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Katia Clarke 
Planning Potential Ltd 
Magdalen House  
148 Tooley Street 
London 
SE1 2TU 
 

Contact: Gavin Taylor 
Development Services 

Direct Dial Tel: 01354 622329 
E-mail: gtaylor@fenland.gov.uk 

Our ref:   20/0005/PREAPP 
Your ref:  
 

29 April 2020 

 
Dear Katia 
 
Erection of retail building at 1-3 Hostmoor and 1 Martin Avenue, March, 
Cambridgeshire   
 
Thank you for your enquiry received 10 January 2020 in reference to the above. This 
advice follows our initial meeting at the Council’s offices on 6th March with your client and 
officers from Cambridgeshire County Council’s Transport team also in attendance.  
 
The enquiry relates to development of c.0.85Ha of ‘B’ use class land to a retail unit with 
1,315 sqm of net sales area (1,804 sqm gross floorspace). The site is currently occupied 
by an industrial building (former packaging operation) and to the north – open storage land 
and warehouse for a civil engineering company. The site lies in Flood Zone 1 (low risk). 
The main site is currently accessed directly via Hostmoor Avenue but with a separate 
access serving the storage land via Martin Avenue. 
 
The site previously benefitted from planning permission in 2016 for a primary B8 use but 
with trade counter for a Builders Merchants ref; F/YR16/0525/F. It is understood that this 
was not implemented and this permission has now lapsed.   
 
 
Policy Consideration 
Section 38(6) of the Planning and Compulsory Purchase Act 2004 requires a planning 
application to be determined in accordance with the Development Plan unless material 
planning considerations indicate otherwise. For the purposes of this application the 
development plan comprises the adopted Fenland Local Plan (2014) with the following 
relevant policies; 
 
Fenland Local Plan (2014) 
Fenland Local Plan, 2014 (FLP) – relevant policies 
LP3 –  Spatial Strategy, the Settlement Hierarchy and the Countryside 
LP6 - Employment 
LP9 -  March (urban extensions) 
LP14 –  Flood Risk & Climate Change 
LP15 –  Highways & transport 
LP16 –  Delivering and Protecting High Quality Environments across the District 
LP18 –  Historic Environment 
LP19 –  Natural Environment 
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Supplementary Planning Documents/ Guidance: 

- Delivering & Protecting High Quality Environments in Fenland SPD (2014) 
- Cambridgeshire Flood & water SPD (2016) 
- The Cambridgeshire and Peterborough Minerals and Waste Core Strategy 
 (2011) which includes the RECAP CCC Waste Management Design Guide 
 SPD (2012) 

 
March Neighbourhood Plan (adopted 2017) 
TC1 - Primary Shopping Frontages (and out of town centre retail) 
 
 
Full policy details are available using the following link: 
http://www.fenland.gov.uk/article/3334/Fenlands-Current-Development-Plan 

 
 

Assessment 
Principle of development 
The site lies within developed footprint of March. Local Plan policy LP3 identifies March as 
a focus for growth. Policy LP9 sets out that the March trading Estate in which the site lies 
is identified for significant employment growth under the current Local Plan.  
 
Policy LP6 sets outs the strategic employment growth for the district and sets out that the 
Council will seek to retain for continued use high quality land and premises currently or 
last in use for B1/B2/B8 employment purposes, unless it can be demonstrated through a 
marketing exercise that there is no reasonable prospect for the site being used for these 
purposes. 
 
The proposal would lead to the loss of a ‘B’ class use which in strict terms runs counter to 
policy LP6. However, having regard to the context of the area which has considerably 
evolved over the past 6 years with the introduction of a public house adjacent and fast 
food restaurants north, the B&M store and the extant permission for a retail park on the 
opposite side of the A141, the introduction of a further retail unit would not be out of 
character with the area. Notwithstanding this, the development would result in an 
employment site – most likely employing more staff than, say a B8 warehouse use would. 
I am also mindful that the site has been actively marketed for some time – further details 
of this would be useful to accompany any future planning application.  
 
Therefore, having regard to this particular site and its location I am comfortable that the 
principle of development can be supported. This is however subject to demonstration 
through a retail impact assessment (RIA) that the development would not undermine the 
viability and vitality of March town centre as per LP6 and TC1 of the Local Plan and March 
neighbourhood plan respectively.  
In this regard, we would expect the applicant to stand the cost of any assessment of an 
RIA which the LPA would commission. The preference would be to undertake this work at 
pre-application stage, to avoid any delays in the full application process and I would be 
happy to arrange this as part of this pre-application submission if preferred. 
 
We have previously used PBA to undertake such work and subject to there being no 
conflict of interest, we would expect to use them for this development. Please advise if you 
any concerns over this approach.  

http://www.fenland.gov.uk/article/3334/Fenlands-Current-Development-Plan
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Access & Highways 
I note you have already commenced discussion with the County LHA and this appears to 
be progressing positively, subject to further evidence gathering and reporting on the 
potential impacts of the scheme on this highway network. The access I understand is 
currently a concern for the LHA and discussions in this regard are ongoing with them. We 
are wholly reliant on feedback from the LHA in respect of the suitability of the 
development. Our in-house transport team mainly focus on the strategic transport network 
and have not raised any significant concerns in this regard, reverting to the County LHA 
for more localised matters. The County LHA will also have regard to the recent march 
Area transport Study work that has been undertaken and how this feeds into this scheme. 
 
Flood Risk & Drainage 
The site lies in flood zone 1. As such, I have no concerns to raise in this regard subject to 
a satisfactory flood risk assessment and drainage strategy accompanying any application. 
Whilst you have engaged with the County Council you may wish also to liaise with their 
Lead Local Flood Authority to understand their requirements and opportunities for surface 
water disposal prior to the submission of an application. It would also be useful for you to 
review the Cambridgeshire Flood and Water SPD which sets out the Council’s 
expectations on flood risk and surface water management and which has been produced 
in conjunction with neighbouring authorities including the County Council. You may also 
wish to engage early in the process with the Middle Level Commissioners as the local 
internal drainage board in respect of disposal options. 
 
Environmental Health 
The Environmental Health has advised that they are unlikely to have any objections to the 
proposal in the event that a formal application is submitted.  
 
Design 
I have no concerns or recommendations on the design and layout of the store as 
proposed. The outcome of discussions with the LHA may necessitate an amended layout 
and I’d be happy to review and provide further comments on this if required. My only 
comments at this time would be in respect of any potential signage, particularly illuminated 
signage and the impacts this may have on local biodiversity (see below).  
 
Archaeology 
Having regard to our site constraints review, it suggests that Bronze Age implements have 
been previously discovered in the vicinity. Whilst I appreciate that the site is mostly hard-
landscaped and the likelihood of any heritage assets still existing within the site being 
slim, you may wish to liaise with the County Council’s Archaeology team to discuss their 
likely requirements for this development as it is possible that the County Council’s 
Archaeological team may wish to secure a programme of investigation (undertaken by the 
applicant) should a planning application be advanced.  
 
Ecology & Biodiversity 
The site itself appears relatively sterile and hard landscaped. I am mindful of the 
prolonged vacancy of some of the buildings however which may have presented 
opportunities for nesting birds which are protected. I also note the presence of trees along 
the perimeter of the site. Furthermore, you may wish to review the findings of a recent 
ecological survey undertaken at the proposed ‘McDonald’s’ site opposite – application ref: 
F/YR19/1093/F and the comments received from our Wildlife Officer in respect of potential 

https://www.fenland.gov.uk/article/12288/Cambridgeshire-Flood-and-Water-SPD
https://middlelevel.gov.uk/
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for foraging Bats, Amphibians, Badgers and Water Voles. This may inform your approach 
to biodiversity and ecology for this scheme including identifying opportunities to achieve 
biodiversity net gain through the development as per paragraph 170 of the NPPF. 
 
Validation requirements  
You have provided a list of documents and plans you intend to submit with a future 
application and I have reviewed these alongside national and local validation 
requirements. These are as follows; 
 
• Full drawing pack – site location plan, site plan, existing & proposed floor / roof 
 plans, elevations, sections and CGI 
• Design and Access Statement 
• Planning, Economic and Retail Statement (incl. sequential and RIA) 
• Employment Marketing Evidence and Analysis 
• Drainage Strategy 
• Tree Survey and Arboricultural Implications Report 
• Phase 1 Site Investigation 
• Sustainability Statement 
• Ecology Assessment & Biodiversity Checklist 
• Noise Assessment 
• Landscape Scheme 
• Lighting Assessment 
• Statement of Community Involvement 
• Transport Assessment & Travel Plan 
 
I can confirm that the above would be acceptable but we would also require a flood risk 
assessment given that the scheme proposes development with a floor area exceeding 
1000m² (major development) in order to validate an application.  
 
 
Conclusions 
I consider that, subject to adequate demonstration through an appropriate RIA that the 
scheme would not compromise the vitality and viability of the town centre and a 
satisfactory resolution to highways and transport impacts the proposed scheme is likely to 
receive a favourable recommendation from officers providing consideration is given to the 
other points raised. I would be happy to continue engaging with you on this scheme as it 
progresses. 
 
This pre-application advice is valid for 1 year. Advice is provided in good faith and whilst 
all reasonable care has been taken, should you submit an application there may be 
occasions where new information comes to light (particularly from external consultees) 
which means we are unable to maintain the advice provided. 
 
My comments are an expression of opinion only and are made without prejudice to the 
determination of any subsequent application that may be made. Should you wish to 
submit an application, please see enclosed the list of national and local validation 
requirements. I trust this advice is of assistance. 
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Yours sincerely 
 

G.T 
 
Gavin Taylor 
Senior Development Management Officer 
 
 
General Data Protection regulations 2018 

To provide you with our services we need to record personal information, such as your name and address. 

This information will be kept securely and only accessed by approved staff.  
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1. Background – ALDI Stores Limited 

1.1. This Statement has been prepared by Planning Potential to provide a general background to ALDI Stores Ltd. 

Who is ALDI? 

1.2. ALDI – an abbreviation of Albrecht Discount – is one of the world’s leading grocery retailers and are represented 

in Europe, the USA and Australia.  ALDI first entered the UK market in 1990 and currently have over 700 trading 

stores nationwide.  ALDI are also represented in the Republic of Ireland.   

1.3. The Company’s philosophy is simple - providing high quality products at discounted prices and within a 

pleasant shopping environment.  ALDI does not necessarily sell goods at the lowest possible prices, but rather 

retail the highest quality goods at the lowest possible prices.  Discounted prices are achieved through bulk 

buying and economies of scale, specialisation in the number of lines offered and, moreover, maximising 

efficiency within the operation of the stores. Prices are not lower because the quality of products is less.  

1.4. Indeed, ALDI regularly receive widespread recognition of the quality of the brand.   ALDI were recently awarded 

the prestigious Which? Best Supermarket award in 2012, 2013 and 2015, with many own brand products 

regularly winning blind taste tests.  ALDI have also only recently just won The Grocer of the Year 2016 in the 

Grocer Gold Awards, which is the 4th time this award has been won since 2009.  

1.5. ALDI have a 5-year partnership with The Teenage Cancer Trust which will aim to raise an amazing £5 million 

to support the Trust’s ambitious goal of making sure no young person should face cancer alone. 

ALDI Trading Policy 

1.6. ALDI’s function is as a supermarket, primarily acting as a ‘weekly’ food shop destination, albeit also providing 

a degree of top-up / one of purchases, such as weekly ‘specials’.  The business model is recognised by the 

Competition Commission as a ‘limited assortment discounter’ (LAD), or ‘deep discounter’.  The introduction of 

an ALDI store also helps contribute to the overall range of convenience facilities within their anticipated 

catchments by providing a discount food store as a further element of choice. Similar retailers within the sector 

include Lidl. 

1.7. ALDI Stores are modest scale supermarkets, providing a limited product range, which is considerably limited 

in comparison to larger format supermarkets, which can be anything up to 3 times larger and carry up to 30 

times the range of goods typically found in a neighbourhood ALDI store.  ALDI do not stock numerous types 

of one product (e.g. pet food, bread ranges etc.), but rather one line of a given product range.   

1.8. This limited selection of core goods includes: 

• pre-packed seasonal fruit and vegetable lines; 

• general tinned, bottled and pre-packed groceries; 

• frozen and chilled goods; 

• beers, wines and spirits; 

• pre-packed bread, morning goods and cakes; 

• A limited everyday range of non-food household items. 

1.9. ALDI sell only a limited range of branded goods, which are only sold when, in ALDI’s opinion, the branded 

product offer cannot be ‘bettered’.  Local and regional sourcing of products, particularly for fresh produce and 
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bakery goods, is an important element within the range.  ALDI stores do not contain specialist concession 

counters, such as butcher, pharmacy, post office, delicatessen, fishmonger, photo processing etc. 

1.10. This is an important distinction with ALDI and crucial to understanding how stores operate.  Unlike the larger 

formats, the reality is ALDI is not a ‘one-stop-shop’, meaning customers also visit other shops and services to 

complete their shopping trip, for example when purchasing a branded product or should they wish to visit a 

specialist service, such as a butcher.   

1.11. Further, stores have only a limited amount of non-food floor space, which is mainly used for changing weekly 

specials.  This is also an important trading characteristic, as this floor space will not always be used for retailing 

one particular product throughout the year, but rather one-off special offers that vary from week to week and 

season to season and again this restricts potential direct competition with specialist local retailers.  This also 

compares to larger supermarkets that can have anything between 30%-50% non-food floor space, which is 

often occupied by permanent product range.  ALDI stores do not include petrol filling stations. 

1.12. In real terms, this means that ALDI complements, rather than competes, with existing local traders and 

generates considerable propensity for linked trips and associated spin-off trade.  Store opening hours are also 

more limited than traditional convenience shops/newsagents, which further limits direct competition with such 

outlets.   

1.13. In this way, the introduction of an ALDI offers considerable benefits to the area a new store will serve increasing 

spin-off trade, as well as considerable physical and economic regeneration. Stores will also not only increase 

main food shopping choice in a locality but, by providing a facility which is highly accessible to the surrounding 

community, help address key objectives of minimising social exclusion.  

Merchandising Layout and Store Equipment 

1.14. Crucial to this is a tried and tested store format, which the company has developed to enable goods to be 

handled, displayed and sold efficiently, thus enabling stores to effectively compete and provide the award-

winning offer.  Store layouts are eminently practical and reflect the Company philosophy of offering unrivalled 

value for money through cost effective management.  There is no unnecessary expenditure on elaborate shop 

fittings with resultant savings being reflected in low prices.   

1.15. Merchandise is sensibly displayed in specially designed cases to eliminate stocking time and allow practical 

and efficient re-stocking.  ALDI make enormous efficiency gains in this area that are in turn passed directly to 

the customer. Goods themselves are unloaded directly into the store via a dock leveller and can be transferred 

direct to the shop floor to go on display 

1.16. The internal store layout and operation has been designed to be efficient and practical for use by customers; 

these matters are routinely reviewed and monitored and adjustments made to the model as required.  

1.17. Features included to facilitate this are: 

• Long till conveyors that hold a customer’s full shop to allow goods to be unloaded, scanned and then packed 

quickly by customers; 

• Level store access, automatic entrance doors, and wide aisles and checkouts for easy access by all;  

• Gondolas and shelving that allow goods to be easily reached; and 

1.18. The design and layout of new ALDI stores also complies with the requirements of the Disability Discrimination 

Act and ensure they are accessible to all.  

1.19. Retail is, of course, a constantly evolving and dynamic sector and ALDI are committed to improving operations 

and shopping experience to meet the demands and expectations of customers. 
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Customer Experience 

1.20. Store managers and assistants are carefully trained to give fast and courteous service at the checkouts and 

are multi-tasked to carry out stock replenishment and other duties. 

1.21. A range of trolley sizes and types are provided offering customers a choice of trolley according to their likely 

size of shop.  Trolleys are available on a £1 deposit arrangement, which ensures they are returned to the store 

rather than being abandoned and forming a nuisance. This also reduces the amount of lost/stolen trolleys.  This 

is a further cost saving passed on to the customer to help further achieve discounted prices. 

1.22. Carrier bags are available for customers to buy at a small price.  The payment regime seeks to minimise the 

wasted use of carrier bags. 

Jobs 

1.23. Stores typical employ 40-50 staff, which ALDI actively seek to recruit from the local area.  ALDI are industry 

leaders in terms of pay and offer exceptional training opportunities. 

1.24. In summary, an ALDI store creates a highly beneficial and popular facility, a sentiment reflected in numerous 

examples throughout the UK and affirmed in both consumer groups’ recognition of the brand and its increasing 

popularity with shoppers everywhere. 
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1. Planning Policy Context 

1.1. The planning policy framework against which the application proposals should be assessed includes: 

• Fenland Local Plan (2014) 

• March Neighbourhood Plan (2017) 

1.2. The following comprise material considerations in assessing this development: 

• National Planning Policy Framework (NPPF) (2019) 

• Delivery & Protecting High Quality Environments in Fenland SPD (2014) 

2. Fenland Local Plan (2014) 

2.1. The Fenland Local Plan (2014) was adopted in May 2014. 

Sustainable Development 

2.2. Policy LP1 ‘A Presumption in Favour of Sustainable Development’ - states Fenland’s desire to deliver sustainable growth, 

and when considering development proposals, they will take a positive approach that reflects the presumption in favour of 

sustainable development contained in the NPPF. They will always work proactively with applicants to find solutions which mean 

that proposals can be approved wherever possible, and to secure development that improves the economic, social and 

environmental conditions in Fenland. 

2.3. Policy LP9 ‘March’ - emphasises March as a focus for housing, employment and retail growth. The policy details broad locations 

for growth and strategic allocations within the town, including the ‘West March Strategic Allocation’, expecting the area to be 

predominantly residential (around 2,000 new dwellings) with potentially some business provision gaining access from the A141. 

The broad concept plan for the area should show how development will relate acceptably to the strategic and local highway 

network, including the town centre, as well as indicating direct sustainable transport links to the north of the town and the town 

centre. 

2.4. Policy LP9 specifically covers ‘March Trading Estate’ as a broad location for growth. Subject to flood risk, highway and amenity 

issues, and other relevant policies in the plan being satisfactorily addresses, it is expected that development in this area will be 

predominately or entirely related to business uses.  

Retail Considerations 

2.5. Policy LP6 ‘Employment, Tourism, Community Facilities and Retail’ - states that the Council will embrace a strong ‘town 

centre first’ message when considering the most appropriate locations for retail and leisure development, and aims to support, 

and regenerate where necessary, existing Town, District and Local Centres to ensure they continue to cater for the retail needs 

of communities that they serve. 

2.6. Future retail development in Fenland will be directed to the Primary Shopping Frontages (PSF) and the Primary Shopping Area 

(PSA) and then Town/District centre locations. Thereafter proposals will need to follow the sequential approach set out in NPPF 

2.7. Policy LP6 ‘Employment, Tourism, Community Facilities and Retail’ requires retail development located outside of the town 

centres, and of 500sq m gross floorspace or more, to undertake an impact assessment (as defined in the NPPF) to ensure the 

vitality and viability of defined centres are protected and/or enhanced. 

Employment Allocation 

2.8. Policy LP6 ‘Employment, Tourism, Community Facilities and Retail’ - states that the Council will seek to retain for continued 

use high quality land and premises currently or last in use for B1/B2/B8 employment purposes. 

Aldi Stores Ltd. May 2021 
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Highways and Accessibility 

2.9. Policy LP15 ‘Facilitating the Creation of a More Sustainable Transport Network in Fenland’ - requires development to be 

located and designed so that it can maximise accessibility and help to increase the use of non-car modes. 

2.10. Policy LP15 ‘Facilitating the Creation of a More Sustainable Transport Network in Fenland’ - requires development which 

is likely to result in significant transport implications to be accompanied by a Transport Assessment and Travel Plan. The coverage 

and detail of this should reflect the scale of development and the extent of the transport implications 

Parking 

2.11. Policy LP15 ‘Facilitating the Creation of a More Sustainable Transport Network in Fenland’ - requires development schemes 

to provide well designed car and cycle parking appropriate to the amount of development proposed, ensuring that all new 

development meets the Council’s defined parking standards. 

Design 

2.12. Policy LP16 ‘Delivering and Protecting High Quality Environments across the District’ - states that proposals for all new 

development will only be permitted where it meets the following relevant criteria: 

• Makes a positive contribution to the local distinctiveness and character of the area, enhances its local setting, responds to and 

improves the character of the local built environment, provides resilience to climate change, reinforces local identity and does 

not adversely impact, either in design or scale terms, on the street scene, settlement pattern or the landscape character of the 

surrounding area 

• Does not result in any unreasonable constraint(s) or threaten the operation and viability of existing nearby or adjoining 

businesses or employment sites by introducing “sensitive” developments. 

Sustainability and Energy Efficiency 

2.13. Policy LP14 ‘Responding to Climate Change and Managing the Risk of Flooding in Fenland’ - states that the Council will 

expect all development of over 100sq m non residential to explicitly demonstrate what reasonable contribution the development 

will make towards minimising resource consumption. All developments are encouraged to incorporate on site renewable and/or 

decentralised renewable or low carbon energy sources, water saving measures and measures to help the development withstand 

the longer-term impacts of climate change. 

2.14. Policy LP14 supports renewable energy proposals in the context of sustainable development and climate change. 

Amenity Considerations 

2.15. Policy LP16 ‘Delivering and Protecting High Quality Environments across the District’ - states that proposals for new 

development will only be permitted where it does not adversely impact on the amenity of neighbouring users such as noise, light 

pollution, loss of privacy and loss of light. 

Flooding and Drainage 

2.16. Policy LP16 ‘Delivering and Protecting High Quality Environments across the District’ - requires relevant developments to 

include a drainage strategy to demonstrate that suitable consideration has been given to surface water drainage and appropriate 

arrangements for attenuating surface water run-off can be accommodated within the site. The most appropriate SuDS techniques 

should be used depending on the particular circumstances of the site and area. Consideration should be given to the facility to be 

used, what is trying to be achieved, and the nature of water level management in the area. 

2.17. Policy LP16 states that proposals for new development will only be permitted where it provides well designed hard and soft 

landscaping incorporating sustainable drainage systems as appropriate. Development will also only be permitted where the site 

is suitable for its proposed use with layout and drainage taking account of ground conditions, and have with no significant impacts 

on future users, groundwater or surface waters. 

3. March Neighbourhood Plan (2017) 

3.1. The March Neighbourhood Plan 2015-2030 was adopted in November 2017. 

Retail Considerations 

http://www.planningpotential.co.uk/
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3.2. Policy TC1 ‘Primary Shopping Frontages’ - requires new retail development located outside of the Town Centre boundary, in 

excess of 500sq m gross floorspace, to demonstrate by way of an impact assessment that it will not harm the vitality and viability 

of the Town Centre. 

3.3. Policy TC2 ‘Regeneration Sites’- identifies three sites where it is felt that there is an opportunity to improve the physical 

appearance of the town centre and enhance the quality of the environment: 

• Site 1 - Land to the west of the High Street  

• Site 2 - Land to the south of Station Road  

• Site 3 - Land to the north of Centenary Church 

4. National Planning Policy Framework (2019) 

4.1. The National Planning Policy Framework (NPPF) rationalises all government planning policy guidance into a single document. 

Sustainable Development 

4.2. Para. 7 of the NPPF clearly sets out the key purpose that underpins the planning system; sustainable development. In this respect, 

the objective of sustainable development is defined as, “… meeting the needs of the present without compromising the ability of 

future generations to meet their own needs”. 

4.3. Para. 80 of the NPPF supports economic growth, whereby “Planning policies and decisions should help create the conditions in 

which businesses can invest, expand and adapt. Significant weight should be placed on the need to support economic growth 

and productivity, taking into account both local business needs and wider opportunities for development”. 

Town Centre and Retail Uses 

4.4. Town Centre and Retail Uses are considered at paras. 85-90, which identify existing retail centres as the primary focus for new 

retail uses. 

4.5. Where proposals do not fall within a centre, applicants are required to demonstrate compliance with the sequential approach 

having regard to the considerations of availability and suitability. Applicants are no longer required to demonstrate a ‘need’ for 

development, although in instances may be required to consider potential impacts of development. 

4.6. The NPPG confirms that, where an assessment of impact is required, this should be, “… undertaken in a proportionate and locally 

appropriate way”, as well as following the ‘guiding principle’ of a ‘like-for-like’ basis. Only when a proposal would result in 

“significant adverse impacts” should planning permission be refused. 

Transport 

4.7. Para. 102-111 consider transportation and accessibility and reinforce the objectives of local policy to reduce the need to travel 

and promote sustainable patterns of development. A pragmatic approach is advocated including that different policies and 

measures be required in different communities. 

4.8. All developments that will generate significant amounts of movement should be accompanied by a Transport Assessment and 

Travel Plan so that likely impacts of the proposal can be assessed, and measures to improve accessibility and safety can be 

identified (para. 111). 

4.9. Development should only be refused where the, “residual cumulative impacts on the road network would be severe” (para. 109). 

Design 

4.10. Para. 124-132 consider the importance of achieving well-designed places and reinforce the objectives of local policy to require 

development to makes a positive contribution to the local distinctiveness and character of the area. 

4.11. Para. 127 requires planning decisions to ensure that development, “will function well and add to the overall quality of the area … 

are visually attractive as a result of good architecture, layout and appropriate and effective landscaping …  and are sympathetic 

to local character and history, including the surrounding built environment and landscape setting”. 

Sustainability and Energy 

http://www.planningpotential.co.uk/


 

 

Aldi Stores Ltd. May 2021 

www.planningpotential.co.uk Page 4 Copyright © Planning Potential 2020 

4.12. Para. 151 requires Local Planning Authorities to expect new development to: 

• comply with any development plan policies on local requirements for decentralised energy supply unless it can be 

demonstrated by the applicant, having regard to the type of development involved and its design, that this is not feasible or 

viable 

• take account of landform, layout, building orientation, massing and landscaping to minimise energy consumption 

Flood Risk 

4.13. Para. 149 states that “Plans should take a proactive approach to mitigating and adapting to climate change, taking into account 

the long-term implications for flood risk…” and further continues that “new development should be planned to avoid increased 

vulnerability to the range of impacts arising from climate change”. (para. 149). 

5. Delivery & Protecting High Quality Environments in Fenland SPD (2014) 

5.1. Policy DM3 ‘Making a Positive Contribution to Local Distinctiveness and Character of the Area’ requires all new development to 

achieve high design quality and as a minimum ensure that:  

• the development provides high quality and attractive public spaces 

• the character of the landscape, local built environment and settlement pattern inform the layout, density, proportions, scale, 

orientation, materials and features (including boundary treatment) of the proposed development, which should aim to improve 

and reinforce positive features of local identity 

• proposals are robust to withstand and adapt to the predicted impacts of climate change including measures to manage the 

risk of flooding and subsidence. 

http://www.planningpotential.co.uk/




Table 1: Population & Convenience Goods Expenditure

2021
Population 23,990
Expenditure per Head (£) £2,095
Available Expenditure (£m) £50.27

2024
Population 24,571
Expenditure per Head (£) £2,127
Available Expenditure (£m) £52.26

Expenditure Growth (£m) 2021-2024 £1.99

March Allocated Housing Growth 2024 - 
3,100 new homes (£m) £14.99

Notes.

2015 Prices 

(1) Population derived from Table 1, Appendix 2, Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F.

(2) 0.8% per annum population increase estimate derived from Table 1, Appendix 2, Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F.

(3) Expenditure per head derived from Table 2b, Appendix 2, Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F.

(4) Annual 0.5% annual growth rate added as derived from Table 2b, Appendix 2, Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F.

(5) 3,100 new homes allocated as Stategic Allocations for March, Policy LP9 of adopted Fenland Local Plan (2014).

(6) Average household of 2.27 obtained from Cambridgeshire CC's population Estimates, Mid-2011 to Mid-2018. 3,100 new homes x 2.27 average household = 7,047 of new residents.

(7) Expenditure associated with planned 3,100 new homes shown to illustrate further growth, but not used with impact assessments carried out by Contour Planning or PP. 

March Catchment 
Zone 2



Table 2: 2021 Convenience Market Shares & Store Turnovers

Market 
Share (%)

2021 Total 
(£m)

Inflow to 
Zone 2 

(%)

2021  
(£m)

March Town Centre 
Sainsbury's, Mill View 21.8% 10.97 36.6% 6.33 17.30 17.98 1,301 10,762 14.00 3.30
Lidl, Dartford Road 14.7% 7.40 32.4% 3.55 10.96 11.39 855 9,503 8.13 2.83
Tesco Express, Broad Street 0.7% 0.37 59.3% 0.55 0.92 0.96 150 11,290 1.69 -0.77
Iceland, High Street 3.0% 1.51 13.9% 0.24 1.75 1.82 525 6,994 3.67 -1.92
Other 2.6% 1.32 0.0% 0.00 1.32 1.37 - - - -
Sub-Total 42.9% 21.57 - 10.67 32.24 33.52 - - - -

Other March 
Tesco, Hostmoor Avenue 43.9% 22.07 47.1% 19.63 41.69 43.34 2,535 11,290 28.62 13.07
One-Stop, Maple Grove 0.7% 0.37 0.0% 0.00 0.37 0.39 - - - -
Coop, Badgeney Road 2.6% 1.32 22.2% 0.37 1.69 1.76 175 8,824 1.54 0.15
Sub-Total 47.3% 23.76 - 20.00 43.76 45.49 - - - -

Zone 2 TOTAL 90.2% 45.33 30.67 76.00 79.01 - - - -

Others (Outside of Zone 2)
Aldi, Wisbech 2.0% 1.01
Morrisons, Wisbech 1.9% 0.94
Aldi, Chatteris 0.6% 0.30
Jacks, Chatteris 0.4% 0.21
Other 4.9% 2.47
Other Sub-Total 9.8% 4.94

TOTAL 100% 50.27 - 30.67 76.00 79.01

Notes.

2015 Prices

(1) Convenience Market share figures derived from 2015 NEMs Household Survey and Appendix 2, Table 8 of Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F.

(2) Zone 2 available convenience expenditure derived from PP Table 1. 

(3) Inflow figures into Zone 2 derived from Appendix 2, Table 8 of Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F.

(4) Store convenience floorspaces obtained from planning history search and confirmed on site visit. 

(5) Company average sales densities obtained from Mintel UK Retail Rankings - April 2020. Converted back to 2015 price base with store store efficiency rates added as per Figure 4a, Experian Retail Planner Breifing Note 18 (October 2020).

Benchmark 
Turnover 
2021 (£m)

Levels of 
Over / 
Under 

Trading 
2021 (£m)

Total Store 
Turnover 

2021 
(£m)

March Catchment 
(Zone 2) Market Share

Location

2026 Total Store 
Turnover  (£m)

Convenience 
Sales Area 

(sqm)

Inflow Company 
Average 

Sales 
Density 

2021 
(£/sqm)



Table 3: Turnover of Proposed Development

Floorspace (sqm)
net Convenience Comparison Convenience Comparison Convenience Comparison Convenience Comparison

ALDI, Hostmoor Avenue, March 1,315 1,052 263 £11,226 £8,775 £11.81 £2.31 £12.75 £2.73

Notes.

2015 Prices

(1) Aldi Sales Density based on Mintel Retail Ranking 2020 and converted to reflect actual Aldi floorspace figures, then converted back to 2015 price base with store store efficiency rates added as per Figure 4a, Experian Retail Planner Briefing Note 18 (October 2020).

(2) Aldi Sales Area Ratio based on 80% conveninece / 20% comparison.

Sales Area (sqm) Sales Density 2021 (£/sqm) Benchmark Turnover 2021 (£m) Benchmark Turnover 2024 (£m)
Proposed Development



Table 4: 2024 Convenience Market Shares & Store Turnovers (Scenario 1 - No Development)

March Town Centre 
Sainsbury's, Mill View 11.40 17.98 1,301 11,623 15.12 2.87
Lidl, Dartford Road 7.70 11.39 855 10,264 8.78 2.61
Tesco Express, Broad Street 0.39 0.96 150 12,194 1.83 -0.87
Iceland, High Street 1.57 1.82 525 7,553 3.97 -2.14
Other 1.37 1.37 - - - -
Sub-Total 22.43 33.52 - - - -

Other March 
Tesco, Hostmoor Avenue 22.94 43.34 2,535 12,194 30.91 12.43
One-Stop, Maple Grove 0.39 0.39 - - - -
Coop, Badgeney Road 1.37 1.76 175 9,530 1.67 0.09
Sub-Total 24.70 45.49 - - -

Zone 2 TOTAL 47.12 79.01 - - - -

Others (Outside of Zone 2)
Aldi, Wisbech 1.05
Morrisons, Wisbech 0.98
Aldi, Chatteris 0.32
Jacks, Chatteris 0.22
Other 2.57
Other Sub-Total 5.14

TOTAL 52.26 79.01

Notes.

2015 Prices

(1) Zone 2 market shares derived from Table 2. Total Zone 2 convenience expenditure for 2024 derived from Table 1. 

(2) Store convenience sales areas derived from Table 2.

(3) Company average sales densities obtained from Mintel UK Retail Rankings - April 2020. Converted back to 2015 price base with store store efficiency rates added as per Figure 4a, Experian Retail Planner Breifing Note 18 (October 2020).

Company 
Average 

Sales 
Density 

2024 
(£/sqm)

Benchmark 
Turnover 

2024 
(£m)

Levels of 
Over / 
Under 

Trading 
2024
(£m)

Convenience 
Sales Area 

(sqm)

Location

Total Store 
Turnover  

2024 
(£m)

2024 Total 
Turnover 

Zone 2 (£m)



Table 5: Westry Retail Park Solus Convenience Impact (Scenario 2)

Proportion 
of Westry 

RP 
Turnover 

(%)

Diversion to 
Westry RP 

(£m)

Post-Impact 
Turnover 

(£m)

Impact of 
Westry RP

(%)

March Town Centre 
Sainsbury's, Mill View 11.40 17.98 15.18% 1.57 16.41 8.7
Lidl, Dartford Road 7.70 11.39 8.27% 0.86 10.53 7.5
Tesco Express, Broad Street 0.39 0.96 0.21% 0.02 0.00 2.3
Iceland, High Street 1.57 1.82 0.21% 0.02 1.80 1.2
Other 1.37 1.37 0.21% 0.02 1.35 1.6
Sub-Total 22.43 33.52 24.08% 2.50 30.09 7.4

Other March 
Tesco, Hostmoor Avenue 22.94 43.34 31.62% 3.28 40.07 7.6
One-Stop, Maple Grove 0.39 0.39 0.21% 0.02 0.00 5.6
Coop, Badgeney Road 1.37 1.76 0.21% 0.02 1.74 1.2
Sub-Total 24.70 45.49 32.04% 3.32 41.81

Zone 2 TOTAL 47.12 79.01 56.12% 5.81

Others (Outside of Zone 2)
Aldi, Wisbech 1.05 0.94% 0.10
Morrisons, Wisbech 0.98 1.26% 0.13
Aldi, Chatteris 0.32 9.53% 0.99
Jacks, Chatteris 0.22 9.53% 0.99
Other 2.57 22.62% 2.34
Other Total 5.14 43.88% 4.55

TOTAL 52.26 79.01 100.00% 10.36

Notes.

(1) 2024 Turnover figures derived from PP Table 3

(2) Westry Retail Park estimated diversion levels derived from Appendix 2, Table 11 of Contour Planning Retail Statement (December 2017) submitted in support of application 18/0566/F as agreed by Fenland's independent consultant July 2019.

(3) Westry Retail Park estimated convenience turnover at 2020 derived from Appendix 2, Table 11 of Contour Planning Retail Statement (December 2017) with store store efficiency rates added as per Figure 4a, Experian Retail Planner Breifing Note 18 (October 2020).

Solus Impact of Westry RPLocation

2024 Total 
Turnover 

Zone 2
(£m)

Total Store 
Turnover  

2024
(£m)



Table 6: Aldi Solus Impact (Scenario 3)

Proportion 
of Aldi 

Turnover 
(%)

Diversion to 
Aldi (£m)

Post-Impact 
Turnover 

(£m)

Impact of 
Aldi 
(%)

March Town Centre 
Sainsbury's, Mill View 11.40 17.98 10.0% 1.28 16.71 7.1
Lidl, Dartford Road 7.70 11.39 20.0% 2.55 8.84 22.4
Tesco Express, Broad Street 0.39 0.96 0.0% 0.00 0.00 0.0
Iceland, High Street 1.57 1.82 1.5% 0.19 1.63 10.5
Other 1.37 1.37 1.0% 0.13 1.24 9.3
Sub-Total 22.43 33.52 32.5% 4.15 28.42 12.4

Other March 
Tesco, Hostmoor Avenue 22.94 43.34 45.0% 5.74 37.61 13.2
One-Stop, Maple Grove 0.39 0.39 0.0% 0.00 0.00 0.0
Coop, Badgeney Road 1.37 1.76 0.0% 0.00 1.76 0.0
Sub-Total 24.70 45.49 45.0% 5.74 39.36

Zone 2 TOTAL 47.12 79.01 77.5% 9.88 67.78

Others (Outside of Zone 2)
Aldi, Wisbech 1.05
Morrisons, Wisbech 0.98
Aldi, Chatteris 0.32
Jacks, Chatteris 0.22
Other 2.57
Other Total 5.14 7.5% 0.96

Inflow 15.0% 1.91

TOTAL 52.26 79.01 100.0% 12.75

Notes.

(1) 2024 Turnover figures derived from Table 4

(2) Trade diversion to proposed Aldi based on Planning Potential Judgement

(3) Aldi turnover derived from Table 3

Solus Impact of Aldi Location
Total Store 
Turnover  

2024 
(£m)

2024 Total 
Turnover 

Zone 2
(£m)



Table 7: Combined Convenience Impact (Scenario 4)

Diversion to 
Westry RP 

(£m)

Diversion to 
Aldi 
(£m)

Combined 
Diversion 

(£m)

Post-Impact 
Turnover 

(£m)

Combined 
Impact 

(%)

March Town Centre 
Sainsbury's, Mill View 11.40 17.98 1.57 1.28 2.85 15.13 15.8
Lidl, Dartford Road 7.70 11.39 0.86 2.55 3.41 7.98 29.9
Tesco Express, Broad Street 0.39 0.96 0.02 0.00 0.02 0.94 2.3
Iceland, High Street 1.57 1.82 0.02 0.19 0.21 1.61 11.7
Other 1.37 1.37 0.02 0.13 0.15 1.22 10.9
Sub-Total 22.43 33.52 2.50 4.15 6.64 26.88 19.8

Other March
Tesco, Hostmoor Avenue 22.94 43.34 3.28 5.74 9.02 34.33 20.8
One-Stop, Maple Grove 0.39 0.39 0.02 0.00 0.02 0.37 5.6
Coop, Badgeney Road 1.37 1.76 0.02 0.00 0.02 1.74 1.2
Sub-Total 24.70 45.49 3.32 5.74 9.06 36.43 -

Zone 2 TOTAL 47.12 79.01 5.81 9.88 15.70 - -

Others (Outside of Zone 2) 5.14 - 4.55 0.96 5.50 - -

Inflow - - - 1.91 - - -

TOTAL 52.26 79.01 10.36 12.75 23.11

Notes.

(1) Figures derived from tables 4, 5 and 6.

Combined Impact Location 2024 Total 
Turnover 

Zone 2
(£m)

Total Store 
Turnover  

2024
(£m)



Table 8: Overall March Town Centre Impact 

March Town Centre 
Convenience 33.5 2.5 7.4 4.1 12.4 6.6 19.8
Comparison 46.9 3.6 7.7 0.9 1.9 4.5 9.6

Total 80.4 6.1 7.6 5.0 6.3 11.1 13.8

Notes.

(1) Convenience figures derived from Table 7.

(2) Town centre and Westry RP comparison goods turnovers for 2020 derived from Appendix 2, Table 17 of Contour Planning Retail Statement (December 2017) 

submitted in support of application 18/0566/F.

(3) Comparison floorspace efficiency rates added as per Figure 4a, Experian Retail Planner Briefing Note 18 (October 2020) to achieve 2024 figures.

(4) Aldi comparison diversion figure derived from store comparison turnover figure in 2024 at Table 3 (£4.1m) and Aldi town centre diversion figure at Table 6 (32.5%)

Combined 
Impact 

(%)

Location
2024 

Turnover 
(£m)

Westry RP 
Diversion 

(£m)

Westry Park 
Impact 

(%)

Aldi 
Diversion 

(£m)

Aldi Impact 
(%)

Combined 
Diversion 

(£m)
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1.1. This town centre health check is based on information that is available within the public domain in terms of background information 

and studies and have been supplemented by a site visits undertaken by Planning Potential in February 2021.  It is recognised 

that at this time the true picture of the vitality and viability of the centre may not have been observed as lockdown restrictions have 

been in place. We reserve the right to update this health check should lockdown restriction ease allowing further assessement. 

1.2. A list of criteria to be used to assess the health of a centre is not provided in the National Planning Policy Framework (NPPF), 

however indicators for such an assessment can be found in the Government’s Planning Practice Guidance (PPG).  Further, the 

PPG advises that to accurately judge the health of a centre in the context of its performance over time these indicators should be 

regularly monitored. 

1.3. A number of sources has been drawn upon when preparing this assessment, including the latest Experian Goad Ltd data for 

March town centre collated in October 2020. 

Introduction  

1.4. The town of March is an historic market town relatively well connected by road and benefits from a railway station with direct links 

to Cambridge and East Anglia, Peterborough and the Midlands. The 2014 Local Plan described March ‘as a relatively healthy 

town centre which has an historic urban form and attractive riverside setting’. The town is centrally located in the Fenland district 

and is the second largest town after Wisbech.  

1.5. The town centre for the purpose of this Health Check is that defined by Experian Goad Ltd. Whilst the Goad plan for the town is 

largely reflective of area defined by the town centre boundary in the adopted Local Plan, it is noted that the Lidl store and its 

surrounds are identified as being outside of the town centre in terms of policy.  

1.6. March town centre contains very little representation from national multiple retailers, but has a strong service offer and a wide 

range of independent businesses.  

Diversity of Uses 

1.7. The National Planning Practice Guidance (NPPG)recognises that diversity of uses within a centre makes an important contribution 

to overall vitality and viability, ensuring that town centres are attractive destinations throughout the day and evening.  

1.8. Figure 1 below utilises the latest Experian Goad Ltd data provides a breakdown of the diversity of uses in March town centre at 

October 2020, set against the national average.  

 

Figure 1 March Town Centre Diversity of Uses 

 
No. of Units Oct 

2020 
% of Units Oct 2020 

UK Average % Units 

 

Convenience 14 7.9 9.1 

Comparison 35 19.8 27.6 

Retail Services 38 21.5 16.6 

Professional Services 17 9.6 9.3 

Leisure Services 41 23.2 24.5 

Vacant 32 18.1 13.7 

Aldi Stores Ltd May 2021 

March Town Centre Health Check 
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TOTAL 177 - - 

Source: Experian Goad Ltd    . 

Convenience Retail 

1.9. The current number of convenience units (14 no.) is lower than the UK national average, but the town centre is relatively well 

represented with a range of different convenience retailers.  

1.10. The town centre is anchored by a Sainsbury’s supermarket, with Lidl representing an edge of centre location outside of the defined 

town centre boundary and primary shopping area. The centre is also served by several smaller stores in the form of Tesco 

Express, Iceland and a Heron Food. The town has also retained a local butchers, bakers and newsagent as well as several smaller 

convenience offerings, including a health food shop.  

1.11. The Sainsbury’s is the largest single retail unit in the town centre and provides the main retail anchor. The store has a net area of 

1,858 sqm and sells a wider of convenience and comparison goods. When visited in February 2021 the store was trading well 

despite existing competition from the edge of centre Lidl and out of centre Tesco store.   

Comparison Retail  

1.12. March town centre has a relatively small comparison retail offer and these are mainly independent businesses, with only a limited 

range of national multiple retailers. The largest sector representation of multiple retailers are charity shops. Clarks, M&Co, WH 

Smith, Boots, Superdrug and Specsavers are also represented.  

Vacancies 

1.13. Vacancy rates provide a useful indicator of the relative health of a town centre and should be taken into account when assessing 

vitality and viability of a town centre. It should be noted that a small level of vacant units is considered appropriate as it allows for 

natural change in retailers and availability of floorspace for new entries.  

1.14. The latest Experian Goad data shows there were 32 vacant units in October 2020 which is above the current national average. 

However when vacant floorspace is considered March is more consistent with the national average. Approximately 3,700 sqm of 

floorspace was identified as being vacant, which constitutes around 12% of town centre floorspace. This is a strong indicator of 

the relative good health of March town centre during the current time.  

1.15. The largest vacant units observed in October 2020 were: 

• 6 Dartford Road (circa 255 sqm) 

• City Road – former leisure use (circa 280 sqm)  

   

Pedestrian Flows 

1.16. During Planning Potential’s site visit to March in February 2021, the footfall and pedestrian activity across the town centre was 

observed. Despite lockdown restrictions, pedestrian flows were relatively busy, being the greatest at the High Street and Market 

Place and along Broad Street.  

1.17. The town centre suffers from traffic congestion, particularly at the north of the High Street and along Broad Street, with most 

issues occurring at the traffic light junction at the north of the High Street. The on-street car parking at Market Street creates 

additional traffic congestion, impacting on safe and convenient pedestrian access around this part of the centre, one of March’s 

prime retail areas. 

1.18. Further, pathways are relatively narrow along the High Street which has high traffic flows. Also, pedestrian access to both the 

town centre’s main car parks to the High Street are not well defined and of limited environmental quality.  

Accessibility 

1.19. March town centre is accessible by a range of means of transport, including public transport, private car and also by pedestrians. 

Whilst not within the town centre, the train station is within walking distance and has regular services to a number of towns within 

the region. 
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1.20. The bus links from the town centre are good with regular buses providing access from the town centre to the wider urban area 

and surrounding towns, including Chatteris and Wisbech.  

1.21. There is an on-road cycle route that runs through the town centre which provides a link to the surrounding residential areas.  

1.22. Further details of the accessibility of the town are provided within the accompanying Transport Assessment.   

Environmental Quality  

1.23. Most of the defined town centre is designated as a Conservation Area reflecting the market town history. The centre is overall a 

pleasant environment and has the benefit of the river setting which flows through the town centre.  

1.24. The adopted Local Plan does not identify any development sites in the town centre, but there has been relatively recent 

development and investment in the form of the library scheme to the west of High Street and the West End DIY/garden centre at 

the southern end of the High Street.  

1.25. However, the March Neighbourhood Plan recognises that a large part of the town centre has derelict and underutilised backland 

that could be regenerated to the wider benefit of the town centre. There is therefore potential within the town centre to improve its 

overall offer and appearance in the future.  
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