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1.0

1.1

Introduction

Nathaniel Lichfield & Partners (NLP) has been commissioned to prepare a joint
Retail, Leisure and Town Centres Study on behalf of Rushmoor Borough
Council and Hart District Council. This Study comprises two separate parts.
Part 1 addresses the joint development needs of the two local authorities for
retail, leisure and town centre uses. Part 2 provides an audit and review of the
existing centres within the two separate authorities, as well as identifying the
capacity of centres to accommodate the new town centre development
requirements.

Study Objectives
1.2

The key objective of the Retail, Leisure and Town Centre Study will be to
provide a robust and credible evidence base to inform both Councils’ work on
new local plans.

1.3

The key objectives of the Part 2 Study will be to:
•

•
•

•

1.4

•
•

•
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review of centre boundaries and frontages (Section 3);
appraise retail and leisure development sites within and adjacent to the
centres, and the capacity to accommodate identified needs (Section 4);
and
undertake a review of policies and advise on strategy and
recommendations (Section 5).

These objectives are in line with the National Planning Policy Framework
(NPPF) and Planning Practice Guidance (NPPG). The NPPG provides advice
on what town centre strategies should contain, and states that strategies
should be based on evidence of the current state of town centres and
opportunities to meet development needs and support their viability and vitality.
The NPPG identifies questions that town centre strategies should answer,
including the following:
•

1.5

undertake audits of the main centres within Hart – Fleet, Hartley Wintney,
Hook, Odiham, Blackwater and Yateley (Section 2);

what is the appropriate and realistic role, function and hierarchy of town
centres in the area over the plan period?
what is the vision for the future of each town centre?
can the town centre accommodate the scale of assessed need for main
town centre uses?
in what timeframe should new retail floorspace be provided?

The NPPG states that strategies should identify changes in the hierarchy of
town centres, including where a town centre is in decline.
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Conclusions of Part 1 Study
1.6

The Part 1 Study provides an assessment of the development needs of
Rushmoor Borough and Hart District for retail, leisure and town centre uses.
The principal conclusions of the analysis contained within this study relating to
Hart are summarised below.
Figure 1.1: Methodology for Estimating Future Requirements for Retail Floorspace

1.7

The NPPF states that local planning authorities should assess the quantitative
and qualitative needs for land or floorspace for retail development over the
plan period, ie. up to 2032.

1.8

When planning for growth in their centres, local planning authorities should
allocate a range of suitable sites to meet the scale and type of retail
development needed. It is important that the needs for retail and other main
town centre uses are met in full and not compromised by limited site
availability.

1.9

The Part 1 Study objectively assesses the quantitative and qualitative scope
for new retail floorspace in Rushmoor and Hart in the period from 2014 to
2032. It sets out the methodology adopted for this analysis and provides a
quantitative capacity analysis in terms of levels of spending for convenience
and comparison shopping, and for food and beverage uses. The quantitative
analysis is based on a defined study area that covers the catchment areas of
the main shopping destinations in Rushmoor and Hart. The results of the
household shopper questionnaire survey undertaken by NEMS in September
2014 have been used to estimate existing shopping patterns within the study
area zones.

P2
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Floorspace Projections
1.10

The Part 1 Report includes different scenarios for population growth over the
study period, using the latest ONS SNPP 2012 based projections and as a
sensitivity analysis, population projections from the Hart, Rushmoor and Surrey
Heath Strategic Housing Market Assessment (SHMA) that also reflect the
potential for a new settlement in Central Hart. These different scenarios have
implications for the floorspace projections. The higher, SHMA population
projections identify the retail floorspace requirements if all of the objectively
assessed housing needs are met in full.
Convenience Goods Floorspace

1.11

The convenience goods projections (over and above commitments), based on
adjusted markets shares, suggest new floorspace as follows:
Table 1.1:

Hart Convenience Goods Retail Floorspace Projections – ONS Population Projections

Additional Convenience Retail Floorspace (sq.m gross)
Location
2014-2018

2018-2022

2022-2027

2027-2032

Total
2014-2032

Blackwater

3,385

185

259

249

4,078

Fleet

1,268

309

437

412

2,426

Hook

n/a

179

292

275

746

Yateley

n/a

n/a

n/a

n/a

n/a

Hartley Wintney

n/a

n/a

n/a

n/a

n/a

Odiham

n/a

n/a

11

10

21

Other Hart

9

n/a

14

12

35

Hart Total

4,662

673

1,013

958

7,306

Source: Table 6.3, Part 1 Study
Table 1.2:

Hart Convenience Goods Retail Floorspace Projections – SHMA Population Projections

Additional Convenience Retail Floorspace (sq.m gross)
Location
2014-2018

2018-2022

2022-2027

2027-2032

Total
2014-2032

Blackwater

3,420

202

290

288

4,200

Fleet

1,729

407

513

517

3,166

Hook

265

355

485

491

1,596

Yateley

n/a

n/a

n/a

n/a

n/a

Hartley Wintney

n/a

n/a

n/a

4

4

Odiham

6

16

21

21

64

Other Hart

14

2

14

14

44

Hart Total

5,434

982

1,323

1,335

9,074

Source: Table 6.4, Part 1 Study
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1.12

The floorspace requirements are converted from surplus expenditure. The
convenience goods floorspace requirements for Hart primarily relate to
Blackwater and Fleet. The level of expenditure attracted to Blackwater is
surprising given the relatively limited provision of convenience goods stores in
the centre, however the household survey results showed a high proportion of
trips to the existing Aldi store, which suggests that this store in particular is
trading at a level significantly above national average. Conversely, stores in
Yateley and Hartley Wintney are shown to be trading below company
averages, and this is reflected in the negligible floorspace requirements in the
tables above.
Comparison Goods Floorspace

1.13

The comparison goods projections (over and above commitments), based on
constant markets shares, suggest new floorspace as follows:
Table 1.3:

Hart Comparison Goods Retail Floorspace Projections – ONS Population Projections

Additional Comparison Retail Floorspace (sq.m gross)
Location
2014-2018

2018-2022

2022-2027

2027-2032

Total
2014-2032

Blackwater

57

82

151

157

447

Fleet

469

675

1,224

1,257

3,625

Hook

n/a

n/a

n/a

n/a

n/a

Yateley

26

37

66

68

197

Hartley Wintney

13

18

32

33

96

Odiham

10

14

25

25

74

Other Hart

1

2

4

3

10

Hart Total

576

828

1,502

1,543

4,449

Source: Table 6.7, Part 1 Study
Table 1.4:

Hart Comparison Goods Retail Floorspace Projections – SHMA Population Projections

Additional Comparison Retail Floorspace (sq.m gross)
Location
2014-2018

2018-2022

2022-2027

2027-2032

Total
2014-2032

85

95

170

182

532

Fleet

1,066

873

1,394

1,496

4,829

Hook

n/a

n/a

n/a

n/a

n/a

Yateley

24

32

62

67

185

Hartley Wintney

31

31

52

54

168

Odiham

25

27

44

47

143

Other Hart

1

2

4

4

11

Hart Total

1,232

1,060

1,726

1,850

5,868

Blackwater

Source: Table 6.8, Part 1 Study
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1.14

The vast majority of the comparison goods floorspace requirements for Hart
relates to Fleet, and there is only a limited need in the District’s other centres.
The implementation of the Sainsbury’s commitment at Hook results in a deficit
of expenditure to support further floorspace in Hook over the period to 2032.
Food & Beverage Floorspace

1.15

The Class A3/A5 food/beverage services projections, suggest new floorspace
could be distributed as follows:
Table 1.5:

Food and Beverage Floorspace Projections – ONS Population Projections

Additional Food and Beverage Floorspace (sq.m gross)
Location
2014-2018

2018-2022

2022-2027

2027-2032

Total
2014-2032

Blackwater

33

24

27

27

111

Fleet

558

396

460

434

1,848

Hook

46

33

38

36

153

Yateley

102

72

84

79

337

Hartley Wintney

132

94

109

102

437

Odiham

129

92

107

99

427

Other Hart

61

44

51

49

205

Hart Total

1,061

755

876

826

3,518

Source: Table 6.9, Part 1 Study
Table 1.6:

Food and Beverage Floorspace Projections – SHMA Population Projections

Additional Food and Beverage Floorspace (sq.m gross)
Location
2014-2018

2018-2022

2022-2027

2027-2032

Total
2014-2032

Blackwater

36

24

31

31

122

Fleet

893

505

546

555

2,499

Hook

74

55

67

67

263

Yateley

96

59

73

73

301

Hartley Wintney

231

172

211

214

828

Odiham

220

167

204

206

797

Other Hart

88

59

67

67

281

Hart Total

1,638

1,041

1,199

1,213

5,091

Source: Table 6.10, Part 1 Study
1.16
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Service uses perform an important role in the overall offer of a centre, and
encourage customers to shop locally. There is a requirement for additional
food and beverage floorspace in all of the centres in the District over the Plan
period, to support the main retail function of the centres.
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1.17

The potential new settlement in central Hart could accommodate an element of
the above floorspace projections. The Part 1 Study suggests the new
settlement could support a total requirement of around 1,645 sq.m gross of
retail floorspace. Non-retail services (Class A2 to A5) could increase the size of
centre to over 2,000 sq.m gross.

1.18

The recommendations and projections within this study are expected to assist
the Council in reviewing development plan policies over the coming years and
to assist development control decisions during this period. The Study provides
a broad overview of the potential need for further retail development in the
short – medium term up to 2022, with longer term forecast up to 2027 and
2032. Projections are subject to uncertainty and forecasts may need to be
amended to reflect emerging changes as and when new information becomes
available, in particular longer-term projections up to 2032 should be treated
with caution.
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2.0

Town Centres
Introduction

2.1

The NPPG advises that town centre strategies should be based on evidence of
the current state of town centres. Strategies should assess the appropriate and
realistic role, function and hierarchy of centres, and this will involve auditing
existing centres to assess their role, vitality and viability and potential to
accommodate new development and different types of development.

2.2

The NPPG identifies indicators that are relevant in assessing the health of
town centres, including:

2.3

•

diversity of uses;

•

proportion of vacant street level property;

•

customers’ views and behaviour;

•

retailer representation; and

•

state of town centre environmental quality.

This section provides audits of the main town and village centres in Hart of
Fleet, Blackwater, Hartley Wintney, Hook, Yateley and Odiham.

Fleet
2.4

Fleet lies to the east of the District and is the largest retail centre within Hart
District. The town centre is linear in form and focused along Fleet Road,
running from the junction with Reading Road to the south and Birch Avenue to
the north. The Hart Shopping Centre, a purpose built indoor shopping centre, is
located within the town centre, with two entrances to Fleet Road.

2.5

Fleet is a secondary regional centre with its function to meet the needs of its
local catchment.

2.6

The centre includes:
•

•

•

•

•

8248834v1

convenience shopping – including a Waitrose, Sainsbury’s, M&S Simply
Food supermarkets, and an Iceland, supported by bakers, newsagents
and off-licences;
comparison shopping – a range of independent and national multiple
retailers, including Boots, Next and a number of independent shops
selling a range of mainly middle order comparison goods;
services – including a range of independent cafes, restaurants,
takeaways and hairdressers/beauty parlours;
entertainment – including an arts and entertainment venue, several
pubs/bars and a nightclub;
community facilities – including a Library.
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Mix of Uses and Occupier Representation
2.7

Fleet has a total of 216 retail/service units. The diversity of uses present in the
centre in terms of the number of units is set out in Table F.1, compared against
the national average.
Table F.1 Fleet Use Class Mix by Unit

Type of Unit
Comparison Retail
Convenience Retail
(2)
A1 Services
A2 Services
A3/A5
A4 pubs/bar
Vacant
Total

% of Total Number of Units

Units
2015

Fleet %

90
12
26
24
30
6
28
216

41.7
5.6
12.0
11.1
13.9
2.8
13.0
100.0

UK Average

(1)

36.0
8.1
14.1
12.1
14.7
2.9
12.1
100.0

Source: Experian Goad 2014 and NLP 2015.
(1) UK average for all town centres surveyed by Goad Plans (2014)
(2) incl. hairdressers, travel agents and other Class A1 uses not selling comparison/convenience goods
2.8

The centre’s mix of units shows that representation of comparison retailers is
above the national average, and the proportion of convenience retailers is
below. Sainsbury’s and Waitrose supermarkets could account for the low
number of convenience retailers, as shoppers can do all their convenience
shopping in one of those stores. At 11.1%, the proportion of A2 services is
slightly below the national average, as is the proportion of A3/A5 uses and A1
services. The vacancy rate, at 13.0% is slightly above the national average and
the proportion of A4 uses is in line with the average.

Retailer Representation
2.9

Fleet has a good selection of comparison shops (90), with a proportion much
higher than the national average. Table F.2 provides a breakdown of
comparison shop units by category.
Table F.2 Fleet Breakdown of Comparison Units

Fleet
Type of Unit
Clothing and footwear
Furniture, carpets and textiles
Booksellers, arts, crafts and stationers
Electrical, gas, music and photography
DIY, hardware and homewares
China, glass, gifts and fancy goods
Cars, motorcycles and motor accessories
Chemists, drug stores and opticians
Variety, department and catalogue
Florists, nurserymen and seedsmen
Toys, hobby, cycle and sport

P8

Units
2015
22
11
11
7
6
3
0
9
2
0
4

%

% UK
Average*

24.4
12.2
12.2
7.8
6.7
3.3
0
10.0
2.2
0
4.4

25.0
7.4
10.6
9.4
6.4
4.6
1.3
10.0
1.6
2.3
5.2

8248834v1

Retail, Leisure and Town Centres Study : Part 2 - Town Centres

Fleet
Type of Unit

Units
2015
3
9
3
90

Jewellers
Charity/second-hand
Other comparison retailers
Total

%

% UK
Average*

3.3
10.0
3.3
100.0

5.0
8.4
2.9
100.0

Source: Experian Goad, 2014
* UK average for all town centres surveyed by Goad Plans (March 2014)
2.10

Fleet town centre provides all of the GOAD Plan comparison categories, apart
from cars/motorcycles/motor accessories and florists/nurserymen/seedsman.
The centre has a roughly average proportion of clothing/footwear,
DIY/hardware/homewares and chemists/drugstores/opticians and a below
average proportion of electrical/gas/music/photography, toys/hobby/cycle/sport
and jewellers. The proportion of furniture/carpets/textiles,
booksellers/arts/crafts/stationers and charity/second-hand retailers is above
the national average.

Services Uses
2.11

Fleet has a good range of non-retail service uses, with all categories present.
Categories are mostly well represented (see table F.3) reflecting the size of the
centre and its service role within the shopping hierarchy.

2.12

The proportion of restaurants/cafes is above the national average, as is the
proportion of estate agents/valuers and laundries/dry cleaners. Fast
food/takeaways, banks/other financial services and hairdressers/beauty
parlours are all substantially below the national average.
Table F.3 Fleet Analysis of Selected Service Uses

Type of Unit
Restaurants/cafés
Fast food/takeaways
Pubs/bars
Banks/other financial services
Betting shops/casinos
Estate agents/valuers
Travel agents
Hairdressers/beauty parlours
Laundries/dry cleaners
Sub-Total
Other A1 Services
Total

Fleet
Units 2015

%

21
9
6
7
3
12
2
14
5
79
8
87

26.6
11.4
7.6
8.9
3.8
15.2
2.5
17.7
6.3
100.0
-

% UK Average*
23.3
15.2
7.6
12.9
4.0
9.5
2.5
22.9
2.2
100.0
-

Source: Experian Goad, 2014.
* UK average for all town centres surveyed by Goad Plans (March 2014)
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Vacant Units
2.13

There were 28 vacant units within Fleet at the time of the survey, giving a
vacancy rate of 13%, just above the national average of 12.1%. The vacant
units are scattered throughout the centre, apart from a cluster within The Hart
Shopping Centre where over a third of the vacant units are located (10 units).

Shopper Views
2.14

Respondents to the household survey undertaken by NEMS in September
2014 were asked what, if anything, would make them shop more often in Fleet
town centre.

2.15

Around 45% responded that “nothing” would make them shop more often in
Fleet. This response indicates general satisfaction with the town centre, as the
question is only asked of those who visit Fleet. The other most popular
responses related to the shopping offer included a better choice of shops in
general (25%), better choice of clothing stores (8%), more large shops (6%)
and cheaper car parking (6%). Respondents also suggested more car parking
(4%), better quality shops (4%), less empty shops (3%) and improved
shopping environment (2%) may influence their decision to shop in Fleet.

Summary of Fleet’s Strengths and Weaknesses
Strengths
•
•

•

•

•

•

•

The centre has a good comparison retail offer.
The centre is anchored by Sainsbury’s and Waitrose supermarkets which
provide for main food shopping as well as top-up shopping.
The centre has sufficient car parking provision, with car parks in close
proximity to the main retail units as well as on road parking for short
visits.
There are a good number of independent retailers, helping to create a
unique shopping experience.
There are a number of national multiple retailers, including Iceland,
Boots, WHSmiths and Next.
The centre is well maintained on the whole, with a good mix of
architectural styles and pleasant streetscape.
The main road has multiple pedestrian crossings throughout its length,
aiding pedestrians to utilise the entire shopping offer.

Weaknesses
•
•

P10

The centre has a low proportion of convenience retail.
The vacancy rate is higher than the national average, with a cluster
within The Hart Shopping Centre.
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•

•

The linear aspect of the town centre means there is no focal point and
the retailers are spread out over a relatively large area.
Fleet Railway Station is quite a distance from the town centre.

Hartley Wintney
2.16

Hartley Wintney is a large village located towards the centre of the District. It
serves communities within the surrounding rural area, in particular
communities in the north of the District. The centre is focused along the wide
High Street and includes:
•

convenience shopping – including a One Stop convenience store as well
as bakers, newsagents and grocers;

•

comparison shopping – provided by a range of independent retailers;

•

services – including cafes, restaurants, hairdressers and takeaways;

•

entertainment – including a pub;

•

community facilities – including a place of worship.

Mix of Uses and Occupier Representation
2.17

Hartley Wintney has a total of 41 retail/service units. The diversity of uses
present in the centre in terms of the number of units is set out in Table HW.1,
compared against the national average.
Table HW.1 Hartley Wintney Use Class Mix by Unit

Type of Unit
Comparison Retail
Convenience Retail
(2)
A1 Services
A2 Services
A3/A5
A4 pubs/bar
Vacant
Total

% of Total Number of Units

Units
2015

Hartley Wintney %

12
7
6
5
6
1
4
41

29.3
17.1
14.6
12.2
14.6
2.4
9.8
100.0

UK Average

(1)

36.0
8.1
14.1
12.1
14.7
2.9
12.1
100.0

Source: Experian Goad 2014 and NLP 2015.
(1) UK average for all town centres surveyed by Goad Plans (2014).
(2) incl. hairdressers, travel agents and other Class A1 uses not selling comparison/convenience goods.
2.18
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The centre’s mix of units differs from the national average, most notably with
regard to the proportion of convenience retail uses which is much higher than
the national average and the proportion of comparison much below. This could
be explained by the centre’s role within the wider rural community as a place to
do top-up shopping. Service uses are in line with the national averages and the
vacancy rate is lower than average.
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Retailer Representation
2.19

Hartley Wintney has a limited selection of comparison shops (12). Table HW.2
provides a breakdown of comparison shop units by category. The table is
skewed heavily towards furniture/carpets/textiles, with almost 42% of
comparison stores providing these goods, against a national average of 7.4%.
Hartley Wintney is well known for its proliferation of antique shops. This indeed
explains why there is such an overprovision of furniture/carpets/textiles. Seven
GOAD categories are not represented, owing to the small nature of the centre
and uniqueness of its comparison offer.
Table HW.2 Hartley Wintney Breakdown of Comparison Units

Hartley Wintney
Type of Unit

Units
2015
2
5
1
0
1
0
0
1
0
1
0
1
0
0
12

Clothing and footwear
Furniture, carpets and textiles
Booksellers, arts, crafts and stationers
Electrical, gas, music and photography
DIY, hardware and homewares
China, glass, gifts and fancy goods
Cars, motorcycles and motor accessories
Chemists, drug stores and opticians
Variety, department and catalogue
Florists, nurserymen and seedsmen
Toys, hobby, cycle and sport
Jewellers
Charity/second-hand
Other comparison retailers
Total

%

% UK
Average*

16.7
41.7
8.3
0.0
8.3
0.0
0.0
8.3
0.0
8.3
0.0
8.3
0.0
0.0
100.0

25.0
7.4
10.6
9.4
6.4
4.6
1.3
10.0
1.6
2.3
5.2
5.0
8.4
2.9
100.0

Source: Experian Goad, 2014
* UK average for all town centres surveyed by Goad Plans (March 2014)

Service Uses
2.20

Hartley Wintney has a good range of service uses, with all uses present apart
from travel agents, as shown in Table HW.3.
Table HW.3 Hartley Wintney Analysis of Selected Service Uses

Type of Unit
Restaurants/cafés
Fast food/takeaways
Pubs/bars
Banks/other financial services
Betting shops/casinos
Estate agents/valuers
Travel agents
Hairdressers/beauty parlours
Laundries/dry cleaners
Sub-Total

P12

Hartley Wintney
Units 2015

%

4
2
1
2
1
2
0
4
2
18

22.2
11.1
5.6
11.1
5.6
11.1
0.0
22.2
11.1
100.0

% UK Average*
23.3
15.2
7.6
12.9
4.0
9.5
2.5
22.9
2.2
100.0
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Type of Unit
Other A1 Services
Total

Hartley Wintney
Units 2015

%

0
18

-

% UK Average*
-

Source: Experian Goad, 2014.
* UK average for all town centres surveyed by Goad Plans (March 2014)
2.21

The proportion of restaurants and cafes is in line with the national average, as
is the proportion of hairdressers/beauty parlours. The proportion of fast
food/takeaways, banks/other financial services and pubs/bars is below the
national average.

Vacant Uses
2.22

There are four vacant retail units within Hartley Wintney, giving a vacancy rate
of 9.8%, below the national average of 12.1%.

Shopper Views
2.23

Respondents to the household survey undertaken by NEMS in September
2014 were asked what, if anything, would make them shop more often in
Hartley Wintney.

2.24

Around 76% responded that “nothing” would make them shop more often in
Hartley Wintney. This response indicates general satisfaction with the town
centre, as the question is only asked of those who visit Hartley Wintney. The
other most popular responses related to the shopping offer included a better
choice of shops in general (7%), more car parking (4%), more large shops
(2%) and better quality shops (2%).

Summary of Hartley Wintney’s Strengths and Weaknesses
Strengths
•

•

•

The centre has lots of parking, in both on-road parking bays and off-road
car parks.
There are lots of independent stores, giving the centre a specialist retail
offer.
The High Street is wide, with attractive, well-kept buildings, creating a
pleasant shopping environment.

•

Good street furniture, with benches and outdoor café/restaurant tables.

•

The centre has a good convenience retail offer.

•

Busy and vibrant centre.

Weaknesses

8248834v1

•

The centre has a low proportion of comparison retailers.

•

Heavy traffic along the High Street.
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•

National multiple retailers are poorly represented.

Hook
2.25

Hook is a large village located in the far west of the District, with access to the
M3 and a mainline railway connecting to London and Basingstoke. The village
centre runs along Station Road to just south of the railway line, as well as
along London road. The centre includes:
•

•

convenience shopping – including a large Tesco superstore, as well as a
butchers, bakers and convenience stores;
comparison shopping - including furniture, homeware and antique
shops;

•

services – including restaurants, takeaways and hairdressers; and

•

entertainment – including two pubs.

Mix of Uses and Occupier Representation
2.26

Hook has a total of 38 retail/service units. The diversity of uses present in the
centre in terms of number of units is set out in Table H.1, compared against the
national average.
Table H.1 Hook Use Class Mix by Unit

Type of Unit
Comparison Retail
Convenience Retail
(2)
A1 Services
A2 Services
A3/A5
A4 pubs/bar
Vacant
Total

% of Total Number of Units

Units
2015

Hook %

13
5
6
6
5
2
1
38

34.2
13.2
15.8
15.8
13.2
5.3
2.6
100.0

UK Average

(1)

36.0
8.1
14.1
12.1
14.7
2.9
12.1
100.0

Source: Experian Goad 2014 and NLP 2015.
(1) UK average for all town centres surveyed by Goad Plans (2014).
(2) incl. hairdressers, travel agents and other Class A1 uses not selling comparison/convenience goods.
2.27

The centre’s mix shows a higher than average proportion of convenience retail
and a slightly lower proportion of comparison retail units. This is to be expected
given the size of the centre and its role servicing the local population. The
proportion of A1 and A2 services is above the national average, but A3/A5 are
slightly below. The vacancy rate of 2.6% is substantially below the national
average and indicates Hook has a vibrant retail centre with strong demand for
retail units.

Retailer Representation
2.28
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Hook has a reasonable selection of comparison shops (13). Table H.2 provides
a breakdown of comparison shop units by category.
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Table H.2 Hook Breakdown of Comparison Units

Hook
Type of Unit

Units
2014
0
4
2
0
0
0
0
2
0
1
0
0
2
1
12

Clothing and footwear
Furniture, carpets and textiles
Booksellers, arts, crafts and stationers
Electrical, gas, music and photography
DIY, hardware and homewares
China, glass, gifts and fancy goods
Cars, motorcycles and motor accessories
Chemists, drug stores and opticians
Variety, department and catalogue
Florists, nurserymen and seedsmen
Toys, hobby, cycle and sport
Jewellers
Charity/second-hand
Other comparison retailers
Total

%

% UK
Average*

0.0
33.3
16.7
0.0
0.0
0.0
0.0
16.7
0.0
8.3
0.0
0.0
16.7
8.3
100.0

25.0
7.4
10.6
9.4
6.4
4.6
1.3
10.0
1.6
2.3
5.2
5.0
8.4
2.9
100.0

Source: Experian Goad, 2014
* UK average for all town centres surveyed by Goad Plans (March 2014)
2.29

Hook provides less than half of the GOAD comparison categories. The highest
proportion of retailers is within the furniture/carpet/textiles category, with 33.3%
of comparison units falling within this category. This highlights that the centre
has a fairly limited retail offer.

Service Uses
2.30

Hook has a good range of non-retail service uses, with all GOAD service
categories present.

2.31

The proportion of restaurant/cafes is significantly below the national average,
as is the proportion of hairdressers/beauty parlours. There is a high proportion
of fastfood/takeaways, estate agents/valuers, travel agents and laundries/dry
cleaners.
Table H.3 Hook Analysis of Selected Service Uses

Type of Unit
Restaurants/cafés
Fast food/takeaways
Pubs/bars
Banks/other financial services
Betting shops/casinos
Estate agents/valuers
Travel agents
Hairdressers/beauty parlours
Laundries/dry cleaners
Sub-Total
Other A1 Services

8248834v1

Hook
Units 2014

%

2
3
2
2
1
3
1
3
1
18
2

11.1
16.7
11.1
11.1
5.6
16.7
5.6
16.7
5.6
100.0
-

% UK Average*
23.3
15.2
7.6
12.9
4.0
9.5
2.5
22.9
2.2
100.0
-
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Type of Unit
Total

Hook
Units 2014

%

20

-

% UK Average*
-

Source: Experian Goad, 2014.
* UK average for all town centres surveyed by Goad Plans (March 2014)

Vacant Units
2.32

There was one vacant unit within Hook at the time of the survey, giving a
vacancy rate of 2.6%, significantly below the national average. This signifies
that the centre has a strong demand for retail units.

Shopper Views
2.33

Respondents to the household survey undertaken by NEMS in September
2014 were asked what, if anything, would make them shop more often in Hook
Village Centre.

2.34

67% of respondents stated “nothing” would make them shop more often in
Hook. This response indicates general satisfaction with the town centre, as the
question is only asked of those who visit Hook. The other popular responses
related to the shopping offer were better choice of shops in general (12%),
more food supermarkets (8%), better quality shops (4%), open a
hardware/electrical shop (3%), more independent stores (3%) and a better
choice of clothing stores (1%).

Summary of Hook’s Strengths and Weaknesses
Strengths
•

•

•

•

The centre has a very low vacancy rate, signalling healthy demand for
retail units.
The centre has a good convenience retail offer. Tesco supermarket
caters for main food shopping, top-up shopping as well as some
electrical and household goods.
The centre has good car parking provision, with car parks in close
proximity to the retailers.
There are a higher than average proportion of A1 and A2 uses.

Weaknesses
•

The centre has a poor selection of comparison retailers.

•

The centre has a lower than average proportion of A3/A5 retailers.

•

•
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The retail units are spread out, with gaps in the frontages. This restricts
movement throughout the entire centre.
There is not a lot of character or defining features present within the
centre. Some of the buildings are in need of refurbishment.
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Odiham
2.35

Odiham is a large village in the south west of the District and is an important
centre for the surrounding rural areas. The village centre is located along High
Street, between Church Street in the west and 45 High Street in the east. The
centre includes:
•

Convenience shopping – including a Co-operative convenience store, a
newsagents and an off-licence;

•

Comparison shopping – provided by a range of independent retailers;

•

Services – including restaurants, cafes, hairdressers and banks;

•

Entertainment – including a pub.

Mix of Uses and Occupier Representation
2.36

Odiham has a total of 35 retail/service units. The diversity of uses present in
the centre in terms of number of units is set out in Table O.1, compared
against the national average.
Table O.1 Odiham Use Class Mix by Unit

Type of Unit
Comparison Retail
Convenience Retail
(2)
A1 Services
A2 Services
A3/A5
A4 pubs/bar
Vacant
Total

% of Total Number of Units

Units
2015

Odiham %

11
4
5
6
7
1
1
35

31.4
11.4
14.3
17.1
20.0
2.9
2.9
100.0

UK Average

(1)

36.0
8.1
14.1
12.1
14.7
2.9
12.1
100.0

Source: Experian Goad 2014 and NLP 2015.
(1) UK average for all town centres surveyed by Goad Plans (2014).
(2) incl. hairdressers, travel agents and other Class A1 uses not selling comparison/convenience goods.
2.37

The centre’s mix of units shows that the proportion of convenience retailers is
above the national average, as is the proportion of A2 and A3/A5 retailers. This
is to be expected given the centre’s role serving the local population.
Comparison retailers are proportionally underrepresented when compared
against the national average, and the number of vacant units is significantly
below the average.

Retailer Representation
2.38

8248834v1

Odiham has a fairly poor selection of comparison shops (11). Table O.2
provides a breakdown of comparison shop units by category.
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Table O.2 Odiham Breakdown of Comparison Units

Odiham
Type of Unit

Units
2014
2
1
2
0
0
1
0
2
0
1
0
1
1
0
11

Clothing and footwear
Furniture, carpets and textiles
Booksellers, arts, crafts and stationers
Electrical, gas, music and photography
DIY, hardware and homewares
China, glass, gifts and fancy goods
Cars, motorcycles and motor accessories
Chemists, drug stores and opticians
Variety, department and catalogue
Florists, nurserymen and seedsmen
Toys, hobby, cycle and sport
Jewellers
Charity/second-hand
Other comparison retailers
Total

%

% UK
Average*

18.2
9.1
18.2
0.0
0.0
9.1
0.0
18.2
0.0
9.1
0.0
9.1
9.1
0.0
100.0

25.0
7.4
10.6
9.4
6.4
4.6
1.3
10.0
1.6
2.3
5.2
5.0
8.4
2.9
100.0

Source: Experian Goad, 2014
* UK average for all town centres surveyed by Goad Plans (March 2014)
2.39

Odiham provides a higher than average proportion of furniture/carpets/textiles,
booksellers/arts/crafts/stationers, china/glass/gifts/fancy goods,
chemists/drugstores/opticians, florists/nurserymen/seedsmen, jewellers and
charity/second-hand shops. The proportion of clothing/footwear retailers is
below the national average and all other GOAD categories are not
represented. This highlights that the centre has a fairly limited retail offer.

Service Uses
2.40

Odiham has a good range of non-retail service uses, with most categories
present. Categories that are present are reasonably well represented (see
Table O.3) reflecting the centre’s importance in providing services to the
surrounding local population.

2.41

The proportion of restaurants/cafes is significantly above the national average
(36.8% v 23.3%). Banks/other financial services, estate agents/valuers and
travel agents are also well represented with proportions slightly above national
average.
Table O.3 Odiham Analysis of Selected Service Uses

Type of Unit
Restaurants/cafés
Fast food/takeaways
Pubs/bars
Banks/other financial services
Betting shops/casinos
Estate agents/valuers
Travel agents
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Odiham
Units 2014

%

7
0
1
3
0
3
1

36.8
0.0
5.3
15.8
0.0
15.8
5.3

% UK Average*
23.3
15.2
7.6
12.9
4.0
9.5
2.5
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Type of Unit
Hairdressers/beauty parlours
Laundries/dry cleaners
Sub-Total
Other A1 Services
Total

Odiham
Units 2014

%

4
0
19
0
19

21.1
0.0
100.0
-

% UK Average*
22.9
2.2
100.0
-

Source: Experian Goad, 2014.
* UK average for all town centres surveyed by Goad Plans (March 2014)

Vacant Units
2.42

There was one vacant unit within Odiham at the time of the survey, giving a
vacancy rate of 2.9%, significantly below the national average. This signifies
that the centre has a strong demand for retail units.

Shopper Views
2.43

Respondents to the household survey undertaken by NEMS in September
2014 were asked what, if anything, would make them shop more often in
Odiham Village Centre.

2.44

66% of respondents stated “nothing” would make them shop more often in
Odiham. This response indicates general satisfaction with the town centre, as
the question is only asked of those who visit Odiham. The other popular
responses related to the shopping offer were a better choice of shops in
general (17%), more car parking (7%), better quality shops (4%) and more
food supermarkets (2%).

Summary of Odiham’s Strengths and Weaknesses
Strengths
•

•

•
•

Odiham has a very good provision of convenience retailers and A1, A2,
A3/A5 service uses.
There are a number of independent retailers, giving the centre a unique
retail offer.
The buildings within the centre are attractive and well maintained.
Overall, there is a pleasant shopping environment, with good pedestrian
crossings and wide pavements.

•

The vacancy rate, at 2.9% is substantially below the national average.

•

Entire centre is within a conservation area.

Weaknesses
•
•

8248834v1

Car parking is fairly restricted.
The dense urban form of the village restricts any substantial expansion of
the retail/service centre.
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•

There is a lower than average proportion of comparison retailers.

Blackwater
2.45

Blackwater is located in the north-east of Hart District and lies within the
Blackwater Valley conurbation. The town centre lacks clear definition and is
within close proximity to neighbouring Camberley, in the adjoining borough of
Surrey Heath. The centre is focused on London Road and includes:
•

Convenience shopping – including Aldi and Lidl supermarkets as well as
a newsagents and general store;

•

Comparison shopping – limited;

•

Services – limited to hairdressers and beauty parlours;

•

Entertainment – including a pub and music venue;

Mix of Uses and Occupier Representation
2.46

Blackwater has a total of 29 retail/service units. The diversity of uses present in
the centre in terms of the number of units is set out in Table B.1, compared
against the national average.
Table B.1 Blackwater Use Class Mix by Unit

Type of Unit
Comparison Retail
Convenience Retail
(2)
A1 Services
A2 Services
A3/A5
A4 pubs/bar
Vacant
Total

% of Total Number of Units

Units
2015

Blackwater %

9
4
5
2
6
2
1
29

31.0
13.8
17.2
6.9
20.7
6.9
3.4
100.0

UK Average

(1)

36.0
8.1
14.1
12.1
14.7
2.9
12.1
100.0

Source: Experian Goad 2014 and NLP 2015.
(1) UK average for all town centres surveyed by Goad Plans (2014).
(2) incl. hairdressers, travel agents and other Class A1 uses not selling comparison/convenience goods.
2.47

Blackwater’s mix of units shows that representation of comparison retailers is
below the national average, and the proportion of convenience retailers is
above. Due to Blackwater providing a local serve centre serving a local
population this is in-line with what we would expect.

2.48

The proportion of A1 services and A3/A5 uses is above the national average
and the proportion of A2 is below. The vacancy rate is significantly below the
national average, with only one vacant unit.

2.49

The household survey undertaken by NEMS in September 2014 shows the
Aldi supermarket trading very well, significantly above the national average.
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Retailer Representation
2.50

Blackwater town centre has a poor selection of comparison shops (9). Table
B.2 provides a breakdown of comparison shop units by category.
Table B.2 Blackwater Breakdown of Comparison Units

Blackwater
Type of Unit

Units
2015
1
1
0
1
2
0
0
3
0
0
0
0
1
0
9

Clothing and footwear
Furniture, carpets and textiles
Booksellers, arts, crafts and stationers
Electrical, gas, music and photography
DIY, hardware and homewares
China, glass, gifts and fancy goods
Cars, motorcycles and motor accessories
Chemists, drug stores and opticians
Variety, department and catalogue
Florists, nurserymen and seedsmen
Toys, hobby, cycle and sport
Jewellers
Charity/second-hand
Other comparison retailers
Total

%

% UK
Average*

11.1
11.1
0.0
11.1
22.2
0.0
0.0
33.3
0.0
0.0
0.0
0.0
11.1
0.0
100.0

25.0
7.4
10.6
9.4
6.4
4.6
1.3
10.0
1.6
2.3
5.2
5.0
8.4
2.9
100.0

Source: Experian Goad, 2014
* UK average for all town centres surveyed by Goad Plans (March 2014)

The centre provides only six of the nine GOAD plan comparison categories.
The proportion of chemists/drugstores/opticians and DIY/hardware/homewares
shops is significantly higher than the national average and only a very limited
choice within the categories represented.

Service uses
2.51

Blackwater has a good range of non-retail service uses, with all categories
present apart from estate agents/valuers and travel agents (See table B.3).
This is to be expected given the size of the centre and its role servicing the
location population.

2.52

The proportion of restaurants/cafes is slightly below the national average,
whereas the proportion of fastfood/takeaways is above. The proportion of
hairdressers/beauty parlours is also above the national average.
Table B.3 Blackwater Analysis of Selected Service Uses

Type of Unit
Restaurants/cafés
Fast food/takeaways
Pubs/bars
Banks/other financial services
Betting shops/casinos
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Blackwater
Units 2015

%

3
3
1
1
1

20.0
20.0
13.3
6.7
6.7

% UK Average*
23.3
15.2
7.6
12.9
4.0
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Type of Unit
Estate agents/valuers
Travel agents
Hairdressers/beauty parlours
Laundries/dry cleaners
Sub-Total
Other A1 Services
Total

Blackwater
Units 2015

%

0
0
4
1
15
0
15

0.0
0.0
26.7
6.7
100.0
-

% UK Average*
9.5
2.5
22.9
2.2
100.0
-

Source: Experian Goad, 2014.
* UK average for all town centres surveyed by Goad Plans (March 2014)

Vacant Units
2.53

There was one vacant unit within Blackwater at the time of the survey, giving a
vacancy rate of just 3.4%, significantly below the national average of 12.1%,
highlighting a robust level of demand for units within the centre.

Shopper Views
2.54

Respondents to the household survey undertaken by NEMS in September
2014 were asked that, if anything, would make them shop more often in
Blackwater town centre.

2.55

Around 65% responded that “nothing” would make them shop more often in
Blackwater. This response indicates general satisfaction with the town centre,
as the question is only asked of those who visit Blackwater. The other most
popular responses related to the shopping offer included a better choice of
shops in general (13%), more car parking (6%), cheaper car parking (3%),
better choice of clothing stores (3%) and better quality shops (2%).

Summary of Blackwater’s Strengths and Weaknesses
Strengths
•

•

•

•

•

The centre has a very low vacancy rate, signalling healthy demand for
retail units.
The centre has a good convenience retail offer. Aldi and Lidl
supermarkets cater for main food shopping, top-up shopping as well as
some electrical and household goods.
The Aldi supermarket is trading very well, creating a big draw to the
centre.
The centre has good car parking provision, with car parks in close
proximity to the retailers.
There is a higher than average proportion of A1/A3/A5 uses.

Weaknesses
•
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The centre has a poor selection of comparison retailers.
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•

•

•

•

A busy main road dissects the centre, creating an unpleasant shopping
environment and making it difficult for pedestrians to utilise the entire
retail offer.
The two large supermarkets dominate the centre, so choice is rather
limited.
The centre is out of date and drab, with no defining features and a poor
public realm.
Disjointed and not cohesive centre with different component parts.

Yateley
2.56

Yateley lies in the north east of the District and falls within the Blackwater
Valley conurbation. Yateley lacks a defined town centre, instead consisting of a
series of smaller centres and parades located around Reading Road. The two
centres identified as Yateley Town Centre include:
•

•

•

•

Convenience shopping – including a Co-Operative supermarket, plus
other convenience stores, a butchers and grocers;
Comparison shopping – including a jewellers, gift shop, computer shop
and clothing store;
Services – including hairdressers, beauty parlours, restaurants/cafes and
takeaways; and
Entertainment – including two pubs.

Mix of Uses and Occupier Representation
2.57

Yateley has a total of 55 retail/service units. The diversity of uses present in
the centre in terms of the number of units is set out in Table Y.1, compared
against the national average.
Table Y.1 Yateley Use Class Mix by Unit

Type of Unit
Comparison Retail
Convenience Retail
(2)
A1 Services
A2 Services
A3/A5
A4 pubs/bar
Vacant
Total

% of Total Number of Units

Units
2015

Yateley %

15
6
12
6
11
2
3
55

27.3
10.9
21.8
10.9
20.0
3.6
5.5
100.0

UK Average

(1)

36.0
8.1
14.1
12.1
14.7
2.9
12.1
100.0

Source: Experian Goad 2014 and NLP 2015.
(1) UK average for all town centres surveyed by Goad Plans (2014).
(2) incl. hairdressers, travel agents and other Class A1 uses not selling comparison/convenience goods.
2.58
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Yateley’s mix of units shows that representation of comparison retailers is
significantly below the national average, and the proportion of convenience
retailers is slightly above.
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2.59

The proportion of A1 services and A3/A5 uses is well above the national
average and the proportion of A2 is below. The vacancy rate is significantly
below the national average, with only three vacant units.

Retailer Representation
2.60

Yateley town centre has a poor selection of comparison shops (15). Table Y.2
provides a breakdown of comparison shop units by category.
Table Y.2 Yateley Breakdown of Comparison Units

Yateley
Units
2015
2
1
1
1
0
1
2
3
0
1
1
1
0
1
15

Type of Unit
Clothing and footwear
Furniture, carpets and textiles
Booksellers, arts, crafts and stationers
Electrical, gas, music and photography
DIY, hardware and homewares
China, glass, gifts and fancy goods
Cars, motorcycles and motor accessories
Chemists, drug stores and opticians
Variety, department and catalogue
Florists, nurserymen and seedsmen
Toys, hobby, cycle and sport
Jewellers
Charity/second-hand
Other comparison retailers
Total

%

% UK
Average*

13.3
6.7
6.7
6.7
0.0
6.7
13.3
20.0
0.0
6.7
6.7
6.7
0.0
6.7
100.0

25.0
7.4
10.6
9.4
6.4
4.6
1.3
10.0
1.6
2.3
5.2
5.0
8.4
2.9
100.0

Source: Experian Goad, 2014
* UK average for all town centres surveyed by Goad Plans (March 2014)

The centre provides all but three of the GOAD comparison categories. The
proportion of chemists/drugstores/opticians and cars/motorcycles/motor
accessory shops is significantly higher than the national average. There are no
charity/second-hand, variety/department/catalogue, and
DIY/hardware/homeware retailers and only a very limited choice within the
categories represented.

Service uses
2.61

Yateley has a good range of non-retail service uses, with all categories present
apart from travel agents (see Table Y.3). The proportion of restaurants/cafes
is slightly below the national average, whereas the proportion of
fastfood/takeaways is significantly above. The proportion of
hairdressers/beauty parlours is also above the national average, as is the
number of hairdressers/beauty parlours.
Table Y.3 Yateley Analysis of Selected Service Uses

Type of Unit
Restaurants/cafés
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Yateley
Units 2015

%

5

17.9

% UK Average*
23.3
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Type of Unit
Fast food/takeaways
Pubs/bars
Banks/other financial services
Betting shops/casinos
Estate agents/valuers
Travel agents
Hairdressers/beauty parlours
Laundries/dry cleaners
Sub-Total
Other A1 Services
Total

Yateley
Units 2015

%

6
2
1
1
4
0
7
2
28
3
31

21.4
7.1
3.6
3.6
14.3
0.0
25.0
7.1
100.0
-

% UK Average*
15.2
7.6
12.9
4.0
9.5
2.5
22.9
2.2
100.0
-

Source: Experian Goad, 2014.
* UK average for all town centres surveyed by Goad Plans (March 2014)

Vacant Units
2.62

There were three vacant units within Yateley at the time of the survey, giving a
vacancy rate of just 5.5%, significantly below the national average of 12.1%,
highlighting a strong level of demand for units within the centre.

Shopper Views
2.63

Respondents to the household survey undertaken by NEMS in September
2014 were asked that, if anything, would make them shop more often in
Yateley town centre.

2.64

Around 66% responded that “nothing” would make them shop more often in
Yateley. This response indicates general satisfaction with the town centre, as
the question is only asked of those who visit Yateley. The other most popular
responses related to the shopping offer included a better choice of shops in
general (15%), better quality shops (4%), more car parking (3%), more food
supermarkets (2%), improved shopping environment (2%) and better choice of
clothing stores (2%).

Summary of Yateley’s Strengths and Weaknesses
Strengths
•

•
•

•

The centre has a low vacancy rate, signalling healthy demand for retail
units.
The centre has a good convenience retail offer.
There is a good car parking provision, with car parks in close proximity to
all of the retail/service units.
There are a higher than average proportion of A1/A3/A5 service uses.

Weaknesses
•

8248834v1

The centre is very disjointed, with two distinct centres present.
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•

Connectivity between the different areas is poor.

•

The centre has a poor selection of comparison retailers.

•

•
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The centre is located on a main road making it difficult for pedestrians to
utilise the entire retail offer.
Certain sections of the centre are out of date and drab, with no defining
features and a poor public realm.
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3.0

Review of Centre Boundaries and Frontages
Introduction

3.1

This section reviews shopping frontage and boundary policy options within Hart
and considers appropriate policy approaches and measures to inform future
planning for retail and town centre uses in the District. The Hart District Local
Plan (Replacement) was adopted in 2002 with Alterations adopted in 2006.
The saved policies of the Local Plan form the current Development Plan for
Hart. The Council withdrew the Core Strategy on 30 September 2013. A new
Local Plan Strategy and Sites document is being prepared.

3.2

The emerging Hart Local Plan development plan document (DPD) will provide
the overarching spatial strategy for Hart, providing detailed development
management policies. The comments in this section are intended for
consideration in the emerging Hart Local Plan and other development plan
documents.

Methodology
3.3

In undertaking this review, consideration has been given to definitions of the
town centre, primary shopping area and primary and secondary frontages
contained in the NPPF.

3.4

Annex 2 of the NPPF provides definitions of these designations, as follows:
Town centre: 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. 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. Unless they are identified as centres in Local Plans, existing outof-centre developments, comprising or including main town centre uses, do not
constitute town centres.
Primary shopping area (PSA): Defined area where retail development is
concentrated (generally comprising the primary and those secondary frontages
which are adjoining and closely related to the primary shopping frontage).
Primary and secondary frontages: Primary frontages are likely to include a
high proportion of retail uses which may include food, drinks, clothing and
household goods. Secondary frontages provide greater opportunities for a
diversity of uses such as restaurants, cinemas and businesses.

3.5

8248834v1

The NPPF indicates four separate designations within town centres can be
considered and each has a different policy objective, as follows:
1

town centre boundaries – vitality and viability protection and application
of the sequential approach;

2

primary shopping area - application of the sequential approach;

P27

Retail, Leisure and Town Centres Study : Part 2 - Town Centres

3.6

3

primary shopping frontages – maintaining the predominance of Class
A1 retail use; and

4

secondary shopping frontages – maintaining the mix of retail/non-retail
uses.

The NPPF provides limited guidance on how these areas, particularly shopping
frontages should be identified. Traditionally key factors that can be adopted to
identify the extent of the primary shopping area, and primary and secondary
frontages include:
•

•

•

•

composition of uses: the proportion of retail uses within the frontage
based upon the GOAD surveys of the town centres. Primary shopping
frontages would comprise higher proportions of A1 retail uses than
secondary shopping frontages;
prime rental levels: analysis of Zone A rental levels of units within the
centres sourced from Valuation Office (VOA) website, with primary
shopping frontages expected to achieve higher rental levels than the
secondary frontages;
pedestrian flows: level of pedestrian flows within particular areas/
frontages of the centre identified from visits to the centre, with the highest
pedestrian flows in the primary shopping frontage;
key anchor stores: the presence of key anchor stores such as
department stores or food stores can also identify the extent of the
Primary Shopping Area and key frontages.

Existing Boundaries and Frontage Policies
3.7

Saved policies within the adopted Hart District Local Plan Review include a
number of policies relating to shopping within the town and village centres. The
Local Plan defines the boundaries of town and village centres of Fleet, Yateley,
Hook, Odiham and Hartley Wintney under Policy URB8, but this policy
excludes Blackwater. Within the centre boundaries, only Fleet has primary and
secondary retail areas.

3.8

Policy URB8 states that retail development will be permitted in the defined
town and village centres if it will sustain and/or enhance the range and quality
of shopping provision and the vitality and viability of the centre, maintain or
improve the amenity, environment and character of the centre and be readily
accessible by means of transport other than the private car.

3.9

The supporting text to Policy URB8 states that at the ground floor level within
the defined commercial centres of settlements, shopping is the main use and
the concentration of shops within one main area increases the convenience for
shoppers. The text continues to state that in those parts of the centres where
shopping is, or is intended to become, the predominant use, Class A2 and A3
uses will only be permitted in shopping frontages if the development would not
lead to non-shopping uses occupying more than 15% of the frontage within 50
metres on either side of the application site. This increases to 25% in
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secondary or local shopping areas. The text also acknowledges that all
proposals will be assessed on their merits, and for Fleet the area-specific
policies will take precedence.
3.10

Policy URB10 states that proposals for large scale retail (over 2,500 sq.m)
outside the defined town, district and local centres will not be permitted unless
there is a need for the additional shopping provision that cannot be met in the
commercial centres, in which case the sequential approach will be adopted,
with the first preference being town centre sites, followed by edge of town
centre sites, followed by district or local centres. Out of centre sites will only be
considered as a last resort. The policy outlines additional criteria that must be
met, that the proposal would not adversely affect the character, vitality and
viability of nearby centres, either as a result of the individual proposal or the
cumulative impact; the proposal would not cause a shortage of land for
business, industrial, distribution or other uses; and the site is easily accessible
by public transport, walking and cycling.

3.11

Policy URB4 seeks to maintain shopping as the pre-eminent function of town
and district centres. It restricts the change of use of ground floor units from
retail to commercial class B1 usage if it will lead to a fragmentation of existing
retail frontages considered essential to maintaining the vitality and viability of
the centres.

3.12

The Local Plan includes specific policies for the town and village centres of
Fleet, Yateley, Blackwater and Hook.

3.13

Emerging development plan policies should continue to include boundaries. A
clear definition of each of the boundaries that the designation relates to should
be provided, in order to ensure policies are not open to misinterpretation.

3.14

When considering emerging town centre policies, the Council needs to
consider the following issues:
1

Is it necessary to designate separate town centre boundaries and
primary shopping areas (or core shopping area) in each centre, or will
one boundary be sufficient?

2

Is it necessary to define separate primary and secondary shopping
frontages or will one frontage be appropriate?

3

Should the designated shopping frontages relate to the same area as the
primary shopping area (PSA)?

Centre Boundaries, Primary Shopping Areas and
Shopping Frontages
3.15

8248834v1

The NPPF requires planning policies to be positive, promote competitive town
centre environments and set out policies for the management and growth of
centres over the plan period. This approach includes defining the extent of
town centres and primary shopping areas, based on a clear definition of
primary and secondary frontages in designated centres and allocating suitable
sites for retail and other main town centre uses.
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3.16

In the smaller centres, it may not be necessary to have separate PSA and
centre boundaries, particularly if protected shopping frontages are also
identified.

3.17

The NPPF suggests that in drawing development plans, local authorities
should, in addition to defining the extent of town centres and primary shopping
areas, define primary and secondary frontages within designated centres, and
set policies that make clear which uses will be permitted in such locations. The
NPPF provides limited guidance on the approach policies should adopt. The
NPPF glossary indicates that primary frontages are likely to include a high
proportion of retail uses which may include food, drinks, clothing and
household goods. Secondary frontages provide greater opportunities for a
diversity of uses such as restaurants, cinemas and businesses.

3.18

The NPPF (paragraph 23) also suggests competitive town centres should be
promoted that provide customer choice and diverse retail offer reflecting the
individuality of town centres. This implies the most appropriate approach is
likely to vary from centre to centre.

3.19

The capacity projections within the Part 1 Development Needs Study indicate
there is a need to retain Class A1 to A5 uses within designated centres in order
to meet the growing needs of the community.

Fleet
3.20

Fleet town centre is the largest retail and commercial centre within Hart. The
Local Plan identifies primary and secondary retail areas within the town centre
boundary, as shown on Figure 3.1 below.
Figure 3.1: Fleet Town Centre, Primary Retail Centre and Secondary Retail Areas

Source: Extract from Hart Interactive Proposals Map
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3.21

Policy F2 relates to the primary retail centre of Fleet town centre, as shown in
Figure 3.1 above. Policy F2 states that the primary retail centre is considered
suitable for retail (A1) uses on the ground floor with residential, leisure or
business uses above. The Policy states that proposals for the change of use
from retail (A1) on the ground floor will not be permitted where this results in
more than 15% of the total shopping frontage, within 50 metres on either side
of the centre of the application site, being in non-retail uses unless the
proposed use is complementary to other retail uses and will contribute to the
vitality and viability of the town centre.

3.22

Within the secondary retail areas as shown in Figure 3.1 above, policy F3
states that these areas are considered suitable for retail, financial and
professional (A2), catering (A3) or leisure uses at ground floor level, with
residential, A2, A3, leisure or business uses above, provided that it does not
result in a disproportionate amount of non-shopping uses in the town centre.
The supporting text notes that a “disproportionate” amount is taken to mean
not more than 25% of the total shopping frontage in each area.

3.23

The emerging policies for Hart should continue to define separate Primary
Shopping Areas (PSA) and Town Centre Boundaries for Fleet, because the
centre has concentrations of other main town centre uses beyond the shopping
core/PSA. A separate PSA is necessary for applying the sequential approach.

3.24

The distinction between the PSA and the town centre boundary will provide
guidance on the appropriate location for different town centre uses, i.e. retail
uses should first be directed to the PSA, while other town centre uses such as
offices, hotels and leisure can be located within the wider town centre area i.e.
the area between the PSA and the town centre boundary.

3.25

The town centre boundary, as currently drawn, includes all areas occupied by
main town centre uses. This approach is consistent with the NPPF, and no
changes to the town centre boundary in Fleet are necessary. The extent of the
PSA needs to be considered, and some amendments may be appropriate. For
the purposes of the sequential approach, the PSA could be extended to
include the secondary retail areas, to encourage investment within these areas
that are well connected, contiguous and predominantly retail uses. Additional
areas that may be allocated for future retail development (see Section 4) could
also be included within an expanded PSA.

3.26

The majority of retail A1 units in Fleet town centre are within the area currently
defined as the primary retail centre. Within this area, 78% of the units are in
Use Class A1. There appears to be considerable potential for changes of use
from Use Class A1, as the current proportion of non-Class A1 uses is not
controlled with a maximum policy threshold within Policy F2. This area should
be defined as primary shopping frontage, and emerging Local Plan policies
should introduce new thresholds for Class A1 use.

3.27

Primary shopping frontages should seek to maintain the focus of Class A1
uses, and a maximum of 30% non-A1 uses could be adopted in these
frontages. As noted above, the areas currently defined as secondary
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shopping areas should be included within an expanded PSA, and should be
defined as secondary shopping frontages. Within secondary frontages more
flexibility and diversity could be promoted, and a maximum of 50% could be
adopted.

Hartley Wintney
3.28

Hartley Wintney village centre serves the local population. The Local Plan
identifies the village centre boundary, as shown on Figures 3.2 below.
Figure 3.2: Hartley Wintney Centre Boundary

Source: Extract from Hart Interactive Proposals Map
3.29

The Local Plan does not contain any specific policy for Hartley Wintney village
centre. Policy URB8 protects the retail provision within the defined village
centre, emphasising that development should enhance the vitality and viability
of the centre.

3.30

It is not necessary to define a separate PSA and town centre boundary for
Hartley Wintney. As currently defined, the centre boundary incorporates the
main concentration of retail and service uses in the centre. There are
additional commercial uses along the High Street between Monachus Lane
and Hunts Common, and it may be appropriate to consider extending the
centre boundary to include these uses.

3.31

Within the existing centre boundary, 72% of units are in Use Class A1. There
is currently no control over a maximum proportion of non-A1 uses.
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3.32

The area currently within the centre boundary should be classified as primary
shopping frontage and a policy should seek a maximum of 30% non-A1 retail
uses in order to protect the function of the centre.

3.33

If the centre is extended, then it would be appropriate to define this mixed
commercial area as secondary shopping frontage, and a more relaxed policy
threshold could be adopted.

Hook
3.34

Hook village centre serves the needs of the local population within the west of
the District. The Local Plan identifies the village centre boundary, as shown in
Figure 3.3 below.
Figure 3.3: Hook Centre Boundary

Source: Extract from Hart Interactive Proposals Map
3.35

The Local Plan notes that the centre would benefit from improved retail
provision. While Policy URB8 applies, there is no overall protection of retail
uses or restriction on non-retail uses within the centre.

3.36

Hook designated centre boundary covers a large area, a lot of which is not in
retail use. The area to the south of the railway around Rawlings Road should
be excluded from the town centre boundary and the southern boundary should
be Raven Road.

3.37

It is not necessary to define a separate PSA for Hook. There are also no key
retail areas within the centre boundary that should be defined as primary
shopping frontages, and a policy threshold for non-retail uses is not required.

8248834v1
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Odiham
3.38

Odiham village centre is defined on the Local Plan proposals map as shown in
Figure 3.4 below.
Figure 3.4: Odiham Centre Boundary

Source: Extract from Hart Interactive Proposals Map
3.39

There are no specific policies for Odiham village centre. While Policy URB8
applies, there is no overall protection of retail uses or restriction on non-retail
uses within the centre.

3.40

Odiham village centre boundary covers the entire commercial area and no
changes to the boundary are needed. Currently, 62% of units are in A1 retail
use. It is not necessary to define a separate PSA, nor to define primary or
secondary shopping frontages.

3.41

A specific policy for Odiham could be introduced to stipulate that A1 retail uses
should continue to be predominant within the village centre and a 50%
threshold would be appropriate. This will help to protect the retail provision but
also allow flexibility for the service sector to grow.

Blackwater
3.42

Blackwater Town Centre lies within the Blackwater Valley conurbation and
serves the immediate population as well as supporting the wider catchment.
The Local Plan defines the town centre and an Area for Retention of Retail
Uses, as shown in Figure 3.5 below.

3.43

Local Plan Policy B1 (Retention of Retail Uses) applies to the area on the
northern side of the A30, between the White Swan public house and the Aldi
supermarket on the corner of Rosemary Lane (shown as a solid blue line in
Figure 3.5). The policy seeks to safeguard the vitality and neighbourhood
shopping function of the town centre and dictates that development proposals
involving the loss of retail uses from the defined area will not be permitted.
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Figure 3.5: Blackwater Town Centre and Area for Retention of Retail Uses

Source: Extract from Hart Interactive Proposals Map
3.44

The town centre boundary should be extended to include the Lidl store to the
south of London Road. It is not essential to define a separate PSA for
Blackwater, however the area identified under Policy B1 could be redefined as
a PSA. If so, this should be extended to include the Lidl store. Alternatively,
this could be defined as primary shopping frontage, with the remainder of the
frontages within the centre boundary defined as secondary shopping frontages.

3.45

The area defined by Policy B1 currently has 77% of units within Use Class A1.
The current policy resisting the loss of any retail uses is too restrictive, and a
policy threshold of 70% Use Class A1 in order to protect the primary shopping
frontage would be more appropriate.

3.46

The remainder of the centre exhibits secondary retail characteristics, so a more
relaxed policy approach should be adopted, with no need for a threshold.

Yateley
3.47
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Yateley Town Centre lies within the Blackwater Valley Conurbation and serves
the local population as well as supporting the wider catchment area. The Local
Plan defines the town centre as shown in Figure 3.6 below.
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Figure 3.6: Yateley Centre Boundary

Source: Extract from Hart Interactive Proposals Map
3.48

Local Plan Policy Y1 (Yateley Town Centre – General Policies) covers the
entire defined town centre and states that development proposals which do not
detract from the vitality and viability of Yateley as a local shopping centre will
be permitted. Other Local Plan policies relate to specific areas within Yateley,
but there is no overall protection of retail uses or restriction on non-retail uses
in the centre, other than Policy URB8.

3.49

The Yateley town centre boundary covers a wide area, incorporating a series
of smaller centres or parades along Reading Road. These broadly fall into two
distinct commercial areas, which are separated by a considerable stretch of
residential uses. These two centres do not feel connected or part of the same
centre, and we recommend that they are defined as separate areas. Both
centres serve the local population and do not command a catchment outside of
Yateley.

3.50

It would not be necessary to define a separate PSA for these centres, nor
would it be necessary to define primary and secondary shopping frontages,
given the small scale of retail and service provision. In order to maintain the
retail/service mix, there should be a policy that allows changes of use within
the A Use Class, but no policy threshold is considered necessary.
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4.0

Accommodating Growth and Development
Sites
Introduction

4.1

The NPPF indicates (paragraph 23) that local plans should allocate a range of
suitable sites to meet the scale and type of retail, leisure and other
development needed in town centres. The need for development should be
met in full and should not be compromised by limited site supply. In order to
accommodate growth, local planning authorities should assess the need to
expand town centres to ensure a sufficient supply of suitable sites. The NPPF
(paragraphs 23 and 24) indicates local planning authorities should apply a
sequential approach for development.

4.2

The NPPG indicates that development plans should develop (and keep under
review) town centre strategies that plan for a 3-5 year period, whilst also giving
a Local Plan lifetime view. Plans should identify the scale of need for main
town centre uses and assess whether the need can be met on town centre
sites or through expanding centres, with the sequential test to be followed.

4.3

The NPPG acknowledges that not all successful town centre regeneration
projects are retail-led, or will involve significant new developments. Public
realm, transport and accessibility improvements can play important roles. Town
centre car parking strategies, in a move away from resisting parking in town
centres, are to encourage improvements to both the quality and quantity of car
parking provision, where required to enhance the performance of town
centres.

4.4

This section assesses the scope to accommodate growth within and on the
edge of Hart’s main centres.

Floorspace Projections
4.5

8248834v1

The floorspace projections set out in the Part 1 Report and summarised in
Section 1.0 assume that new shopping facilities within Hart can maintain their
current market share of expenditure within the study area, recognising that
other competing centres will improve in the future. There are a number of
issues that may influence the scope for new floorspace and the appropriate
location for this development, as follows:
•

major retail developments in competing centres;

•

the re-occupation of vacant retail floorspace;

•

the availability of land to accommodate new development;

•

the reliability of long term expenditure projections;

•

the effect of internet/home shopping on the demand for retail property;

•

the level of operator demand for floorspace in Hart;
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•

•
4.6

the likelihood that Hart’s existing market share of expenditure will change
in the future in the face of increasing competition; and
the potential impact new development may have on existing centres.

The NPPG suggests town centre strategies should plan for a 3-5 year period,
but the longer term plan period should be considered. Projections up to 2018
are realistic and are based on up to date forecasts, which take into account the
effects of the recession. The long term floorspace projections (up to 2027 and
beyond) should be treated with caution and should only be used as a broad
guide, particularly when translated into the development plan allocations or
when used to guide development management decisions. Long term forecasts
may be subject to change due to unforeseen circumstances. Projected surplus
expenditure is primarily attributable to projected growth in spending per capita.
If the growth in expenditure is lower than that forecast then the scope for
additional space will reduce. Long term projections should be monitored and
kept under review.

Special Forms of Trading
4.7

The expenditure projections in this study take into account home shopping
made through non-retail businesses, because special forms of trading have
been excluded. The study assumes that special forms of trading will increase
in the future, including the growth of internet shopping. The impact of internet
growth on the demand for retail floorspace is unclear. Some retailers’ home
delivery and internet services utilise existing stores rather than warehouses, for
example Tesco Direct. Growth in internet sales will not always reduce the
demand for shop floorspace. In addition, some of the growth in internet sales
may divert trade away from mail order companies rather than retail operators.
Overall the long term impact of home shopping on expenditure projections is
uncertain.

Floorspace Requirements
4.8

The quantitative and qualitative assessment of the potential for new retail
floorspace within the Part 1 Study suggests there is scope for new retail
development within Hart District during the Plan period (to 2032). This section
examines the opportunities for accommodating this projected growth and
assesses potential to accommodate this floorspace.

4.9

Using the ONS population projections, the projections for the Borough as a
whole up to 2032 suggest there is scope for 7,306 sq.m gross of convenience
goods floorspace, 4,449 sq.m gross of comparison goods floorspace and 3,518
sq.m gross of Class A3 to A5 space. Adopting the SHMA population
projections increases these figures to 9,074 sq.m gross of convenience goods
floorspace, 5,868 sq.m gross of comparison goods floorspace and 5,091 sq.m
gross of Class A3 to A5 space.

4.10

These projections relate to Class A1 retail uses and Class A3 to A5 uses only.
Based on the current mix of floorspace within centres in Hart District, there
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should also be scope for around 10% of additional floorspace that can be
occupied by Class A1 non-retail services and Class A2 uses. Table 4.1 and 4.2
below summarises the floorspace projections by centre in 2032 using the
different population scenarios.
Table 4.1: Floorspace requirements with commitments, 2032 (sq.m gross) – ONS Population Projections

A1 Conv

A1 Comp

Class A3-A5

Service
Uses

Total

Blackwater

4,078

447

111

515

5,151

Fleet

2,426

3,625

1,848

878

8,777

Hook

746

n/a

153

100

999

Yateley

n/a

197

337

59

593

Hartley Wintney

n/a

96

437

59

592

Odiham

21

74

427

58

580

Other Hart

35

10

205

28

278

Hart Total

7,306

4,449

3,518

1,697

16,970

Centre

Table 4.2: Floorspace requirements with commitments, 2032 (sq.m gross) – SHMA Population Projections

A1 Conv

A1 Comp

Class A3-A5

Service
Uses

Total

Blackwater

4,200

532

122

539

5,393

Fleet

3,166

4,829

2,499

1,166

11,660

Hook

1,596

n/a

263

207

2,066

n/a

185

301

54

540

Hartley Wintney

4

168

828

111

1,111

Odiham

64

143

797

112

1,116

Other Hart

44

11

281

37

373

Hart Total

9,074

5,868

5,091

2,226

22,259

Centre

Yateley

4.11

As set out in the Part 1 Study, an element of the projected floorspace
requirements for Hart could be directed towards the potential new settlement in
Central Hart. This equates to around 840 sq.m gross of convenience goods
floorspace, 810 sq.m gross of comparison goods floorspace and 350 sq.m
gross of A3-A5 floorspace.

Accommodating Future Growth
4.12

The sequential approach suggests that designated town centres should be the
first choice for retail and leisure development. In accommodating future
growth, the following issues should be taken into consideration:
•

•

8248834v1

What is the locational area of need the development seeks to serve and
what existing centre could potentially fulfil the identified area of need?
Is the nature and scale of development likely to serve a wide catchment
area?
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•

•

Is a site available in one of the designated centres, including vacant
premises and will this site meet the identified need?
If the development has a more localised catchment area, is a site
available in a local centre and will this site meet the identified need?

4.13

All development should be appropriate in terms of scale and nature to the
centre in which it is located.

4.14

The existing stock of premises will have a role to play in accommodating
projected growth, after the recession. The retail capacity analysis in this report
assumes that existing retail floorspace can, on average, increase its turnover
to sales floorspace densities. For comparison goods, a growth rate of 2.5% per
annum is assumed. In addition to the growth in sales densities, vacant shops
could help to accommodate future growth.

4.15

There are currently 38 vacant shop units within Hart’s centres, which equates
to an overall vacancy rate of 9.2%, which is lower than the Goad national
average (12.1%). Existing vacant floorspace amounts to around 6,300 sq.m
gross (giving an average unit size of 166 sq.m gross), of which 4,470 sq.m
gross is located within Fleet. It is realistic to plan to achieve a reduction in
vacancy rates in Fleet, which currently has a vacancy rate of 13%, partly due
to the number of vacant units in the Hart Centre.

4.16

Vacant premises should help to accommodate future growth in Fleet. As a
target, the current vacancy level in the town centre could fall to 8%, i.e. around
the pre-recession national average. If this reduction in vacancy rate is
achieved then the number of reoccupied units would be 11 re-occupied units in
Fleet. The reoccupation of these 11 vacant units could accommodate about
1,815 sq.m gross (1,270 sq.m net) of Class A1 to A5 floorspace.

4.17

If this reduction in vacant units is achieved, then the overall Class A1 to A5
floorspace projection up to 2032 would reduce from 16,970 sq.m gross (Table
4.1 above) to 15,155 sq.m gross, using the ONS population projections.
Adopting the SHMA population projections (Table 4.2), the floorspace
projection for 2032 would reduce from 22,259 sq.m gross to 20,444 sq.m
gross.

4.18

As noted above, the majority of the vacant units are within the Hart Centre, and
the focus should be to ensure the improvement of this area, and this is
considered below.

4.19

Within town centres, many high street multiple comparison retailers have
changed their format. High street national multiples have increasingly sought
larger modern shop units (over 200 sq.m) with an increasing polarisation of
activity into the larger regional and sub-regional centres. Operator demand for
space has decreased during the recession and, of those national multiples
looking for space many prefer to locate in larger centres.

4.20

The continuation of these trends will influence future operator requirements in
Hart, with smaller vacant units becoming less attractive for new multiple
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occupiers, and retailers increasingly looking to relocate into larger units in
higher order centres. However smaller vacant units could still be attractive to
independent traders and non-retail services.
4.21

The existing vacant units in other centres are generally small or in secondary
locations. These units may not be attractive to retailers seeking modern units.
It may be more likely that the vacant units would be reoccupied for non-A1
retail uses, and the Council should take a flexible approach to applications for
the change of use of vacant retail units in secondary areas where this could
improve activity and investment in the centres.

Potential Development Opportunities
4.22

The previous study prepared for Hart in 2012 and the Local Plan identified
potential development sites, of which the majority were in Fleet.

Fleet
4.23

Fleet is the main town centre in the District and it has the best prospects for
attracting investment. The town centre should be the main focus for future town
centre development, particularly comparison retail floorspace.

4.24

As the largest centre, Fleet has the most development site potential within the
District. Figure 4.1 sets out the sites with most potential for accommodating the
additional retail floorspace requirements over the Plan period.

4.25

As set out in Tables 4.1 and 4.2 above, by 2032 there is a requirement for
between 8,777 and 11,660 sq.m gross of additional Class A floorspace within
Fleet. If sites cannot be identified in the smaller centres to accommodate the
identified floorspace needs for the District, Fleet may need to absorb any
residual capacity.

4.26

The strategy for Fleet should seek to consolidate the town centre’s role within
the wider shopping hierarchy. Fleet should remain the focus for large-scale
retail and leisure development (for example over 500 sq.m) in the District.

4.27

Growth in expenditure should provide opportunities to improve the range and
quality of shopping and leisure facilities within Fleet town centre, and Fleet
should seek to compete more effectively with other competing towns,
particularly Camberley and Farnborough.
As noted above, a priority for Fleet should be to reduce the number of vacant units within the town centre.
The retail strategy should seek to build on the centre’s strengths as the main shopping
destination in the district, consolidating and improving its retail offer within the primary shopping
area and complimenting this with a range of service uses.
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Figure 4.1: Development Opportunity Sites in Fleet

4.28

The site assessment is based on the following factors:
•

existing land uses and availability, categorised as follows:
short to medium term – up to 2020;
-

•

•

4.29
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long term - likely to be completed after 2020;

potential scope to accommodate additional retail/leisure floorspace (net
increase), categorised as follows:
small scale – under 1,000 sq.m gross floorspace;
-

medium scale – 1,000 to 5,000 sq.m gross floorspace;

-

large scale – over 5,000 sq.m gross floorspace;

commercial potential for retail/leisure development and the most likely
form of development;

•

potential development constraints; and

•

possible alternative uses.

The overall development prospects of each opportunity, taking on board all of
the factors listed above, has been categorised as follows:
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•

•

•

4.30
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Good - development sites that have good prospects for providing
additional retail/leisure floorspace, and should be considered for
implementation in the short to medium term;
Reasonable - development sites which are well located and may provide
potential for additional floorspace, although obstacles to development will
need to be overcome, but implementation may only be achieved in the
long term; and
Poor - development sites that may be unattractive or unsuitable for retail
or leisure development where their delivery is very uncertain.

The overall rating is based on an initial evaluation for each site. The level of
analysis undertaken at this stage is limited, i.e. detailed appraisals of
development constraints, land ownership and potential development costs
have not been undertaken. More detailed examinations of each site will need
to be undertaken before sites can be brought forward for development or ruled
out as viable options. The evaluations undertaken for each opportunity are not
detailed planning appraisals and they do not imply that planning permission
should be granted or refused for retail/leisure development on any site.
However, the evaluation is expected to identify potentially suitable
development opportunities that may be worthy of further consideration by the
Council. This evaluation provides a framework within which the Council can
consider the implementation of a development strategy.
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Table 4.3: Fleet Development Sites

Site

Current Use

Potential Use

Timescale

Scale

F1 – Civic Centre

Civic Centre,
Library, Council
Offices and Car
Parking

Retail/leisure anchor scheme with redeveloped
offices and car parking.

Long term

Large scale Good
(up to approx.
8,000 sq.m
gross)

The site was allocated in the Local Plan (Policy
F8) as suitable for business, civic, leisure and
community uses.
The Vision for Fleet Town Centre document
(2011) identified this as an opportunity site that
could increase footfall to the south west end of
the shopping centre by providing an additional
retail anchor. This envisioned a large (5,500
sq.m net) convenience store that is well
integrated with the primary shopping area, to
facilitate linked trips.
The capacity assessment does not identify a
requirement for this quantum of convenience
goods floorspace within Fleet, however this
gives an indication of the amount of floorspace
that could be accommodated within the site.
Comprehensive mixed use redevelopment of the
site could incorporate predominantly comparison
goods retail and A3 uses at ground floor level,
with new civic and community uses and
potentially leisure uses above, to create a new
retail “hub” at the southern end of Fleet Road.
Any development would need to ensure that it is
properly integrated with Fleet Road.
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Site

Current Use

Potential Use

Timescale

Scale

F2 – Church Road Car Park

Car park,
Sainsbury’s
supermarket,
Marks & Spencer
Simply Food and
Halifax on Fleet
Road frontage.

Additional retail and car parking.

Medium to
long term

Medium scale Reasonable
(up to 1,000
sq.m gross)

Car Parking and
ground floor retail
use fronting Fleet
Road.

The Local Plan suggests (Policy F10) that this
site could be suitable for redevelopment for a
mixture of decked car parking, retail, business,
residential and leisure uses.

Long term

Unlikely to
provide an
increase in
retail
floorspace

F3 – Victoria Road Car Park

Potential to intensify retail use on the site,
however without land assembly of adjacent
sites, unlikely to be able to achieve a significant
increase of retail floorspace at ground floor level.
The car park to the rear lacks prominence and is
unlikely to be suitable for retail development,
however this could incorporate decked car
parking if required to replace parking lost
elsewhere in the town centre.

The parade of units along Fleet Road are of
reasonable quality and should be retained,
however it may be desirable to achieve a break
in the frontage to link through to Site F1 above.
The existing car park could be decked, to
provide additional parking in association with the
adjacent development of Site F1.
The site is unlikely to provide any increase in
retail floorspace.
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Site

Current Use

Potential Use

Timescale

Scale

F4 – Hart Shopping Centre

Shopping centre

Redevelop to incorporate additional retail and
reconfigured mall to encourage increased
footfall.

Long term

Large scale Good
(up to approx.
3,000 sq.m
gross)

The existing centre suffers from a lack of
prominence and visibility from Fleet Road and is
currently underutilised with a number of vacant
units within the centre. Approximately 3,000
sq.m gross of the floorspace within the centre is
currently vacant.
In the longer term, there may be potential to
redevelop the centre to create a scheme that is
more attractive to retail operators and
customers. This would need to increase the
centre’s presence on the Fleet Road frontage.
Redevelopment is unlikely to lead to a
substantial increase in physical retail floorspace,
but if redeveloped or reconfigured to make the
centre more attractive, it is reasonable to
assume that the vacant floorspace would be
utilised. This site could therefore absorb at least
3,000 sq.m of the retail floorspace projection for
Fleet. If any redevelopment or extension
proposals resulted in the loss of car parking
above the centre, this may have to be reprovided elsewhere in the town centre.
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Site

Current Use

Potential Use

Timescale

F5 – Travis Perkins Site

Builders
Merchants,
vacant offices

Mixed use development with retail or leisure at
ground floor and residential above.

Scale

Development
Prospects

Medium term Medium scale Good
(up to 2,000
sq.m gross
This site at the northern end of the town centre
retail and/or
has redevelopment potential, to provide
leisure
appropriate uses that are more in keeping with
floorspace)
surrounding residential uses. The site currently
includes a builder’s merchants and large vacant
office premises facing Fleet Road.
Given the site is at the periphery of the town
centre, it may be appropriate to develop the site
for a mix of uses, and is not expected to provide
a significant level of retail floorspace. Any retail
floorspace that is included should be located to
the south of the site on the Fleet Road frontage
where it would be connected to the existing town
centre uses.

F6 – British Telecom Exchange

8248834v1

BT Exchange

Currently the site presents a distinct gap in the
retail frontage along Fleet Road.

Medium term Medium scale Reasonable
(up to 1,000
sq.m gross)
If the site is no longer operational and becomes
available for development, there is potential to
redevelop the site for retail use with residential
above.
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Site

Current Use

Potential Use

Timescale

F7 – 181-183B Fleet Road / Church
Road

Retail units

The site is located on the corner of Fleet Road
and Church Road. The existing retail units are
in a poor state, and would benefit from
redevelopment to improve the appearance of
this part of the town centre. The site would be
suitable for retail uses with residential above,
however it is unlikely that there would be a
significant increase in retail floorspace on the
site.

Medium term Small scale
(up to 500
sq.m gross).
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Hartley Wintney
4.31

As set out in Tables 4.1 and 4.2 above, by 2032 there is a requirement for
between 592 and 1,111 sq.m gross of additional Class A floorspace within
Hartley Wintney. The majority (around 75%) of this floorspace requirement
relates to Class A3-A5 service uses, which do not necessarily need to be
located within the primary retail areas of the centre.

4.32

Within Hartley Wintney, development options appear to be limited.
Development of the centre is constrained by the conservation area, the number
of listed buildings located along the High Street, and surrounding residential
uses.

4.33

Small windfall opportunities may become available. The future focus for the
centre is likely to be small scale intensification and extensions.

4.34

A potential longer term development option could be the Monachus Lane car
park, to the rear of the premises on the High Street. The car park has an
important role serving the centre, and it is likely that any redevelopment
scheme would need to re-provide the car parking, potentially as multi-level/
decked parking.

4.35

If the identified floorspace requirements cannot be accommodated within the
centre, then the Council should look to allocate sites elsewhere within the
District to meet the forecast projections, including the potential new settlement
in Central Hart.

4.36

Hartley Wintney is an attractive and vibrant centre, with a specialist,
independent retail offer. The centre has a low number of vacant units and the
retail capacity assessment does not identify a need for significant additional
Class A floorspace over the Plan period. The strategy for Hartley Wintney
should be to maintain its existing high quality and unique retail offer, and
strengthen its ancillary service function.

Hook
4.37

As set out in Tables 4.1 and 4.2 above, by 2032 there is a requirement for
between 999 and 2,066 sq.m gross of additional Class A floorspace within
Hook. The majority of this floorspace requirement relates to Class A1
convenience goods floorspace, and is partly due to the forecast increase in
market share for Hook resulting from the new out of centre Sainsbury’s store.
There is no identified requirement for comparison goods floorspace.

4.38

Within Hook, the main site suitable for retail development is the Grand Parade
site. The precinct currently situated on site is run down and does not utilise the
road frontage. Redevelopment of the site could increase the amount of retail
floorspace and improve the aesthetics of the centre of Hook. The presence of
existing residential uses located above the precinct would be a key factor in
bringing this site forward for development.
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4.39

There are potential edge of centre opportunities for redevelopment along
London Road that are well connected to the centre, including the petrol filling
station site adjacent to the White Hart Hotel and the Reading Road surface car
park.

4.40

There may be longer term edge of centre development opportunities if some
employment land can be released for retail purposes, for example land to the
south of the railway, adjacent to the Tesco store, although this is peripheral to
the rest of the centre. The Council would need to be satisfied that the release
of employment land would be acceptable in terms of the findings and
conclusions of the employment study, and a balanced assessment of priorities
for the centre would need to be made.

4.41

If the identified floorspace requirements cannot be accommodated within the
centre, then the Council should look to allocate sites elsewhere within the
District to meet the forecast projections, including the potential new settlement
in Central Hart.

4.42

The Part 1 Development Needs Study identifies that the retail floorspace in
Hook is not performing as well as other centres in the District. Although Hook
has a very low vacancy rate, the centre is disjointed. The suggested exclusion
of the area to the south of the railway from the town centre boundary should
help to focus retail development in the core of the centre. The priority for Hook
should be to strengthen and enhance the retail offer of the centre, which will be
particularly important once the Sainsbury’s store has been developed, to
ensure that the centre continues to provide for local shopping trips.

Odiham
4.43

As set out in Tables 4.1 and 4.2 above, by 2032 there is a requirement for
between 580 and 1,116 sq.m gross of additional Class A floorspace within
Odiham. The majority (over 70%) of this floorspace requirement relates to
Class A3-A5 service uses, which do not necessarily need to be located within
the primary retail areas of the centre.

4.44

Within Odiham, development options are severely restricted due to the dense,
compact nature of the urban environment, with no obvious areas in need of
redevelopment or improvement. The entire retail centre of Odiham is situated
within a conservation area, and there a high proportion of the buildings are
listed, meaning that any large scale retail development would most probably
not be appropriate. The centre is constrained by the historic street layout and
surrounding residential areas, and there are limited opportunities to extend the
centre. The future focus is likely to be small scale intensification and
extensions.

4.45

If the identified floorspace requirements cannot be accommodated within the
centre, then the Council should look to allocate sites elsewhere within the
District to meet the forecast projections, including the potential new settlement
in Central Hart.
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4.46

Odiham is a healthy and attractive centre, with a very low vacancy rate and a
strong service offer. The retail strategy for Odiham should be to continue to
serve its local catchment area for day to day shopping and limited comparison
retail offer, and the overall retail provision should be maintained. The centre’s
service offer is one of its key strengths, creating a lively evening economy
destination, drawing people from beyond the immediate local area.

Blackwater
4.47

As set out in Tables 4.1 and 4.2 above, by 2032 there is a requirement for
between 5,151 and 5,393 sq.m gross of additional Class A floorspace within
Blackwater. The majority of this floorspace need relates to convenience goods
floorspace.

4.48

As identified in the Part 1 Development Needs Study, the level of convenience
goods expenditure attracted to Blackwater is surprising given the relatively
limited provision of convenience goods stores in the centre, however the
household survey results showed a high proportion of trips to the existing Aldi
store, which suggests that this store in particular is trading at a level
significantly above national average.

4.49

The requirement for additional convenience goods floorspace in Blackwater is
primarily due to the elevated Aldi store turnover. It could potentially be an
option to extend the existing Aldi store into the adjacent car park to absorb
some of this need. This may need to involve the relocation of office floorspace
above the Aldi store. The adjacent commercial premises on London Road also
have redevelopment potential, and in the longer term this consolidated site,
including the Aldi store and car park, could accommodate a significant
proportion of the floorspace requirements identified for Blackwater.

4.50

Longer term options could redevelop existing parades, including White Hart
Parade, to intensify the retail uses. Policy B3 of the Local Plan relates to the
redevelopment of White Hart Parade, and states that proposals for retail (A1)
and catering uses (A3) at ground floor level with business (B1) and financial
and professional services above will be permitted, provided that the A3 uses
do not exceed 50% of the retail frontage, and the design, massing and density
are appropriate for this prominent location.

4.51

A further option could be to develop the existing Lidl car park for additional
retail space, provided the car parking provision is replaced or retained within
any development.

4.52

If the identified floorspace requirements cannot be accommodated within the
centre, it may be more appropriate to direct this elsewhere in the District,
including the potential new settlement in Central Hart.

4.53

Although Blackwater has a very low vacancy rate, the centre lacks clear
definition. The priority for Blackwater should be to strengthen and enhance the
retail offer of the centre, and improve the comparison goods offer, which is
currently limited. Environmental improvements and measures to enhance
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pedestrian movement within the centre would increase its attractiveness as a
local retail destination and benefit the overall function of the centre.

Yateley
4.54

As set out in Tables 4.1 and 4.2 above, by 2032 there is a requirement for
between 540 and 593 sq.m gross of additional Class A floorspace within
Yateley. There is no requirement for any additional convenience goods
floorspace in Yateley.

4.55

This represents only a limited requirement for additional floorspace within
Yateley, and we do not consider that it is necessary to identify development
opportunities. The future focus is likely to be small scale intensification and
extensions.

4.56

Within the eastern local centre at Yateley, there is potential for redevelopment
of the existing precincts. The sites could be more intensively used for retail.
This accords with Policy Y5 of the Local Plan and the Yateley Village Design
Framework which identify the area of the centre to the east of Plough Road as
suitable for redevelopment for retail units at ground floor level, with business,
financial or professional services above.

4.57

Within the western part of Yateley, the area to the south of Reading Road
could also potentially be improved. This is referred to in the Yateley Village
Design Framework, and Policy Y8 of the Local Plan states that proposals for
redevelopment for retail use at ground floor with retail or business uses above,
would be permitted provided that they do not adversely affect the character of
the Conservation Area. This is unlikely to lead to a significant increase in retail
floorspace.

4.58

The existing configuration of retail floorspace within Yateley does not work as a
single centre. The suggested strategy for Yateley is to define the two distinct
areas as separate, smaller centres, each with a distinct identity. The two
centres should continue to serve the needs of the surrounding local population,
and the capacity assessment has not identified a requirement for a significant
increase in retail or service floorspace over the Plan period. Improvements to
the public realm should be sought, to increase the overall attractiveness of the
centres.

New Settlement in Central Hart
4.59

Hart District Council has been considering options for a new town in Central
Hart, potentially at Winchfield. If this were to go ahead, a new neighbourhood
centre would be created to meet the needs of the local population. This could
include around 2,000 sq.m gross of Class A1-A5 floorspace, and would absorb
some of the retail floorspace requirements for the other centres in the District.
If the residual floorspace requirements for Hart cannot be accommodated
within the main centres above, there may be scope to provide a larger centre
within the new settlement at Central Hart.
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5.0

Policy Review, Recommendations and
Strategy
Introduction

5.1

This section considers appropriate policy approaches and measures to inform
future planning for retail and town centre uses in the District. The emerging
Hart Local Plan development plan document will be a District-wide planning
policy document that will guide regeneration and development in Hart. The
comments in this section are intended only for consideration in the emerging
Hart Local Plan and other development plan documents.

The Network of Centres
5.2

Paragraph 23 of the NPPF indicates local authorities should define a network
and hierarchy of centres that is resilient to anticipated future economic
changes.

5.3

Local Plan policies should seek to maintain and enhance the centres by
encouraging a range of facilities and uses consistent with the scale and
function of the centre. Large scale leisure and retail developments should be
directed to Fleet. These objectives are consistent with the NPPF, in particular
the town centre first approach.

5.4

The updated retail floorspace projections within this report indicate that
projected growth (over and above commitments) can be accommodated within
vacant shop units and development opportunities.

Impact and Sequential Tests
5.5

Emerging development plan policies should cross refer to the impact and
sequential tests within NPPF national policy. The NPPF states that, when
assessing applications for retail, leisure and office development outside of town
centres, which are not in accordance with an up to date local plan, local
planning authorities should require an impact assessment if the development is
over a proportionate, locally set threshold. If there is no locally set threshold,
then the default threshold is 2,500 sq.m gross. Development plan policies need
to consider the need for a proportionate locally set impact threshold.

Impact Threshold
5.6
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The NPPG states that if setting a locally appropriate threshold, it is important to
consider:
•

the scale of proposals relative to town centres;

•

the existing viability and vitality of town centres;

•

cumulative effects of recent developments;
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•

whether local town centres are vulnerable;

•

likely effects of development on any town centre strategy; and

•

the impact on any other planned investment.

5.7

If the NPPF threshold (2,500 sq.m gross) was adopted, then a single
development proposal could exceed the entire short term (up to 2022)
floorspace projections for the majority of the centres within the District, apart
from Fleet and Blackwater, without the need for a retail impact assessment.

5.8

Proposals that significantly exceed the floorspace projections are likely to
significantly reduce the turnover of existing floorspace, and this impact should
be carefully tested on a case by case basis.

5.9

The NPPF threshold of 2,500 sq.m gross is considered to be inappropriate as
a blanket threshold for Hart, as this scale of development would represent a
significant proportion of the overall retail projections in the District.
Development below 2,500 sq.m gross may also have cumulative impact
implications. Development smaller than 2,500 sq.m gross could have a
significant adverse impact on smaller centres.

5.10

A reduced locally set threshold of 1,000 sq.m gross could be considered to be
appropriate for the District, based on the retail floorspace projections. This
would apply to retail proposals outside the defined PSA and leisure/other town
centre uses outside of the centre boundaries, which would be required to
provide impact assessments.

The Sequential Approach
5.11

The level of guidance relating to the sequential approach to site selection has
reduced within the NPPF. The NPPF gives preference to accessible edge and
out-of-centre sites that are well-connected to the town centre; this applies to
both plan-making and considering applications.

5.12

In order to apply the sequential approach, it is necessary to define town centre
boundaries. The designation of primary shopping areas (PSA) or centre
boundaries is important when applying the sequential approach and directing
town centre uses to appropriate locations. The NPPF suggests development
plans should define the extent of town centres and primary shopping areas,
based on a clear definition of primary and secondary frontages.

5.13

The NPPF indicates that the first preference for retail uses should be the
primary shopping area, which will comprise the primary frontages and the
secondary frontages that are contiguous with the primary frontages. The first
preference for leisure uses is normally the wider defined town centre, which
usually includes the primary shopping area and other parts of the centre.
Based on NLP’s experience, separate town centre boundaries and PSA are
only necessary in larger centres, which have significant commercial areas
surrounding the retail core e.g. office, civic, community or leisure uses.
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5.14

As indicated in Section 3, the town centre boundaries in Fleet and Odiham are
appropriate and changes are not required. Changes could be made to the
centre boundaries of Hook, Hartley Wintney, Blackwater and Yateley. A
separate primary shopping area (PSA) should be defined for Fleet, that
includes the areas that are currently defined as the primary retail centre and
secondary retail areas, and the primary and secondary frontages need to be
defined within the PSA. Separate PSAs are not required for the smaller
centres, but could potentially be introduced in Blackwater and Hartley Wintney.

5.15

The level of guidance relating to the sequential approach to site selection has
reduced within the NPPF. The NPPF gives preference to accessible edge and
out-of-centre sites that are well-connected to the town centre; this applies to
both plan-making and considering applications.

5.16

The wording of the NPPF requires that the sequential test is applied to
planning applications for main town centre uses. This means that the
sequential test should be applied to the proposal (i.e. the application) rather
than requiring consideration of whether the needs can be met in a different way
in sequentially preferable locations. This approach is consistent with that
applied in Tesco v Dundee City Council1 (March 2012) and the Inspector’s
Report for the Rushden call-in decision2, endorsed by the Secretary of State
(June 2014), indicates the Dundee decision is of “seminal importance” and also
relates to England, not just Scotland.

5.17

These two recent legal decisions shed light on what is meant by “flexibility”
within the NPPF. The NPPF refers by example to flexibility in terms of format
and scale but not to disaggregation.

5.18

The Dundee decision states:
“it is the proposal for which the developer seeks permission that has to be
considered when the question is asked whether no suitable site is available
within or on the edge of the town centre” (paragraph 37).

5.19

The decision also states that the exercise of applying the sequential test,
should be directed:
“to what the developer is proposing, not some other proposal which the
planning authority might seek to substitute for it which is for something less
than that sought by the developer” (paragraph 38).

5.20

This judgment indicates there is still a need to apply flexibility when devising a
proposal, having regard to the particular local circumstances and how this

1

Tesco Stores Ltd v Dundee City Council [2012] UKSC13
Application by LXB RP (Rushden) Limited, APP/G2815/V/12/2190175 - hybrid planning application comprising:
a full application for the erection of a home and garden centre, retail units, drive thru restaurant, gatehouse,
lakeside visitor centre, restaurants, boathouse, together with proposals for access and an outline application for
the erection of a hotel, crèche and leisure club with some matters reserved (appearance); plus removal of ski
slope and associated levelling, landscaping, habitat management and improvement works, vehicular access and
servicing proposals together with the provision of car and cycle parking and a bus stop at land adjacent to Skew
Bridge Ski Slope, Northampton Road, Rushden
2
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might influence the format, design and scale of the development (paragraph
28).
5.21

The more recent Rushden decision is of particular interest because it
addresses sequential and Dundee decision matters The Rushden decision
clearly states there is no requirement to disaggregate. Applicants are not
required to disaggregate their application proposals when applying the
sequential approach, i.e. they only need to look at sites that can accommodate
the whole development and they do not need to split various elements of the
scheme. Flexibility relates to format and scale but does not mean the
developer should reduce the size of development e.g. it could mean multi-level
development or reduced car parking, but not significant reduction in the size of
units proposed.

5.22

The question of flexibility in terms of scale and format needs to be construed in
the real world, and the approach to flexibility may be influenced by whether the
proposal is by an operator or a developer.

5.23

The Rushden decision also provides guidance on the area of search for
sequential sites i.e. which centres need to be considered. This decision
suggests town centres cannot automatically be discounted based on size,
position within the hierarchy or location relative to other centres i.e. if they are
not the nearest centre to the application site. Town centres should only be
dismissed on the basis of suitability and viability. Centres may also be
discounted because they do not serve the intended catchment area, and are
therefore unsuitable/unviable. The relevant centres to consider within Hart will
need to be considered on a case by case basis, depending on the intended
catchment area of the application proposals.

5.24

The Rushden decision also provides guidance on “availability”. The NPPF asks
whether town centre or edge of centre sites are “available” it does not ask
whether such sites are likely to become available during the remainder of the
plan period or over a period of some years. When assessing a sequential site’s
availability, the likely timetable for the completion of the application proposal is
a consideration.

5.25

To satisfy the availability criteria, sites should be capable of being delivered in
a shorter period, or similar time period when compared with the application
proposals. This period of time will vary for change of use applications and new
build development.

5.26

Where a proposal fails the sequential approach, it is accepted that it should be
refused when the proposal’s benefits can be provided on a suitable, available
and viable more central site if other material considerations do not indicate to
the contrary.

Protected Shopping Frontages
5.27

P56

The NPPF suggests that in drawing development plans, local authorities
should, in addition to defining the extent of town centres and primary shopping
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areas, define primary and secondary frontages within designated centres, and
set policies that make clear which uses will be permitted in such locations. The
NPPF provides limited guidance on the approach policies should adopt. The
NPPF glossary indicates that primary frontages are likely to include a high
proportion of retail uses which may include food, drinks, clothing and
household goods. Secondary frontages provide greater opportunities for a
diversity of uses such as restaurants, cinemas and businesses.
5.28

The NPPF (paragraph 23) also suggests competitive town centres should be
promoted that provide customer choice and a diverse retail offer reflecting the
individuality of town centres. This implies the most appropriate approach is
likely to vary from centre to centre.

5.29

In Fleet, the primary shopping frontage should seek to maintain the focus of
Class A1 uses and a maximum of 30% of non-Class A1 uses could be
adopted. Within the secondary frontage the proportion of Class A1 uses is
much lower so more flexibility could be promoted, with a maximum limit of 50%
could be adopted.

5.30

For Hartley Wintney the area within the current centre boundary should be
primary shopping frontage, with a policy threshold for a maximum of 30% of
non-Class A1 uses. If the centre is extended should be designated as
secondary frontage but no policy threshold would be necessary.

5.31

In Blackwater, the area defined by Policy B1, plus the Lidl store, should be
primary shopping frontage, with a policy threshold of 70% use Class A1.

5.32

Within Odiham a policy threshold of 50% use Class A1 should be introduced to
protect the retail function of the centre but also allow for more flexibility than in
the bigger centres. Within the centre boundaries of Yateley and Hook, it is not
deemed necessary to introduce a policy threshold.

5.33

The capacity projections within this study indicate there is a need to retain
Class A1 to A5 uses within designated centres, protected frontages and other
local shops and services, in order to meet the growing needs of the
community.
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