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ALDI STORES LIMITED BUSINESS MODEL 

 

Aldi – an abbreviation of Albrecht Discount – is one of the 

world’s leading grocery retailers.  Aldi are present in Europe, 

the USA and Australia, with around 7,000 stores world-wide.  

Aldi first entered the UK market in 1990 and currently have over 500 trading 

stores nationwide, in addition to over 100 in the Republic of Ireland.   

 

The Company’s philosophy is simple - providing high quality products at 

discounted prices and within a pleasant shopping environment. Many people 

are often unfamiliar with the brand, and Aldi are conscious of demonstrating 

they do not conform to the stereotypical perceptions of prejudices arising 

from the initial image of discount food operators, when they first entered 

the UK market nearly 25 years ago. 

 

Aldi does not necessarily sell goods at the lowest possible prices, but rather 

it retails the highest quality goods at the lowest possible prices.  Discounted 

prices are generally achieved through bulk buying; economies of scale; 

specialisation in the number of lines offered; and maximising efficiency 

within the operation of the stores.  

 

Prices are not lower because the quality of products is less. Indeed, Aldi 

regularly receive widespread recognition of the quality of the brand. Aldi 

were recently awarded the prestigious Which? Best Supermarket award in 

2012, 2013 and again in 2015. They were also awarded Grocer Gold Award 

‘Grocer of the Year’ in 2013 and 2014. Aldi are also the proud sponsors 

of Team GB for the 2016 Olympic Games in Brazil. 

 

 

 

 
 

 

 

 



ALDI TRADING POLICY 
 

Aldi functions as a local supermarket, primarily acting as a ‘weekly’ food 

shop destination, albeit also providing a degree of top-up / one off 

purchases, such as weekly ‘specials’.  The stores tend to have a localised 

catchment because the benefits of cheaper shopping are diminished if 

customers have to travel far. 

 

Aldi Stores are modest scale supermarkets, designed to serve local need. 

Each store provides a limited selection of goods which includes: 

 pre-packed seasonal fruit and vegetable lines; 

 general tinned, bottled and pre-packed groceries; 

 frozen and chilled goods; 

 beers, wines and spirits; 

 pre-packed bread, morning goods and cakes; and 

 a limited range of everyday non-food household items. 

Aldi sell only a limited range of branded goods, which are only sold when, 

in Aldi’s opinion, the product offer cannot be ‘bettered’.  Local and regional 

sourcing of products, particularly for fresh produce and bakery goods, is an 

important element within the range. 

 

Aldi do not sell cigarettes and stock only a small range of branded wines 

and spirits.  There is a limited range of bread lines and a small number of 

boxed cakes. The Aldi format does not include a specialist butcher, 

fishmonger, bakery, delicatessen, hot food counters, cafes or chemist 

counter, which are commonplace in larger supermarket formats. Aldi stores 

also do not accommodate  customer restaurants, or in-store franchises such 

as pharmacies, dry cleaning, opticians or photo processing. These factors 

are important when considering the trading effects of an Aldi foodstore, as 

clearly in Aldi’s case the potential for cross-over with the offer of 



independent high-street retailers is far less than it is for ‘mainstream’ food 

retailers. 

 

This is an important distinction with Aldi, and crucial to understanding how 

stores operate.  Unlike the larger formats, the reality is Aldi is not a ‘one-

stop-shop’, meaning customers 

also have to visit other shops and 

services to complete their shopping 

trip, for example when purchasing a 

particular branded product, or 

visiting a specialist service such as a 

butcher. Furthermore, stores have 

only a limited amount of non-food 

floorspace (20%), which is mainly 

used for changing weekly specials 

i.e. one-off special offers that vary from week to week and season to 

season.  This is a further difference when compared to larger supermarkets 

that typically have anything between 30%-50% non-food floorspace, the 

majority of which is occupied by permanent product ranges. 

 

As such, the reality is that Aldi complements, rather than competes with, 

existing local traders, generating considerable propensity for linked trips 

and associated spin-off trade.  

 

 

LOCATIONAL REQUIREMENTS 
 

The Aldi business model is based on efficiencies that require a definitive site 

and store layout as follows: 

 A minimum site requirement of an Aldi store is at least 7,000 sqm 

(0.7ha). This minimum site area is set in order to ensure that the floor 

plate of the store, with its dedicated car parking, and service 

arrangements can be accommodated on a site. As a discount operator, 

the margins within which the store operates allows for minimal variation 

Aldi stores 
serve local 

communities, thus 
complying with 

National Planning 
Policy by 

encouraging local 
sustainable 

developments 



in terms of footprint from the standard store format. By maintaining low 

costs, Aldi are able to offer exceptional value to customers and address 

issues of social exclusion.  

 Suitable access arrangements, in terms of suitable servicing for HGV 

Lorries. 

 Main road frontage. 

 Customer parking not to the rear elevations of the store (as this affects 

trading patterns). 

The above requirements is demonstrated in the site layout plan for a new 

Aldi store at Drighlington, Leeds approved on the 11 December 2015:  

 

 

 

 

 

 

 

 

 

 

 

 

 

Aldi, Drighlington Application Reference 15/01760/FU 

(Leeds City Council) 

              Car Parking to the Front 
Elevation to the Store to 
ensure efficient trading 
patterns within the site 

Main Road Frontage 

Site Area Above  

0.7ha Requirement 

                   Suitable Arrangements 
for HGV’s with Tracked 
Servicing Arrangements 

Footprint of Store designed to  
meet Aldi’s business model 



MERCHANDISING LAYOUT AND STORE EQUIPMENT 

 

Crucial to this is which the Aldi has developed a tried and tested store format 

to enable goods to be handled, displayed and sold efficiently, thus enabling 

stores to effectively compete and provide the award winning offer. Store 

layouts are eminently practical and reflect Aldi’s philosophy of offering 

unrivalled value for money through cost effective management. There is no 

unnecessary expenditure on elaborate shop fittings, with resultant savings 

being reflected in low prices.   

 

Merchandise is sensibly displayed in specially designed cases to eliminate 

stocking time and allow practical and efficient re-stocking.  Aldi make 

enormous efficiency gains in this area that in turn, are passed directly to 

the customer. Goods themselves are unloaded directly into the store via a 

dock leveller and can be transferred direct to the shop floor to go on display. 

 

The internal store layout and operation has been designed to be efficient 

and practical for use by customers: these matters are routinely reviewed 

and monitored, and adjustments made to the model as required.  Retail 

business is a constantly evolving and dynamic sector, and Aldi are 

committed to improving operations and shopping experience to meet the 

demands and expectations of customers. Features included to facilitate this 

are: 

 long till conveyors that hold a customer’s full shop so as to allow 
goods to be unloaded, scanned and then packed quickly by 
customers; 

 level store access, automatic entrance doors, and wide aisles and 
checkouts for easy access by all;  

 gondolas and shelving that allow goods to be easily reached; 

 provision of customer toilets and; 

 stores that are not 24hr - deliveries can be scheduled to arrive just 
before or after opening hours. 

 

 



CUSTOMER EXPERIENCE 
 

Store managers and assistants are carefully trained to give fast and 

courteous service at the checkouts, and are multi-tasked to carry out stock 

replenishment and other duties. 

 

A range of trolley sizes and types are provided, offering customers a choice 

according to their likely size of shop.  Trolleys are available on a £1 deposit 

arrangement, which ensures they are returned to the store rather than 

being abandoned and forming a nuisance. This also reduces the amount of 

lost/stolen trolleys - a further cost saving passed on to the customer to help 

further achieve discounted prices. 

 

Carrier bags are available for customers to buy at a small price.  The 

payment regime seeks to minimise the wasted single use of carrier bags. 

 

In summary, an Aldi store creates a highly beneficial and popular facility: a 

sentiment reflected in numerous examples throughout the UK, and affirmed 

in both consumer groups’ recognition of the brand, and its increasing 

popularity with shoppers throughout the country. 
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FORMER LUCAS WORKS, DRONFIELD 

Store Location: Former Lucas Works, Sheffield Road, Dronfield 

 

Progress: Permission granted at committee in November 2010. Store opened March 

2013 

 

Retail location: Out of Centre 

The scheme 

The new food store comprises some 1,457m² gross retail floor space containing some 990² of net sales 

floor space. The new store provided regeneration and enhancement of a vacant site that was previously 

occupied by a mill. The site had been cleared for several years prior to the application. Surrounding the 

site is a railway line, a number of residential properties and some industrial uses. The site is approxi-

mately 300m away from the town centre.  The site was allocated for employment use. 

The Aldi food store, given its unique trading format complements the existing retailers in the town cen-

tre. Additionally, the provision of a discount food store forms an extension to the existing range and 

choice of shopping facilities within the town centre and strengthens the centre’s overall function within 

its wider catchment, improving choice and contributing to environmental improvements. The aim of the  

store is to also directly address the key government objective of minimising social exclusion. 

The new car park associated with the store provides 80 new parking spaces along with cycle bays. This 

will provide a new car park, which can also be used by people visiting the town centre.  

Aldi undertook a local recruitment campaign which was very popular with local residents. 

 

Community Consultation 

 

The scheme received a huge level of support from local residents, with 119 letters of support received, 

including one from Dronfield Civic Society. Residents particularly welcomed the introduction of Aldi due 

to the lack of discounter in the town, the job creation, and how the proposals would improve the appear-

ance of the site, which had lain vacant for several years. 

 

Granted at Committee 

 

The committee report concluded that although the proposal would result in loss of employment land, 

there is potential for these to be outweighed by other material considerations. Officers particularly wel-

comed the creation of local job opportunities, and the provision of around 200 construction jobs, and 

thus considered the scheme is acceptable in terms of retail and employment policies.  



 c
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The officer report also considered that due to the limited range of goods, customers would continue 
to use shops and services in the town centre. 
 
2013 Update 
 
The store is trading well, with 35 jobs secured at the store upon opening. 
 
Health checks were undertaken prior to submission of the planning application and six months fol-
lowing the store opening. There have been no changes to the centre—it     continues to trade well 
with a variety of independent and high street retailers.  
 
Customer surveys have been carried out to establish trading patterns and linked trips, these found 
that;  
 
 11% of shoppers were already Aldi shoppers undertaking their shopping at other Aldi stores, 
 62% of shoppers previously carried out main food shopping trips outside Dronfeld, 
 32% of shoppers were undertaking linked trips with the centre when undertaking a visit to 

Aldi. 
 
Conclusion 
 
 The store is trading well and is providing a valuable asset to the local community. The store has 
clawed back trade that was currently being spent at stores outside of the     centre and has im-
proved choice and competition within the town.  
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 HEALTH CHECK- DRONFIELD TOWN CENTRE 
      
 Introduction 
 
1. The following assessment of vitality and viability is based upon the advice 

contained in the National Planning Policy Framework (NPPF) (2012) and 
PPS4 Practice Guidance (2009).  
 

2. One of the key objectives of performing health checks is to consider a 
centre’s performance over time. This will have a bearing when considering 
the likely impact of a new development on a centre. An initial Health 
Check was conducted by Planning Potential in August 2009 prior to the 
submission of the planning application for Aldi, Sheffield Road, Dronfield. 
A follow up health check was conducted 6 months after the store opening 
in August 2013 to assess the health and viability of the centre following 
the opening of the Aldi store. 
 

3. The performance indicators used within this study include the 
measurement and analysis of the diversity of uses; amount of retail 
floorspace; capacity for growth; retailer representation; vacancy rates; 
commercial yield; rental levels; pedestrian flows; accessibility; the 
monitoring of town centre improvements; perception of safety and the 
environmental quality of the centre.  
 

4. For the purposes of this assessment, the boundaries of Dronfield Town 
Centre are based on the North East Derbyshire Local Plan Proposals Map 
(2005). 
 

Dronfield Town Centre  
 

5. Dronfield Town Centre contains the Civic Centre and a number of retail 
units along the southern section of High Street, and onto Church Street 
and Lea Road. North-west from Lea Road junction, the town centre also 
includes the frontage of Sheffield Road as far as the commercial units 
immediately to the west of Snape Hill Lane. To the south-east, the Town 
Centre extends along Chesterfield Road to the junction of Hallowes Lane. 
The new Aldi foodstore is located 300m to the north of the Town Centre 
boundary along Sheffield Road, therefore occupies an ‘out of centre’ 
location. 
 
Background 
 

6. Planning Potential undertook a follow up health check survey of Dronfield 
Town Centre on 13th August 2013. A comparison to assess the impact the 
store has had upon the vitality and viability of Dronfield Town Centre is 
provided below. 
 



7. Diversity of Uses 
 

8. Table 1 below shows the composition of retail units within Dronfield Town 
Centre in August 2009 and August 2013. 
 

Table 1: Composition of Units 

 

9. Firstly it is useful to note that since 2009 there has been a net increase of 
12 retail units; this demonstrates retail confidence and a desire to locate 
within the centre. 

Convenience 

10. A ‘Co-Op’ foodstore (1,269 sqm net) with a car park of approximately 80 
spaces, anchors the civic centre which at the time of the survey in 2013 
was 80% occupied.  

11. In addition, a ‘Sainsburys’ superstore (2,116 sqm net) is located at the 
edge of the centre and has a dedicated car park which holds 
approximately 350 spaces. It was noted at the time of the 2013 survey 
that the car park was 40% capacity.  

12. The ‘Co-Op’ foodstore is small in size, and aims to meet the top-up 
shopping demands of Dronfield’s local residents. The ‘Sainsburys’ 
superstore is the anchor foodstore of Dronfield and caters for main food 
shop needs. 

13. Between 2009 and 2013 there has been an increase of 1 convenience 
retailer in Dronfield, therefore the proportion of units in convenience use 
remains above the national average of 8.72% at 9.4%. 

        Comparison 

14. The 2013 survey revealed comparison traders in the Town Centre 
occupied 22.3% of the total number of outlets in the centre, much lower 
than the 2013 national average of 41.29%. Since 2009 there has been an 
increase of one comparison unit within the centre. Many of these 
comparison traders are independent retailers dealing in homewear, 
jewellery, clothing, and D.I.Y materials. Within the Civic Centre lie 

Retail 
Category 

Use 
Class 

Number 
of Outlets 
(August 
2009) 

August 
2009 

% 

Number 
of Outlets 
(August 
2013) 

August 
2013 

% 

UK 
Average 

Convenience A1  8 9.5% 9 9.4% 8.72% 
Comparison A1  19 22.6 20 20.8% 41.29% 
Services Mixed  53 63.1% 63 65.6% 19.98% 
Vacant Vacant 4 4.8% 4 4.2% 12.53% 
Total   84 100%  96 100% 100% 



Dronfield’s only national comparison retailers which include the ‘Co-Op 
Travel’, ‘Bernardos’, Clinton Cards’, and a ‘Lloyds Pharmacy’. 

Services 

15. ‘Service’ uses currently occupy 65.6% of units in Dronfield Town Centre. 
This figure is above the national average of 37.47% in 2013. The number 
of units in ‘service’ uses has increased by 10 units between 2009 and 
2013. The majority of these outlets offer hairdressing and beauty service 
(12 units). Other services lie within Estate Agency, Banking, Solicitors and 
a Betting Office. 

16. In addition the Town Centre has 4 public houses which are evenly 
distributed throughout the centre- ‘The Blue Stoop’, ‘The Bridge Inn’, ‘The 
Dronfield Arms’ and ‘The White Swan’.  

Vacant Units 

17. Between 2009 and 2013, the number of vacant units within the centre has 
stayed at 4. It was noted in the August 2013 health check that these 
vacancies were small in size and distributed around the centre. We note 
that the level of vacancies within 2009 and 2013 are significantly below 
the national average of 12.53%. This demonstrates the overall vitality of 
Dronfield Town Centre despite recent economic trends and the opening of 
the out of centre Aldi foodstore. 

Retailer Representation 

Convenience 

18. The two main food outlets in Dronfield Town Centre are a ‘Co-Op’ food 
store (1,269 sqm net) with an associated car park of 60 spaces (shared 
with the wider Civic Centre) and a ‘Sainsburys’ superstore (2,116 sqm 
net) with associated car parking of 350 spaces.  

19. The remaining convenience provision is comprised of independent 
specialised convenience goods. The traders include ‘Cooplands’ (Bakery), 
Fisher and Son Family Butcher (Butcher), Kuchene (Bakery) and 
‘Newbury’ (Newsagents). 

Comparison 

20. Within the comparison sector there are several national retailers trading 
from the Civic Centre- ‘’Lloyds Pharmacy’, ‘Clinton Cards’, ‘Bernardo’s’ and 
‘Co-Op Travel’. With regards to independent retailers there is ‘Geoffs 
D.I.Y’, ‘Colante Jewellery’, ‘Framework ID’ (Picture Frames), ‘Eligante’ 
(Shoes), and ‘Gregorys Menswear’. 

Other Services 

21. The centre is dominated by independent service providers. Within the 
health and beauty sector retailers include ‘Passion’, ‘Taylor Taylor’, 
‘Scissor Sisters’ and ‘Halo Hair’. Other uses in this sector include a 
national betting office ‘Betfred’, high street banks ‘HSBC and ‘Natwest’, a 
Dentists ‘Stephen Godfrey’, an Opticians ‘Thomas and Holloway LTD’, local 



Estate Agents ‘Saxton Mee’, ‘Castle’ and ‘Staves’, solicitors ‘Athi Law’, 
‘Banner James’, and building society ‘Yorkshire Building Society’. 

Restaurants, Café, Takeaway and Public Houses  

22. Dronfield Town Centre contains a number of public houses, cafes and 
takeaways located throughout the town. These include ‘The Dronfield 
Arms’ (Public House), ‘The Blue Stoops’ (Public House), ‘Bridge Inn’ 
(Public House), ‘Coffee Centre’ (Café), ‘Ferndale’ (Café), ‘Jamad Cottage’ 
(Restaurant), ‘Dominoes’ (Takeaway), ‘Green Dragon’ (Takeaway), 
‘Village Fisheries Fish and Chips’ (Takeaway) and ‘Yit Hing’ (Takeaway). 

Other Uses 

23. There are also several other uses operating within Dronfield to cater for 
the day to day needs of the local population. The facilities include 
‘Dronfield Post Office’, ‘Manor House Hotel’ ‘The Civic Hall’ and ‘Dronfield 
Sports Centre’. The recently developed Dronfield Sports Centre 
demonstrates a significant level of investment in Dronfields facilities in 
recent years. 

Pedestrian Flow 

24. Planning Potential have not undertaken a flow count, however, the 
perception of pedestrian flow in 2013 was low at the time of the survey 
(Tuesday Early-Afternoon). 

Accessibility 

25. Dronfield Town Centre is located along Chesterfield Road with access to 
the Civic Centre found along High Street. Off street free car parking is 
distributed throughout the centres within the Civic Centre (approximately 
80 spaces); the ‘Sainsburys’ superstore on Wreakes Lane (approximately 
350 spaces); Church Street (approximately 20 spaces); and within the 
Forge shopping centre (approximately 30 spaces). At the time of the 
survey these facilities were in moderate use at around 60% capacity. 

26. A number of bus routes pass through the centre (routes 
43,44,89,253/254, 294)- these services connect Dronfield to Sheffield 
City Centre and the surrounding residential population. The Town Centre 
is accessible by bus from surrounding settlements such as Chesterfield, 
Gosforth, and Holmesfield. Dronfield’s bus stops are located throughout 
the centre, with shelters and seating provided at some stops. 

27. Movement of pedestrians, cyclists and the disabled is allowed by 
accessible footpaths and low levels of traffic passing through the centre. 
There is a lack of pelican and zebra crossings although these are used at 
the perceived busiest crossings such as at the ‘Sainsburys’ superstore, 
along Chesterfield Road at the station entrance and towards the edge of 
the Town Centre along Chesterfield Road.  
 
 
 
 



Physical Environment 
 
28. The environmental quality of the Town Centre is generally very high, with 

most units well presented and in keeping with the areas heritage. The 
largest retail units are found within the purpose built retail precinct 
referred to as the ‘Civic Centre’.  

 
29. Throughout Dronfield the retail units are set within two and three-storey 

terraced properties. Above retail units along High Street, Church Street 
and Chesterfield Road the use is a mix of residential flats and storage. 
Within the Civic Centre the building style is of a modern two-storey 
terrace with the retail unit on the ground floor and storage space on the 
first floor. Several detached buildings found around the Civic Centre’s 
periphery such as Dronfield Sports Centre, the Civic Hall and the Yorkshire 
Building Society. 

 
30. Due to the existing road network that intersects the Town Centre, 

Dronfield has a strong built form with a very strong identity with almost 
all of the buildings (excluding the Civic Centre) built in stone.  

 
31. There is a moderate amount soft landscaping within the centre- given its 

location along a key transport route. Landscaping is found along verges, 
with hanging baskets used on buildings and street lighting, with areas of 
trees found within residential gardens. 

 
32. The streets are clean and well maintained with an absence of litter and no 

signs of graffiti. 
 
33. Chesterfield Road runs through Dronfield and is heavily trafficked with 

private vehicles throughout the day although along High Street and 
Church Street the roads are mainly used by local residents and are quiet 
both visually and in noise terms. 

 
34. There is a lack of street furniture with only a handful of bins, benches and 

lamp posts found along High Street and Church Street. The Civic Centre 
and Chesterfield Road are better equipped as there is a greater need for 
these amenities due to the increased activity. Overall, at the time of the 
survey the centre was considered clean and active. 
 
Perception of Safety 
 

35. At the time of the survey, there were no signs of anti-social activity. There 
were no exterior CCTV systems which aides the perception that Dronfield 
Town Centre is perceived to be a safe and trouble-free shopping 
environment. 
 
Capacity for Growth 

 
36. There is limited potential for Dronfield Town Centre to expand further due 

to its compact urban grain and limited number of suitable plots. The road 
network dissects and restricts the wide scale redevelopment of the centre. 
 



Existing Convenience Provision 
 
Sainsburys, Wreakes Lane (2,116 sqm net) 
 

37. This store offers an extensive range of convenience goods as well as a 
small range of comparison goods including school wear, electrical and 
seasonal goods (approximately 10% of floorspace) across 13 aisles. The 
store also holds a deli, bakery and fish counter. At the time of the survey 
(mid-day Tuesday) the store was experiencing moderate levels of 
predominately basket trade and shelf stacking.  
 

38. The store has 10 manned tills with 6 self service till points, at the time of 
survey only 2 tills were open. There were no queues at the open tills or at 
the self serve checkouts. The entrance has an ATM facility, community 
board, benches and bins which demonstrate a sense of community 
involvement and pride with the store integrating in to the wider 
community. 
 

39. The car park adjacent to the store provides approximately 350 spaces 
including disabled and parent child spaces. At the time of survey the car 
park was at 40% capacity. There was little evidence of customers using 
the car park to conduct linked trips with other stores within the centre.  
The car park boundaries are well defined with soft landscaping lining the 
entrance and wooden fencing to the rear which forms a barrier between 
the store and neighbouring properties. Vehicular access into the site is 
taken from Wreakes Lane.  
 
Co-Op, Civic Centre (1,269sqm net) 

 
40. The store offers a range of convenience goods as well as a significant 

range of comparison goods (approximately 30% of floorspace). At the 
time of survey goods included a range of electrical products, DVDs and 
CDs and seasonal products i.e. gardening and BBQ goods. The store was 
quiet with predominantly basket trade and shelf stackers restacking fresh 
produce.  
 

41. The store has 6 manned tills and at the time of the survey only 1 was in 
operation. 
 

42. This store shares a car park with the wider Civic Centre and provides 
approximately 80 car parking spaces. At the time of the 2013 surveys, 
this car park was at approximately 80% capacity. 
 
Summary 
 

43. Overall, it is evident from the comparison health checks that the opening 
of an Aldi foodstore in an out-of-centre position, has not impacted on the 
vitality and viability of Dronfield town centre. On this point, we note that 
no existing convenience retailers have closed and appear to be trading 
well.  



 c
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BARUGH GREEN 

 

Store Location: Claycliffe Lane, Barugh Green 
 
Progress: Store approved in December 2010. Store opened Spring 2012. 
 
The Proposals: Aldi 1,390qm gross and 990sqm of net sales floorspace  
 
The scheme 
 
The site is located  in the settlement of Barugh Green. The area is mixed use in 

nature; the site itself was previously used for commercial purposes and  is     

adjacent to a public house. The site had been vacant for a number of years and 

had become overgrown and untidy in appearance. Barugh Green did not benefit 

from any centre as such; therefore residents were traveling out of the settle-

ment to undertake a main food shopping trip. The proposals presented an op-

portunity to provide a localised shopping facility for the community. 94% of re-

spondents to Aldi’s   community consultation were in support of the planning 

application. 
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Committee report  
 
Weight  was given to the employment opportunities that would be generated on 

the site through retail development.  The proposals were seen as having the 

ability to address an identified deficiency in the area, and existing shopping   

patterns were acknowledged to be unsustainable. In design terms,  the proposal 

was considered to be able to uplift the area and aid regeneration. Although a       

departure from policy, material considerations were considered sufficient to   

justify the departure.  

The committee report concluded that the proposals would deliver a high quality 

development which would respond positively to the regeneration of a longstand-

ing vacant site bringing both economic and environmental benefits. The report 

also concludes that the site is in a highly sustainable location which is accessible 

to a range of users. The application was recommended for approval which was 

carried by Members. 

2013 Update 

The store is open and trading well. 25 people are employed at the store; the 

majority of which live in the local area. The store provides a walk-in facility for 

members of the local community. The appearance of the site has improved for 

the benefit of the surrounding area. The store provides an important choice,    

particularly in recent economic times. Local shops and services in nearby      

centres as identified in Appendix one which includes the local centres of Darton, 

Dodworth and Mapplewell have continued to trade well. More importantly, in the 

case of Darton, vacancies have decreased. Each centre has a low vacancy rate 

and diversity of provision demonstrating that customers have continued to use 

local shops, including convenience provision alongside the Aldi store.  

 

 

 



Aldi Case Study: Darton Local Centre 

 

Travel Distance From Aldi 
Store to Darton Local 
Centre: 

The store is located 2.4km from Darton Local Centre 
as defined in Barnsley MBC’s  UDP (2000). 

Characteristics of Darton 
Local Centre: 

Darton is located on the northern periphery of the 
Barnsley urban area in a rural area almost 
surrounded by open countryside. It has a linear 
centre with its retail offer dispersed amongst 
residential properties along church street. The main 
anchor store in Darton is a ‘Co-op’ supermarket 
located at the northern end of church street. 

Status in Development 
Plan: 

Darton centre is identified as a Local Centre within 
the Barnsley UDP (2000).  

Presence of Convenience 
Retailers: 

The convenience offer in the centre is provided by a 
Co-op foodstore (132sqm net) and an independent 
sandwich shop on Church Street.  

Unit 
Breakdown: 

The number of units and ratio of uses pre store opening (2010) and 
post opening (2013) are outlined in the table below:  

It is important to note that the centre is now healthy following the 
opening of the Aldi foodstore, with no vacancies in the centre in 
October 2013. 

Retail 
Category 

Use 
Class 

August 
2009 % 

August 
2013 % 

UK 
Average 

Convenience A1  8%       9% 8.72% 
Comparison A1  32% 29% 41.29% 
Services Mixed  52% 62% 19.98% 
Vacant Vacant 8% 0% 12.53% 
Total   100%  100% 100% 



Aldi Case Study: Dodworth Local Centre 

 

Travel Distance From Aldi 
Store to Dodworth Local 
Centre: 

The store is located 5.27km from Dodworth Local 
Centre as defined in Barnsley MBC’s UDP (2000). 

Characteristics of Dodworth 
Local Centre: 

Dodworth is a local centre located in the rural west of 
the borough in close proximity to J37 of the M1. The 
centre is a traditional linear local centre with its retail 
offer dispersed in close proximity to the central road 
junction in the settlement.  

Status in Development 
Plan: 

Dodworth centre is identified as a Local Centre within 
the Barnsley UDP (2000).  

Presence of Convenience 
Retailers: 

The convenience offer in the centre is provided by a 
‘Budgens’ supermarket (500sqm net), alongside a 
discount alcohol shop and sandwich shop. 

Unit 
Breakdown: 

The number of units and ratio of uses pre store opening (2010) and 
post opening (2013) are outlined in the table below: 

 

These results demonstate that this centre has not experienced any 
impact post Aldi opening, with convenience provision and vacancies 
remaining the same. 

Retail 
Category 

Use 
Class 

August 
2009 % 

August 
2013 % 

UK 
Average 

Convenience A1       11%      11% 8.72% 
Comparison A1  37% 25% 41.29% 
Services Mixed  48% 60% 19.98% 
Vacant Vacant 4% 4% 12.53% 
Total   100%  100% 100% 



Aldi Case Study: Barnsley Town Centre 

 

Source: Barnsley Town Talk (2013) 

Travel Distance From Aldi Store to 
Barnsley Town Centre: 

The store is located 2.53km from 
Barnsley Town Centre as defined in 
Barnsley MBC’s UDP (2000). 

Characteristics of Barnsley Town 
Centre: 

Barnsley Town Centre is the main retail 
destination for the Barnsley Metropolitan 
area and the focus for retail and service 
provision in this area. 

Number of Units: There are 448 units in total in Barnsley 
Town Centre. Of the total number of units 
38.2% are in retail use. 45.3% of units 
are occupied by ‘service’ uses. There are 
73 vacant units in the centre, 
representing 16.3% of total number of 
units. 

Status in Development Plan: Barnsley centre is identified as a Town 
Centre within the Barnsley UDP (2000).  

Convenience/ Comparison Ratio: 31.7% of retail and commercial units sell 
comparison goods. 6.5% of units sell 
convenience goods. 

Presence of Convenience Retailers: The centre is anchored by a Morrison 
foodstore and a new Lidl store. 
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SWINEMOOR LANE, BEVERLEY 

 

Site Location: Out of Centre  
 
Progress:  Planning permission was granted in August 2012, store opened 26th 
September 2013. 

 
The Proposals:  A standalone store on the outskirts of Beverley, designed to 
serve a localised catchment area. 
 

The scheme 
 
The application sought planning permission for a standalone Aldi store on the outskirts of 

Beverley. The  site is located on main road, 1.5km from the nearest centre. It was     
identified that the majority of food shopping trips that were currently being made were to 
out of centre locations. In addition to this, in centre stores were trading at a level that 
any impact would not be cause for concern.   
 
Community Consultation 

 
A newsletter was circulated to 800 homes and local businesses. A community             
consultation event was held, the results of the consultation were positive; 98% of      

respondents supported the proposals.  
 
Planning Application 
 

The proposals were viewed by the planning authority as sustainable development in an 
accessible location. A new Aldi store represented the opportunity to regenerate a vacant 
untidy site whist providing a local discount foodstore for residents in the north/ east of 
the town.  
 
The Council employed an independent retail planning consultant to assess the proposals 
who concluded that the proposals would improve choice and competition and would    

represent new investment and sustainable economic growth. The consultants considered 

the levels of potential impact alongside proposals for a new edge of centre store on the 
Flemingate site and concluded that there would be significant impact on the town centre. 
Sequential options were thoroughly assessed, including the town centre and the       
Flemingate site. It was concluded that there were no suitable, viable sustainable   options 
and that a store in this location would not cause harm to either the town centre or the 

deliverability of the Flemingate proposals.  
 
The Ward Councillors supported the proposals and the application was approved under 
delegated powers.  
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Sept 14 

 
Photo of the site 

 

 

 

 

 

 

 
Case Study  
 
Customer surveys conducted by Planning Potential in September 2014, concluded: 

 The majority of trade to Aldi Beverley store has been diverted trade from the large 

out of centre Morrison’s (Wingfield Way, HU17 8XE). The Aldi Store has had     

minimal impact on the existing retail provision of Beverley town centre. 

 19% of those surveyed were existing Aldi customers who had previously travelled 

further to visit an Aldi store. 

 Town centre health checks undertaken in September 2014 demonstrates that the 

centre continues to be healthy and trade well with a decrease in number of vacant 

units. 

 The convenience retailer Heron Foods have relocated to a larger unit on Toll Gavel,  

which is in the primary shopping area of Beverley town centre. 

 The store is serving the intended localised catchment with 71% of shoppers living 

in the immediate local catchment area (HU17). 

 

 



 c
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Sept 14 

 The majority of shoppers  were using the Aldi as their main food shopping destina-

tion; 

 

 

 

 

 

 
 
 
 

 Over half of the shoppers surveyed were undertaking linked trips into Beverley 

town centre: 

 
 

 

Main Food

Top Up

21% 

79% 

Yes

No

Maybe

19% 

24% 
57% 



Aldi Case Study: Beverley Town Centre 

 

Travel Distance 
From Aldi Store to 

Beverley Town 
Centre: 

The store is located 1.5 km from Beverley Town Centre.  

Characteristics of 
Beverley Town 
Centre: 

Beverley town centre is within the heart of Beverley, which is 
predominantly surrounded by residential development which 
makes it highly accessible by foot and public transport.   

Status in 
Development 

Plan: 

Beverley is designated a Principle Town within the retail 
hierarchy set out in East Riding Councils Unitary Development 

Plan (UDP).  

Presence of 

Convenience 
Retailers: 

At present, convenience representation is anchored by Tesco, 

New Walkergate, ASDA (the former Netto) on Norwood and an 
M&S Simply Food on Butcher Row. The town centre also 

contains one small frozen goods store (Heron Frozen Foods) 
one health food shop (Holland and Barratt), wine store 
(Majestic Wines) and a number of independent traders 

including 4 butchers,1  fishmongers, along with a number of 
patisseries. 

 
The centre also hosts large open air outdoor market which is 
held on Wednesday and Saturdays.  

Other Uses within 
Beverley:  

There are a number of national retailers present in the centre 
including; WHSmiths, New Look, and Boots. The centre also 

occupies a number of ‘high end’ national retailers, including 
Laura Ashley and the Barbour Shop.   

 
The centre also supports a number of independent restaurants, 
cafes, takeaways and public houses such as ‘The Poppyseed 

Café’, ‘Grants Bistro 22’ and the ‘Vanilla Café’. The national 
operators ‘Ask’, ‘Prezzo’ and ‘Pizza Express’ are also in the 

centre.   
 
Beverley also includes 7 ‘high street’ banks; Lloyds TSB, 

Barclays Bank, HSBC, Halifax Yorkshire Bank, Santander and 
Natwest.  



Unit Breakdown:  The number of units and ratio of uses at the time of the 

Council’s Retail Study (2008), pre store opening (2012) and 
post opening (2014) are outlined in the table below:  
 

Retail 
Category 

Use 
Class 

2008 
% 

2012 
% 

2014 
% 

UK 
Average 

Convenience A1 6.15% 6% 4.27% 8.30% 

Comparison A1 43.6% 43% 37.61% 32.69% 

Services A1, A2 41.3% 27% 18.52% 23.70% 

Business 
Use 

B1 - - 2.56% 1.25% 

Hotels C1 - - 1.14% 0.66% 

Restaurant, 

Café, Public 
Houses, 

Takeaway 

A3, A4, 
A5 

- 14% 21.08% 18.31% 

Leisure 
D1, 

D2, Sui 

Generis 

- 5% 9.12% 3.97% 

Vacant Vacant 8.50% 5% 5.70% 11.45% 

Total Units  341 360 351  

Total 
 

100% 100% 100% 100% 

 
It is important to note that the National Planning Policy 
Guidance (NPPG) updated the categories adopted for health 

checks this year, therefore Business Use and Hotels were not 
separated in 2008 and 2012 like they are in 2014.  

 
Following the opening of the Aldi store on 26th September 2013 
convenience retail has not fallen considerably since the Aldi 

opened and continues to be below the national average. 
Vacant units are significantly lower that the UK average of 

11.45% at 5.70%. The centre continues to be dominated by 
comparison retailers which is significantly above average at 
37.61% compared to the UK average of 32.69%. The 2014 

survey suggests the opening of the new Aldi has not impacted 
negatively on Beverley town centre.   
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http://www.barnsley-chronicle.co.uk/advertising/mailshot/BetterBarnsley/039/039.html
http://www.barnsley-chronicle.co.uk/advertising/mailshot/BetterBarnsley/039/039.html


 

 



 

 



 

 



 

 





From: Willows , Helen  

Sent: 13 October 2015 14:50 
To: Hyde , James 

Subject: FW: Old Mill Lane  
  
James 
  
Thanks for this. I can now confirm that the submitted information demonstrates that there are no 
sequentially preferable sites within a five minute drive time of the proposed site. This drive time 
distance encompasses only Barnsley Town Centre, within which there are no suitable and available 
sites for the scale of development proposed and the agent has demonstrated a reasonable degree of 
flexibility on scale. 
  
Yours 
  
Helen 
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