trading of convenience goods floorspace taking
place in most stores in the District at present.

8.16

Our assessment has also set out an ‘increasing market share’ approach for convenience
goods, which tests the capacity requirements which arise if the amount of expenditure
which is retained within Amersham on the Hill is increased. If we assume Amersham on the
Hill’s retention rate is increased by 5 percentage points through the provision of a new
foodstore centrally located capable of meeting main/bulk food shopping needs, then the
amount of convenience goods floorspace which can be accommodated in turn increases to
2,200 sqm net by 2026. This is a theoretical scenario test which assumes the development
of a new foodstore on a central site in Amersham-on-the-Hill district centre, which in turn
will secure benefits for the vitality and viability of the centre as a whole. Should this
opportunity come forward, there will be no additional capacity for new convenience goods
floorspace elsewhere in the District.

8.17

On this basis, we consider that there is scope for a foodstore of up to 2,500 sqm net
(including a modest amount of comparison goods floorspace) in Amersham-on-the-Hill
district centre, but we find no need for a significantly larger foodstore.

Retail Impact Assessment
8.18

Whilst quantitative need is not a development management test in its own right, it is an
intrinsic part of any retail impact assessment, and the identification of need does not
automatically equate to no adverse impacts arising. In Section 7 of the study we have
tested two impact scenarios — one based on the development of a large foodstore of
approximately 4,100 sqm net, and a second based on the development of the a mediumsized foodstore of 2,500 sqm net foodstore.

8.19

Based on the findings of this assessment, we have concerns that the impacts associated
with the development of a larger foodstore represent, in some cases, significant adverse
impacts on existing foodstores, and in particular the Marks & Spencer and Waitrose stores
in Amersham-on-the-Hill district centre. Both of these stores are important footfall
generators and contribute to the strong diversity of uses of the district centre. The closure
of one of these retailers would undermine the vitality and viability of the district centre, even

Final Report | March 2013

49

Retail and Town Centre Study Update and Impact Assessment

when taking into account the additional spend and footfall which will be generated as a
result of a well-integrated foodstore scheme in Amersham-on-the-Hill district centre.
8.20

The impacts associated with the development of a more modest foodstore are considered
acceptable however, and the positive impacts associated the development would mitigate
the more limited trade diversion taking place from existing retailers in the town. The
development of a new foodstore which is well-integrated into the existing retail offer in
Amersham-on-the-Hill district centre is also considered to have potential to deliver
significant benefits to the vitality and viability of the centre as a whole, subject to suitable
measures to restrict the range of non-food goods and services sold offered in the store.

Monitoring
8.21

This study provides the Council with a set of floorspace requirements to 2026. To establish
whether the requirements for new floorspace (by type) are being met and more generally to
monitor the performance, the Council should monitor:


town centre planning permissions - by type, amount (sqm gross and net) and location;



completions – by type, amount and location;



major changes of use that occur without the need for express permission;



vacancies;



charity uses (number and location);



health checks.

8.22

The monitoring recommended above is relatively straightforward and should be conducted
on a rolling basis for items (i) and (ii) and annually or every two years for items (iii) to (vi).
Time series data can thus be produced and continually updated, starting with this study or
possibly with earlier work undertaken by the Council. Contingent on the timetabling of the
Council’s key development plan documents, such updating will prove to be valuable when
this evidence is tested at examination in public.

8.23

This report provides a robust indication of the current position. The recommendations set
out in this report may need to be adjusted, in the future, due to changing market conditions,
demographic changes and the impact of developments elsewhere. They may also need to
be adjusted if standard assumptions, in particular those relating to expenditure growth and
e-tailing, change. The role of monitoring is crucial in highlighting changes in the
assumptions that underpin this study and we recommend regular monitoring to the Council.

Final Report | March 2013

50

