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APPENDIX 1A 

Aerial Photos of Sudbury  

and Hadleigh



Sudbury: Aerial Photo Showing Urban Area and Location of Out of Town Retail Provision
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Hadleigh: Aerial Photo Showing Urban Area and Location of Out of Town Buyright Superstore
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APPENDIX 1B 

Town Centre Retail Activity 

Maps of Sudbury and Hadleigh 



Sudbury: Town Centre Activity Map (as of June 2008)
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APPENDIX 1C 

Statistical Data by Town 



Retail Market Overview – Sudbury

Local Economy

Over the past decade, total employment in Sudbury increased at a faster rate than the 

Retail PROMIS average; growth in total employment to 2012 is forecast to be 

significantly below average. 

In 2006, the service sector accounted for 65% of total employment in Sudbury, 

slightly below the Retail PROMIS average.  Within this sector, ‘financial & business 

services’ accounts for 16% of total employment, slightly below the Retail PROMIS 

average.

The manufacturing sector accounts for 15% of total employment – slightly above the 

Retail PROMIS average. 

In March 2008, 1.4% of the workforce was unemployed, compared to the national 

unemployment rate at March 2008 of 2.2%. 

In-Town Retail Market

Sudbury’s VenueScore has increased since 2004, although after a peak in 2006 it has 

since fallen marginally. 

The town’s ranking has followed a similar pattern, although the marginal drop in 

VenueScore in 2007 has translated to a fall in ranking of 13 places. 

Figure 1 – VenueScore and Ranking: 

2004 2005 2006 2007

VENUESCORE 56 63 74 73 

UK Rank 351 352 307 320 

Source: VENUESCORE, Javelin Group; UK Shopping Centre Index. Locations are rated using a weighted 

scoring system which takes account of each location’s provision of multiple retailers and anchor store 

strength.

Based on its VenueScore, Sudbury is classified as a Major District Centre. 



Figure 2 – Classification of Retail Location: 

Location Grade 
Major
City

Major
Regional

Regional
Sub-

Regional
Major
District

District
Minor
District

Local

VenueScore Range 280+ 200-279 133-199 95-129 65-94 40-64 25-39 10-24 
Number of Locations 12 33 103 90 144 245 362 1,259 

Source: VENUESCORE, Javelin Group 

In 2007, Sudbury had a shopper population of 42,046.  

Sudbury is classified by CACI as a Value Regional Town. 

Consumer expenditure on comparison goods shopping in Sudbury town centre in 

2007 was an estimated £117.3 million, which makes it the 253rd highest turnover 

centre in GB. 

In 2012, consumer expenditure on comparison goods shopping in Sudbury town 

centre is anticipated to fall by £15.2 million to £102.1 million (274th place). 

Sudbury retains 8.52% of expenditure within its total catchment area. 

Figure 3 - Top 20 Retailers Present in the Town Centre: 

Rank Retailer
1 BOOTS 
3 ARGOS 
4 WOOLWORTHS 
7 WH SMITH 

11 SUPERDRUG 
12 LLOYDS PHARMACY 
16 NEW LOOK 
18 DOROTHY PERKINS 

Source: Focus 



Figure 4 - Top 20 Retailers Not Present in the Town Centre: 

Rank Retailer
2 MARKS AND SPENCERS 
5 DEBENHAMS 
6 JOHN LEWIS 
8 BHS 
9 NEXT 

10 DIXONS 
13 WILKINSON 
14 CO OP DEPARTMENT STORES 
15 PRIMARK 
17 HMV 
19 ROSEBYS 
20 WATERSTONES 

Source: Focus 

40% of the top 20 retailers are present in the town. 

Figure 5: 

Zone A Retail Rent, 1987-2008
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Figure 6 – Growth in Prime Retail Rents: 

One Year Five Year Ten Year 
Sudbury 7.7% 27.3% 40.0% 
East Of England 0.8% 16.7% 37.1% 
UK 1.1% 15.7% 40.8% 

Source: Colliers CRE 



The prime Zone A retail rent in Sudbury is £70 psf as at May 2008 – significantly 

lower than the regional and national average. 

However, over the past year the prime rent in Sudbury has grown by 7.7% - greater 

than both the regional and national average of 0.8% and 1.1% respectively. 

Sudbury’s rental growth has also outperformed the East of England over a five and 

ten year period, as well as the UK over a five year period.  Rental growth is in line 

with the national average over a ten year period. 

Figure 7: 

Zone A retail rent for centres with the same VenueScore as Sudbury 
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Figure 7 shows that of the seven retail centres in the UK that have a VenueScore of 

73, Sudbury is ranked fifth highest in terms of Zone A rents in 2008.  The average 

rent for all seven centres is £74 psf, meaning Sudbury is currently underperforming 

but that there is potential for further rental growth in the future.

Average 



Figure 8 – Street Ranking1 Top Three: 

Town Street Postcode
Sudbury North Street CO10 1RF 
Sudbury Market Hill CO10 2EA 
Sudbury East Street CO10 2TP 

Source: Focus 

Figure 9 – Retail Requirements for Sudbury: 

Retailer Demand
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As at October 2007, there were 20 retail requirements for Sudbury – up from 17 in 

October 2006 but down on 21 in April 2007. 

Sudbury is ranked 427th in terms of retailer demand. 

1
Street RankingsTM identifies multiples (stores with five or more locations) located on the main shopping streets of 760 major  

retail towns in Great Britain. Multiples are then allocated an attraction value based on sales density and average selling area.
Using these attraction values, Street RankingsTM ranks each street, within a town centre, by the combined attractiveness of its
stores



Figure 10 – Retail Floorspace and Outlet Count for Sudbury: 

Floorspace
(sq ft) 

Area
%

Base
%

Index 
No of 

Outlets
Area

%
Base
%

Index 

Convenience         

Bakers 3,900 0.95 1.01 94 4 1.79 1.95 92 

Butchers 2,100 0.51 0.44 116 2 0.90 0.81 110

Greengrocers & Fishmongers 600 0.15 1.39 10 1 0.45 0.67 67 

Groceries & Frozen Foods 54,500 13.26 12.15 109 6 2.69 2.92 92 

Off Licences & Home Brew 2,700 0.66 0.48 137 2 0.90 0.74 122

CTN & Convenience 11,500 2.80 1.63 172 6 2.69 2.31 116

Total 75,300 18.33 17.11 107 21 9.42 9.40 100

        

Comparison         

Footwear & Repairs 5,500 1.34 1.59 84 6 2.69 2.20 122

Mens & Boys Wear 9,500 2.31 0.94 246 4 1.79 1.12 160

Womens, Girls & Childrens 17,400 4.23 4.54 93 7 3.14 5.24 60 

Mixed & General Clothing 14,300 3.48 5.61 62 7 3.14 3.47 90 

Furniture, Carpets & Textiles 16,700 4.06 4.68 87 7 3.14 4.05 78 

Books, Arts, Crafts, Stationers & Copying 18,200 4.43 3.34 133 11 4.93 4.21 117

Electrical, Home Ent, Telephones & Video 9,700 2.36 3.51 67 11 4.93 4.44 111

DIY, Hardware & Household Goods 14,500 3.53 5.09 69 8 3.59 2.90 124

Gifts, China, Glass & Leather Goods 3,800 0.92 0.90 103 4 1.79 1.70 106

Cars, Motor Cycles & Accessories 9,500 2.31 2.17 106 4 1.79 1.39 129

Chemists, Toiletries & Opticians 18,000 4.38 4.02 109 8 3.59 3.93 91 

Variety, Department & Catalogue Showrooms 56,900 13.85 7.93 175 5 2.24 0.85 262

Florists & Gardens 2,000 0.49 0.47 103 3 1.35 1.07 126

Sports, Toys, Cycles & Hobbies 5,700 1.39 2.46 56 5 2.24 2.32 97 

Jewellers, Clocks & Repairs 3,000 0.73 0.99 74 3 1.35 2.19 61 

Charity, Pets & Other Comparison 10,900 2.65 2.46 108 9 4.04 3.68 110

Total 215,600 52.47 50.71 103 102 45.74 44.76 102

        

Service         

Restaurants, Cafes, Fast Food & Take Away 34,100 8.30 9.38 88 32 14.35 14.67 98 

Hairdressing, Beauty & Health 16,200 3.94 3.61 109 18 8.07 7.49 108

Launderettes & Dry Cleaners 3,900 0.95 0.48 197 3 1.35 1.02 132

Travel Agents 2,100 0.51 0.90 56 3 1.35 1.51 89 

Banks & Financial Services 21,200 5.16 4.71 109 11 4.93 4.30 115

Building Societies 3,800 0.92 0.53 176 2 0.90 0.63 141

Estate Agents & Auctioneers 12,100 2.94 2.22 133 13 5.83 3.96 147

Total 93,400 22.73 21.83 104 82 36.77 33.58 109

        

Miscellaneous         

Employment, Careers, Pos & Info 5,700 1.39 1.09 127 3 1.35 1.30 103

Vacant 20,900 5.09 9.26 55 15 6.73 10.95 61 

Total 26,600 6.47 10.35 63 18 8.07 12.26 66 

        

Centre Total 410,900    223    

Source: Goad 



Out-of-Town Retail Market

There is an estimated 99,000 sq ft of retail warehouses in Sudbury and overall 

provision of retail warehousing floorspace per household is below the PROMIS 

average.

Fashion/other High Street, Child/Sport and Furniture/shing goods are under-

represented in terms of provision per household.  However, DIY goods are over-

represented.

Sudbury Retail Park, owned by Resolution Properties, has seven units occupied by 

the following tenants: 

o Carpetright
o Currys 
o Farmfoods 
o Halfords
o KFC
o Pets at Home 
o Topps Tiles 

There is also a Focus on Springlands Way and a Homebase on Waldingfield Road. 

Development Pipeline

There is no new retail floorspace in the pipeline for Sudbury. 

Figure 11 – Schemes in the Development Pipeline near Sudbury: 

Scheme Location Size (sq ft) Status Opening Date 
arc Bury St Edmunds 265,000 Under Construction 2009 

Westgate Centre Ipswich 123,000 Proposed 2011 
The Mint Quarter Ipswich 525,000 Proposed 2011 

Vineyard Gate Colchester 550,000 Proposed 2013 

Source: Colliers CRE 



CHANGE IN RETAIL POTENTIAL 

Methodology 

 CACI’s Centre Futures model uses the retail development pipeline to re-assess the relative 

attractiveness of comparison goods retail destinations across Great Britain in 2013. 

 Turnover figures for 2013 are calculated by re-allocating the 2007 levels of expenditure 

flowing into each centre, based on revised market share percentages. Therefore the turnover 

figures in this section do not take into account any growth in expenditure levels between 2007 

and 2013.

Development Pipeline 

 There is no new retail floorspace in the pipeline for Sudbury or Hadleigh. Nearby schemes in 

the Development Pipeline are as follows: 

Scheme Location Size (sq ft) Status
Opening

Date 

Cattle Market Bury St Edmunds 265,000 Under Construction 2009 

Westgate Centre Ipswich 123,000 Proposed 2011 

The Mint Quarter Ipswich 525,000 Proposed 2011 

Gainsborough Retail Park Ipswich  
(Out of Town Centre)

300,000 Proposed 2012 

Vineyard Gate Colchester 550,000 Proposed 2013 

                                                                                                                   Source: CACI, 2008 

SUDBURY 

 Sudbury’s shopper population is forecast to decrease from 36,366 in 2008 to 32,090 in 2013, 

a fall of 11.8%.

 The town’s estimated comparison goods turnover is predicted to decrease by £11.5 million 

(12.0%) from £96.1 million in 2008 to £84.6 million in 2013. As a result of this, Sudbury will 

move down the turnover ranking 21 places.

 These changes are due to Sudbury’s competitor centres improving their retail offers and 

attracting a higher proportion of the available trade.

HADLEIGH 

 Hadleigh’s shopper population is forecast to decrease from 1,493 in 2008 to 1,109 in 2013, a 

fall of 25.7%.

 The town’s estimated comparison goods turnover is predicted to decrease by £1.0 million 

(25.0%) from £4.0 million in 2008 to £3.0 million in 2013. As a result of this, Hadleigh will 

move down the turnover ranking 132 places.

 These changes are due to Hadleigh’s competitor centres improving their retail offers and 

attracting a higher proportion of the available trade.

The map overleaf shows the predicted changes in comparison goods turnover and the 

resulting changes in ranking for Sudbury, Hadleigh and their competitor centres (2008-2013).
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BEACON
RESEARCH

BABERGH HOUSEHOLD SURVEY 
(APRIL 2008) 

BACKGROUND & METHODOLOGY

The client, Colliers CRE, wished to conduct a telephone shopping survey within the 
Babergh District Council area. This was to establish the following: 

 Where respondents go for their general non-food shopping such as clothing, 
footwear and household goods.

 How frequently they visit their main and secondary centre.

 How their expenditure on such goods is divided between main and secondary 
centres.

 Why they choose their main centres, how they travel and the length of their journey 
from home.

 Similar information regarding food & grocery shopping.

A total of 600 interviews were targeted, in eight different zones, each zone defined by 
Postal Geography. Interviews were conducted over a period of two weeks, between April 
7th and April 25th 2008. 

In order to provide meaningful and reliable data in each of the zones an equal number of 
interviews (75) were allocated to each of the 8 zones. The results were then weighted, at 
the analysis stage to take account of the different populations in each zone and their 
importance to the overall survey area. 



BEACON
RESEARCH

BABERGH SAMPLE BREAKDOWN

ZONE Popn % Achieved 
Sample

Weighted
Sample

Weight

1 16,956 12.1 75 73 0.973 
2 30,709 21.9 75 131 1.746 
3 19,426 13.8 75 83 1.106 
4 20,254 14.4 75 87 1.160 
5 7,513 5.4 75 32 0.426 
6 12,292 8.7 75 52 0.693 
7 21,888 15.5 75 93 1.240 
8 11,561 8.2 75 49 1.530 

TOTAL 140599 100 600 600 - 

The sample used for making telephone calls was obtained by Beacon Research from 
Datalinx, who supplied names, addresses and telephone numbers by electoral geography. 

Full details of the samples achieved in each zone and the weightings subsequently applied 
within the analysis, are shown in the preceding table. 

The following table summaries the details of calls made and interview outcome. 

Number % 
Initial Sample      1500 100.0 
Completed interviews   600   40.0 
Refusals    72 4.8 
Wrong numbers / Unobtainable / Answer phone 132 8.8 
No reply (after 4 calls)  247   16.5 
Not used 449   29.9 

STATEMENT OF RELIABILITY



BEACON
RESEARCH

Assessment of the standard error: 

1. The Babergh Household Shopping Survey has been undertaken by a series of 
individual sample surveys for a combination of zones.

2. The results are subject to the following sampling error, of which there follows an 
analysis.

3. The following analysis indicates the methodology used to calculate the standard 
error, with the standard 95% probability of being correct. The formulae for these 
calculations are as follows:

SE% = p%*q%
         n

Where p% = sample value recorded 
             q% = 100% - p% 
             n     = sample size 
            And where: 

1.96*(SE%) = 95% probability that the correct answer lies in the range calculated.

4. Using the above formulae, we can predict the variation between the sample results 
and the ‘true’ values from our knowledge of the size of sample on which the results 
are based and the number of times that a particular answer is given. The table 
below illustrates the predicted ranges for the total sample and percentage results at 
the 95% confidence level.

Approximate sampling tolerances applicable to percentages at or near these levels. 

Size of sample on which 
survey result is based 

10% or 
90%

±

20% or 
80%

±

30% or 
70%

±

40% or 
60%

±

50%
±

600 interviews 2.40 3.20 3.66 3..92 4.00 

For example, with a sample of 600 where 30% give a particular answer, the chances are 
19 in 20 that the ‘true’ value (which would have been obtained if the whole population had 
been interviewed) will fall within the range of ± 3.66 percentage points from the sample 
results.
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Job No: GW/08/389 

STRICTLY CONFIDENTIAL 

BEACON RESEARCH

The Resource Centre, Bridge Street, Garstang, Lancs PR3 1YB 

Tel:  01995 606330   Fax: 01995 605336 

BABERGH DISTRICT COUNCIL - HOUSEHOLD TELEPHONE SURVEY

ON BEHALF OF COLLIERS CRE

Name:

Address:  

Postcode:  

C1 Age: 16-24  1 Supervisor/Manager/Self Employed 

  25-34  2 Size of company      
  35-44  3 No. of employees  
  45-54  4  
  55-64  5 If Retired

  65 +  6 Company pension–ask previous occupation 
     State pension only – code 5 below 
C2 Sex: Male  1 
  Female  2 If Unemployed 

     Less than 2 months – ask about previous 
C3 Do you have the use of a car for  occupation 

shopping?    Over 2 months – code 6 below  

 Yes   1           Now Assess Social Grade

 No   2   AB 1 
      C1 2 
C4 What is the occupation of the chief  C2 3 

wage earner in your household?   D  4 
      E1 (Retired)             5 
 Full/Part time employed 1   E2 (Unemployed) 6 
 Retired   2   Refused  7
 Unemployed  3   
      C5 Day / Time of interview  

 Occupation          
      Weekday 1 Morning 1 
 Rank/Status     Weekend 2 Afternoon 2 
        Evening 3 
 No. of Employees         
       
 Qualifications         
   

 Interviewer Name: _________________________   Date:__________________  

 Interviewer Signature: ______________________________________________  

AREA



Job No: GW/08/389 

Good morning/afternoon/evening, my name is ………………………………………..…… 

We are doing some research, on behalf of Babergh District Council, about shopping facilities and 
shopping behaviour in this area and I’d like to ask you a few questions.
Are you / may I speak to the person responsible for the majority of your household shopping? 

 Yes  1 
 No  2 – CLOSE INTERVIEW 

As we need to speak to people across a number of areas, could you please tell me your full 
postcode?

WRITE IN POST CODE HERE          

Refer to quota and check that respondent is eligible for interview – if not, thank and close. 



Job No: GW/08/389 

Q1a Can I ask you first of all, excluding Mail Order and shopping over the Internet

at which Town, Centre or Retail Park do you do most of your shopping for 

non-food goods such as clothing & footwear, books, gifts and 

jewellery?(SINGLE CODE 

Q1b And how often do you visit...................... Town, Centre or Retail Park, for this 

type of non-food shopping? 

Q1c And excluding Mail Order and shopping over the Internet, what percentage or 

proportion of your total expenditure on non-food goods such as clothing & 

footwear, books, gifts and jewellery would you say that you do in 

.......................Town, Centre or Retail Park? 

Q2a Excluding Mail Order and shopping over the Internet what is your second 

most important Town, Centre or Retail Park for non-food shopping such as 

clothing & footwear, Books, gifts and Jewellery? (SINGLE CODE) 

Q2b And how often do you visit..................... Town, Centre or Retail Park, for this 

type of non-food shopping?  

Q2c And excluding Mail Order and shopping over the Internet what percentage or 

proportion of your total expenditure on non-food goods such as clothing & 

footwear, books, gifts and jewellery would you say that you do in 

....................... Town, Centre or Retail Park? 

RECORD ANSWERS BELOW & OPPOSITE – CHECK PERCENTAGES ADD TO 100% AT 

Q1c/Q2c

 CENTRE Q1  Q2 

A CODE FROM LIST ‘A’ 

Local Shops / PO 27 27 
Other (Write In)   

No Particular Centre / Varies 28 28
None / Don’t shop / Disabled 29 29
No Second Centre 30 30
DK / Can’t remember 31 31

B FREQUENCY OF VISIT

More than once a week 1 1
Once a week 2 2
2-3 times a month 3 3
Once a month 4 4
Once every 2-3 months 5 5
Once every 4-6 months 6 6
Less often 7 7
DK / Can’t remember / Varies 8 8

C % In Location (Write in) % %



Job No: GW/08/389 

Q3a You said that ………………….. is your Town / Centre / Retail Park where you 

do most of your clothing & footwear shopping. What are your reasons for 

choosing that centre?

Close to home/convenient 1 Good/Cheap Public Transport 7
Close to work 2 Ease of parking 8
Good choice of shops/range of good stores 3 Free/cheap parking 9
Good range of major stores 4 Good quality goods/products 10 
Pedestrianised streets/attractive environment 5 Part of joint trip to other facility/centre 11 
Good prices/Good value for money 6 Other (Write In)  

Q3b How do you normally travel to / from this Town Centre / Retail Park? (If more 

than one mode of transport used, code transport used for longest part of 

journey) 

Car (Driver) 1 Park & Ride 5 Taxi 9 
Car (Passenger) 2 Walk 6 Other 10 
Bus 3 Cycle 7   
Train 4 Motor Cycle 8   

Q3c Where does your journey usually start from? 

Home      1 
Work      2 
Other (write in)     

ASK ALL SAYING HOME AT Q3c - OTHERS GO TO Q4

Q3d On average, how long does it take you to travel to this Town Centre / Retail 

Park from home? 

 5 minutes or less  1  21 – 25 minutes  5 
 6 – 10 minutes  2  26 – 30 minutes  6 
 11 – 15 minutes  3  Over 30 minutes  7 
 16 – 20 minutes  4 

Q4 At which Town, Centre or Retail Park do you normally undertake most of your 

Christmas or other special occasion non-food shopping? (Write In) 

   



Job No: GW/08/389 

Q5a Excluding Mail Order and shopping over the Internet at which Town, Centre or 

Retail Park do you do most of your shopping for bulky non-food goods such 

as DIY, large electrical goods, furniture and carpets (SINGLE CODE) 

Q5b And how often do you visit ………. Town, Centre / Retail Park, for your main

bulky non-food goods shopping? 

Q5c And excluding Mail Order and shopping over the Internet what percentage or 

proportion of your total expenditure on bulky non-food goods shopping 

would you say that you do, in ....................... Town, Centre / Retail Park? 

Q6a Excluding Mail Order and shopping over the Internet which is your second 

most important Town, Centre / Retail Park for bulky non-food goods such as 

DIY, large electrical goods, furniture and carpets? (SINGLE CODE) 

Q6b And how often do you visit ………. Town, Centre / Retail Park, for your main

bulky non-food goods shopping? 

Q6c And Excluding Mail Order and shopping over the Internet what percentage or 

proportion of your total expenditure on bulky non-food goods shopping, 

would you say that you do in ....................... Town, Centre / Retail Park? 

RECORD ANSWERS BELOW & OPPOSITE – CHECK PERCENTAGES ADD TO 100% 

AT Q5c / Q6c 

 CENTRE Q5 Q6 

A CODE FROM LIST ‘A’ 

 Local Shops / PO 27 27 
 Other (Write In)   

 No Particular Centre / Varies 28 28
 None / Don’t shop / Disabled 29 29
 No Second Centre 30 30
 DK / Can’t remember 31 31

B FREQUENCY OF VISIT

 More than once a week 1 1
 Once a week 2 2
 2-3 times a month 3 3
 Once a month 4 4
 Once every 2-3 months 5 5
 Once every 4-6 months 6 6
 Less often 7 7
 DK / Can’t remember / Varies 8 8

C % In Location (Write in) % %



Job No: GW/08/389 

Q7a You said that, ............ is the Town, Centre /Retail Park, where you do most of your 

bulky non-food goods shopping? What is your main reason for choosing that 

Centre?

Q7b How do you normally travel to / from this Town, Centre / Retail Park? (If more 

than one mode of transport used, code transport used for longest part of 

journey) 

Car (Driver) 1 Park & Ride 5 Taxi 9 
Car (Passenger) 2 Walk 6 Other 10 
Bus 3 Cycle 7   
Train 4 Motor Cycle 8   

Q7c Where does your journey usually start from? 

                                                                                                                               
Home 1 (Go to Q7d) 
Work 2 (Go to Q8a) 
Other (write in)       (Go to Q8a) 

Q7d On average, how long does it take you to travel to this Town, Centre / Retail 

Park from home?

   10 minutes or less  1  41 – 50 minutes  5 
   11 – 20 minutes  2  51 – 60 minutes  6 
   21 – 30 minutes  3  Over 60 minutes  7 
   31 – 40 minutes  4 

Close to home/convenient 1 Good/Cheap Public Transport 7
Close to work 2 Ease of parking 8
Good choice of shops/range of good stores 3 Free/cheap parking 9
Good range of major stores 4 Good quality goods/products 10 
Pedestrianised streets/attractive environment 5 Part of joint trip to other facility/centre 11 
Good prices/Good value for money 6 Other (Write In)  



Job No: GW/08/389 

Q8a At which store and centre do you usually do most or all of your main food and 

grocery shopping?  (Store and Centre needed - Single code)   

Q8b And when during the week, would you normally shop at your main food 

store?

Q9 And at which Store and Centre do you usually do your remaining top-up food 

and grocery shopping? (Store and Centre needed) 

RECORD ANSWER BELOW AND OPPOSITE

 STORE / CENTRE Q8 

Main Store/ 

Centre

Q9

Second

Store/ Centre

A CODE FROM LIST ‘B’ 

Local shops / PO  80 80 
Other (Write In) 

None / No particular store / Varies 81 81 
None / Don’t shop / Disabled / Someone else shops 82 82 
No second Store 83 83 
DK / Cant remember / No reply 84 84 

B WHEN SHOP Q8b
Weekdays (Mon- Fri) Daytime 1 1 
Weekdays (Mon – Fri) Evening 2 2 
Saturday 3 3 
Sunday 4 4 
Varies / No particular time 5 5 

Q10a On average, how much in total do you and your household spend on food and 

groceries each week?

Q10b And how much on average do you spend on food and groceries each week in 

your main food store?

RECORD BELOW £ p 

(a) Total weekly total expenditure   
(b) ‘ Main’ store weekly total expenditure   
(c) ‘Top up’ store weekly food expenditure   

 [NOTE: (c) is calculated as (a - b)] 



Job No: GW/08/389 

Q11a You said that................ is your main store for food/grocery shopping. How 

often do you visit that store for food and grocery shopping? 

Three times a week or more often  1 
Twice a week     2 
Once a week      3 
Once a fortnight     4 
Once a month     5 
Once every two months    6 
Less often      7 

Q11b What is the main reason why you and your household choose to shop at the 

store where you do your main food / grocery shopping? (SINGLE CODE)

Close to home  / convenient  1 Wide choice of goods / products 6  
Close to work    2 Close to other shops  7 
Ease of parking    3 Good prices/value for money 8 

           Free / cheap parking   4 Good quality goods / products 9 
        Good / cheap public transport  5  

Other (WRITE IN) ___________________________________________10 

Q11c How do you normally travel to / from this store? (If more than one mode of 

transport used, code transport used for longest part of journey) 

Car (Driver)   1                    Walk                                    6 
Car (Passenger)   2       Cycle      7
Bus   3  Motor Cycle     8 
Train   4  Taxi                 9  

           Park & Ride   5  Other    10 

Q11d Where does your journey usually start from? 

Home 1 (Go to Q11e) 
Work 2 (Go to Q12a) 
Other (write in)       (Go to Q12a) 

Q11e On average, how long does it take you to travel to this Store from home? 

  10 minutes or less  1  41 – 50 minutes  5 
  11 – 20 minutes  2  51 – 60 minutes  6 
  21 – 30 minutes  3  Over 60 minutes  7 
  31 – 40 minutes  4 



Job No: GW/08/389 

Q12a When you do your main food and grocery shopping at……………………….do 

you or your household usually visit any other shops/service outlets in the 

same area as part of that trip?

Yes  1 (Ask Q12b – Q12d) 
No  2 (Go to Q13) 

Q12b-Q12d ONLY ASK IF Q12a=1 

Q12b Which town/centre is this? (Write In)     
    
 Q12c And do you drive to the other shops/service outlets, or walk or use 

another form of transport?

Drive  1         Taxi                             4 
  Walk  2 Other Form of Transport 5 
  Bus                     3 

 Q12d And what other shops/services do you normally visit (MULTI-CODE) 

Financial outlets (eg Banks, Building Societies) 1 
  Professional Services (eg Solicitors, Accountants) 2 
  Post Office    3 
  Cafe/Restaurant/Pub/Take-Away  4 
  Specialist food shops (eg Baker, Greengrocer, Butcher) 5 
  Chemist    6 
  Newsagents/Confectioners/Tobacconists 7 
  Fashion Shops (eg for clothing, footwear etc) 8 
  Charity Shops    9 
  Department/Variety Store   10 
  Other type of shop (WRITE IN)                         

       

Q13a From what you know about Sudbury Town Centre how would you describe 

the food shopping in the Town Centre, in terms of the balance between large 

and small shops? (READ OUT) 

 Too many small shops/not enough large stores  1 
 Too many large stores/not enough small shops  2 
 About right          3 
           Don’t know                                                                                                    4

Q13b From what you know about Sudbury Town Centre how would you describe 

the non food shopping in the Town Centre, in terms of the balance between 

large and small shops? (READ OUT) 

 Too many small shops/not enough large stores  1 
 Too many large stores/not enough small shops  2 
 About right          3 
           Don’t know                                                                                                    4



Job No: GW/08/389 

Q13c What other major change, if any, would you like to see in Sudbury Town 

Centre for you and your household to visit it more often for shopping? 

           (SINGLE CODE ONLY) 

None / Quite happy 1 Better security / Make the centre safer 13
None / DK / Can’t think of any 2 A bigger / better weekly market 14
More car parking 3 Make Centre more attractive (e.g. better shop 

fronts, planting, paving etc.) 
15

More covered shopping opportunities 4 More / better signage 16
Wider variety of stores 5 More / better information displays 17
Better quality stores / Goods 6 Less traffic congestion 18
More / better places to eat or drink 7 More Pedestrianisation 19
More / better toilets 8 More Street entertainment / More things 

going on 
20

More / better parking facilities 9 More shops open on Sunday 21
Better public transport 10 More shops open in the evenings 22
Better cleanliness / Make the centre 
tidier

11 Other (Write In) 

Cleaner air / Less traffic pollution 12

Q14a From what you know about Hadleigh Town Centre how would you describe 

the food shopping in the Town Centre, in terms of the balance between large 

and small shops? (READ OUT) 

 Too many small shops/not enough large stores  1 
 Too many large stores/not enough small shops  2 
 About right          3 

Don’t know          4  

Q14b And from what you know about Hadleigh Town Centre how would you 

describe the non food shopping in the Town Centre, in terms of the balance 

between large and small shops? (READ OUT) 

 Too many small shops/not enough large stores  1 
 Too many large stores/not enough small shops  2 
 About right          3 

Don’t know          4  



Job No: GW/08/389 

Q14c What other major change, if any, would you like to see in Hadleigh Town 

Centre for you and your household to visit it more often for shopping? 

           (SINGLE CODE ONLY) 

None / Quite happy 1 Better security / Make the centre safer 13
None / DK / Can’t think of any 2 A bigger / better weekly market 14
More car parking 3 Make Centre more attractive (e.g. better shop 

fronts, planting, paving etc.) 
15

More covered shopping opportunities 4 More / better signage 16
Wider variety of stores 5 More / better information displays 17
Better quality stores / Goods 6 Less traffic congestion 18
More / better places to eat or drink 7 More Pedestrianisation 19
More / better toilets 8 More Street entertainment / More things 

going on 
20

More / better parking facilities 9 More shops open on Sunday 21
Better public transport 10 More shops open in the evenings 22
Better cleanliness / Make the centre 
tidier

11 Other (Write In)  

Cleaner air / Less traffic pollution 12

Q15a Do you ever use the Internet, Television or mail order for shopping? 

Yes  1 (Go to Q15b) 
No  2 Close 

Q15b What kinds of goods do you buy from these sources? 

                                                                                                                               
Food / Groceries  1  
Non food such as clothing and gifts  2  
Bulky non food goods   3  

 COMPLETE CLASSIFICATION - THANK RESPONDENT 
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BABERGH DISTRICT RETAIL STUDY
HOUSEHOLD TELEPHONE SURVEY

KEY RESULTS: CONVENIENCE GOODS SHOPPING

• The household telephone survey was carried out during April/May, 2008.
• In total 600 interviews were carried out over 8 zones.
• 33.1% of interviewees were male and 66.9% were female.
• The majority of people were in the 65+ age group (48.3%), the next two highest being 55-64

years (21.3%) and 45-54 years (14.2%).

Figure 1 – Age Distribution
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• 56.1% of respondents were retired and unemployed, while 33.2% were workers (Figure 2).
• The respondent was the person responsible for the majority of the household shopping.

Figure 2 – Employment Status

33.2%

55.0%

1.1%

10.8%

Full/Part-time Retired Unemployed Refused

• In terms of social grades, it can be seen that the most common grade for respondents was
the E1 bracket, retired (40.7% of total) – see Figure 3 overleaf.

Sample size: 600 respondents.

Sample size: 600 respondents.
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Figure 3 – Social Grades by Gender
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• In all zones, apart from Zones 1 and 2, the survey shows that households tend to do their
main food shopping during the day on weekdays, this being most popular in Zone 7 with
83.3%.

• For Zones 1 and 2 most respondents (36.2% and 48.3% respectively) do not shop at a
particular time and are more varied.

• Table 1 shows the results for the more popular stores1 among respondents. The majority fit
the same pattern as the zonal results, with most stores attracting shoppers during weekday
daytimes. However, for Tesco Sudbury shoppers tended to be more varied on when they
visited.

Table 1 – Filtered Results – When Do You Do Your Main Food Shop by Store

Weekday
Day

Weekday
Evening Saturday Sunday Varies

Hadleigh Co-op 66.7% 0% 19% 0% 14.3%

Sudbury Aldi 63.6% 27.3% 0% 0% 18.2%

Sudbury Somerfield 76.9% 7.7% 0% 0% 15.4%

Sudbury Tesco 37.6% 25.8% 19.4% 5.4% 12.9%

Sudbury Waitrose 57.5% 7.5% 15% 2.5% 17.5%

• Linked to the subject of when people shop is how frequently they visit their main food store.
Overall most respondents said that they visit their main store once a week (55.6%). This was
the same for all zones apart from Zone 1 and 2 where more people shop twice a week
(56.3% and 38% respectively).

• The results for popular stores against frequency of shop are broadly similar, with the majority
of people visiting once a week, reaching as high as 86.7% for Somerfield in Sudbury.

• Table 2 overleaf shows the reason for choosing main food store by filtered popular store. It
can be seen that convenience is the most important factor for the majority of respondents.

1 The results have been filtered to include only those stores in Sudbury and Hadleigh with more than 10 responses. This filter has
also been applied elsewhere in the report where popular shops are discussed.

Sample size: 600 respondents.
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Table 2 – Filtered Results – Reason for Choosing Main Food Store by Store

Hadleigh
Co-op

Sudbury
Aldi

Sudbury
Somerfield

Sudbury
Tesco

Sudbury
Waitrose

Convenient 35% 92.3% 82.3% 91.1% 72.8%

Close to Work 3.3% 0% 0% 0.4% 7.8%

Easy Parking 3.3% 0% 2.9% 0.9% 0%

Wide Choice
of Goods 13.3% 3.9% 0% 2% 4.4%

Close to Other
Shops 0% 0% 0% 0% 0%

Good Prices 9.9% 3.9% 0% 2.9% 0%

Quality of
Goods 0% 0% 0% 0% 4.8%

Other 31.9% 0% 2.9% 1.6% 10.2%

No Reason 3.3% 0% 11.9% 1.1% 0%

• The vast majority of respondents have the use of a car for shopping (74.3%), while men
have greater access to a car than women (see Figure 4a and 4b).

Figure 4a and 4b – Car Use for Main Food Shopping by Gender

Males

86%

14%

Yes No

Females

71%

29%

Yes No

• The high percentage of people who use a car for shopping is reflected by the results for the
mode of travel to main food store. Combined car travel accounts for 83% of trips, while
10.9% walk, and 4.5% use the bus.

• When combined car travel is analysed by zone (Figure 5 overleaf) it can be seen that a
number of zones (Zones 2, 4 and 6) have lower than average car usage.

• Respondents in Zone 4 are less likely to travel by car (78%), possibly because they are
closer to larger food stores already.

• This notion of closeness to stores is also shown when looking at popular stores and mode of
travel. In this instance the smaller stores in the town centres have higher levels of walk in
shoppers compared to the out of town Tesco at Sudbury, for example.

Sample size: 600 respondents.
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Figure 5 – Car as Mode of Travel to Main Food Store by Zone
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• For all zones and popular stores, the vast majority of respondents trips to their main food
store, originated from home (90% and over in all zones).

• The overall mean journey time to main food store was 13 minutes. When broken down by
zone, the highest mean was 18 minutes for Zone 5 and the lowest was 7 minutes for Zone 4,
which covers Sudbury (Figure 6).

Figure 6 – Mean Journey Time in Minutes to Main Food Store by Zone
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• When asked whether they combined main food shopping with other shops/services, the
majority of respondents (70.1%) said that they did not. This was consistent across all zones,
however, respondents in Zone 6 were the most likely (47.8%) to combine trips.

• By far the most popular centre to visit on a linked trip was Sudbury (Figure 7) reflecting its
dominance for main food shopping.

Sample size: 548 respondents.

Sample size: 521 respondents.
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Figure 7 – Towns Respondents Combined Food Shopping With
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• The results for popular stores in Table 3 indicate that respondents tend to combine trips with
the centres they are already visiting for food shopping (i.e. most linked trips are very
localised).

Table 3 – Filtered Towns Respondents Combined Food Shopping With by Store

Hadleigh Co-op Sudbury Somerfield Sudbury Tesco Sudbury Waitrose
Sudbury 7.1% 100% 100% 100%
Hadleigh 92.9% 0% 0% 0%

• The types of other shops or services visited by respondents on a linked main food shopping
trip are listed in Table 4.

• Services feature quite prominently in the top five, with financial outlets and post office the top
two.

Table 4 – Type of Other Shop / Service Outlet Visited

Outlet Number %
Financial Outlets 60 18.6%
Post Office 56 17.4%
Specialist Food Shops 48 14.9%
Other Type of Shop 40 12.4%
Department / Variety Store 29 9.0%
Chemist 28 8.7%
Café / Restaurant / Pub / Take-Away 20 6.2%
Charity Shops 13 4.0%
Fashion Shops 12 3.7%
Newsagents / Confectioners / Tobacconists 12 3.7%
Library 4 1.2%
Professional Services 0 0.0%

Sample size: 164 respondents with multiple coding.

Sample size: 138 respondents.
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• Perhaps unsurprisingly, the mode of travel to other shops/services on a linked trip (Figure 8)
shows a far higher proportion of people walking than for mode of transport to their main food
store (68%). As these are combination trips, shoppers appear much more likely to drive to
just one location and then walk to their other shops/services.

Figure 8 – Mode of Travel to Other Shops / Service Outlets on a Linked Trip
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Drive Walk Bus

• Tables 5 and 6 summarise the perceptions of all respondents (base) vs respondents living
in the local zone, when asked about the balance between large and small food shops in town
centres.

• Table 5 shows that the vast majority of Sudbury residents (96%), and the wider base (96%),
think that the balance between shops in Sudbury is just right. A small number of residents
would like to see more larger shops (4%).

• Residents views in Hadleigh (Table 6) differ slightly. Again the majority of residents (75%)
think the balance is about right. However, compared to Sudbury, more of the local population
are unsure about the balance between large and small food stores. 15% of residents would
like to see more bigger stores while 10% would like to see more smaller stores.

Table 5 – Views on Balance Between Small and Large Food Stores in Sudbury

Base Sudbury
Too Many Small Shops 2% 4%
Too Many Large Shops 2% 0%
About Right 96% 96%

Table 6 – Views on Balance Between Small and Large Food Stores in Hadleigh

Base Hadleigh
Too Many Small Shops 11% 15%
Too Many Large Shops 3% 10%
About Right 86% 75%

Sample size: 149 respondents.
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• The majority of Sudbury and Hadleigh residents do not want to see any changes to their
town centres (42.7% and 40% respectively) (Figure 9 and 10.

• However, of those households that do want to see changes to encourage them to visit their
town centres more often, the most popular named change for both Sudbury (13.3%) and
Hadleigh (14.8%) was a wider variety of stores.

Figure 9 – What Changes Would Encourage Sudbury Zone Residents To Visit Sudbury
Town Centre
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Figure 10 – What Changes Would Encourage Hadleigh Zone Residents To Visit Hadleigh
Town Centre
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Sample size: 86 respondents.

Sample size: 53 respondents.
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BABERGH DISTRICT RETAIL STUDY
HOUSEHOLD TELEPHONE SURVEY

KEY RESULTS: NON BULKY AND BULKY GOODS SHOPPING

• The household telephone survey was carried out during April/May, 2008.
• In total 600 interviews were carried out over 8 zones.
• 33.1% of interviewees were male and 66.9% were female.
• The majority of people were in the 65+ age group (48.3%), the next two highest being 55-64

years (21.3%) and 45-54 years (14.2%).

Figure 1 – Age Distribution

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

16-24 25-34 35-44 45-54 55-64 65+ Refused

Age Grouping

P
er

ce
n

ta
g

e

• 56.1% of respondents were retired and unemployed, while 33.2% were workers (Figure 2).
• The respondent was the person responsible for the majority of the household shopping.

Figure 2 – Employment Status
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• In terms of social grades, it can be seen that the most common grade for respondents was
the E1 bracket, retired (40.7% of total) – see Figure 3 overleaf.

Sample size: 600 respondents.
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Figure 3 – Social Grades by Gender
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• Once a month was the most popular frequency by which respondents from all zones (apart
from Zone 1) visited their main centre for non bulky comparison goods (see Table 1).

• Visits to centres for bulky comparison goods were more varied. For the majority of zones the
most popular response was once every 2-3 months or less often. The two exceptions were
Zone 1 and Zone 2 where the most popular response was once a month (Table 2 overleaf).

Table 1 – Frequency of Visiting Main Centre For Non Bulky Comparison Goods by Zone

1 2 3 4 5 6 7 8

More than
once a week 0% 4.2% 0% 0% 4.6% 3.6% 0% 0%

Once a week 6.6% 12.5% 0% 1.4% 16.9% 9.1% 6.3% 2.9%

2-3 times a
month 37.7% 25% 31.9% 29% 20% 12.7% 11.1% 20.3%

Once a month 31.1% 37.5% 50% 49.3% 29.2% 29.1% 25.4% 34.8%

Once every 2-
3 months 18% 16.7% 13.9% 20.3% 9.2% 18.2% 25.4% 14.5%

Once every 4-
6 months 6.6% 2.1% 4.2% 0% 16.9% 16.4% 17.5% 13%

Less Often 0% 0% 0% 0% 1.5% 10.9% 14.3% 11.6%

Varies 0% 2% 0% 0% 1.7% 0% 0% 2.9%

Sample size: 600 respondents.
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Table 2 – Frequency of Visiting Main Centre For Bulky Comparison Goods by Zone

1 2 3 4 5 6 7 8

More than
once a week 0% 4.2% 1.7% 0% 1.8% 0% 0% 0%

Once a week 0% 10.4% 0% 2% 5.4% 4.8% 2.2% 0%

2-3 times a
month 30.9% 18.8% 1.7% 4.1% 10.7% 7.1% 0% 0%

Once a month 40% 39.6% 25.9% 24.5% 7.1% 9.5% 6.7% 8.1%

Once every 2-
3 months 25.5% 20.8% 46.6% 38.8% 14.3% 9.5% 4.4% 16.1%

Once every 4-
6 months 3.6% 4.2% 20.7% 14.3% 26.8% 42.9% 11.1% 24.2%

Less Often 0% 2% 3.4% 14.3% 30.4% 26.2% 75.6% 48.4%

Varies 0% 0% 0% 2% 3.5% 0% 0% 3.2%

• In terms of choosing a main centre, the most popular reasons were the same for both non
bulky and bulky comparison goods. Convenience was by far the biggest factor with 77.2%
for non bulky comparison goods shopping and 80.9% for bulky comparison goods shopping.

• Among the lower percentage answers close to work was higher for non bulky comparison
goods (1.6%) while ease of parking was higher for bulky comparison goods (1.2%).

• The vast majority of respondents have the use of a car for shopping (74.3%), while men
have greater access to a car than women (see Figures 4a and 4b).

Figure 4a and 4b – Car Use for Shopping by Gender
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• The high percentage of people who use a car for shopping is reflected by the results for the
mode of travel to main centres for non bulky and bulky comparison goods.

• For non bulky goods, car travel accounts for 74.4% of trips, followed by bus travel with
13.8% and walking with 6.4%.

• For bulky goods, car travel accounts for 86.5% of trips, again followed by bus travel with
5.8% and walking with 5.1%. It is unsurprising that car travel is more popular as the main
mode of transport for bulky comparison goods shopping.

Sample size: 600 respondents.
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• When car travel is analysed by zone (Figures 5a and 5b) it can be seen that car usage is
lower for a number of zones (Zones 2, 4, 6 and 7 for non bulky comparison goods and
Zones 2 and 7 for bulky comparison goods).

Figure 5a and 5b – Car as Mode of Travel to Main Non Bulky and Bulky Comparison
Goods Centre by Zone
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• For all zones and both types of comparison goods shopping, the vast majority of
respondents trips to their main centres originated from home – 97.4% for non bulky
comparison goods and 99.4% for bulky goods.

• The overall mean journey time from home to both main non bulky and bulky comparison
goods centre was 17 minutes. When broken down by zone, the highest mean for non bulky
goods was 25 minutes for Zone 6 and the lowest was 13 minutes for Zone 4. For bulky
goods the highest was 20 minutes for Zone 1 and the lowest was 8 minutes for zone 4
(Figure 6a and 6b).

Figure 6a and 6b – Mean Journey Time in Minutes to Non Bulky and Bulky Comparison
Goods Centre by Zone
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• Tables 3 and 4 overleaf summarise the perceptions of all respondents (base) vs
respondents living in the local zone, when asked about the balance between large and small
non food shops in town centres.

• Table 3 shows that the vast majority of Sudbury households (75%), and the wider base
(89.5%), think that the balance between large and small shops in Sudbury is just right.
However, a number of households would like to see more larger shops (21%).

• Household views in Hadleigh (Table 4) are similar. Again the majority of local households
(74%) think the balance is about right although a significant minority of households would
like to see more large shops (17%).

Sample size: 520 respondents. Sample size: 447 respondents.

Sample size: 506 respondents. Sample size: 446 respondents.
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Table 3 – Views on Balance Between Small and Large Non-Food Stores in Sudbury

Base Sudbury Zone
Too Many Small Shops 9% 21%
Too Many Large Shops 1.5% 4%
About Right 89.5% 75%

Table 4 – Views on Balance Between Small and Large Non-Food Stores in Hadleigh

Base Hadleigh Zone
Too Many Small Shops 10% 17%
Too Many Large Shops 3% 9%
About Right 87% 74%

• The majority of Sudbury and Hadleigh households do not want to see any changes made to
their town centres (42.7% and 40% respectively) (Figures 7 and 8).

• However, of those households that do want to see changes to encourage them to visit their
town centres more often, the most popular named change for both Sudbury (13.3%) and
Hadleigh (14.8%) was a wider variety of stores.

Figure 7 – What Changes Would Encourage Sudbury Zone Residents To Visit Sudbury
Town Centre More Often
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Figure 8 – What Changes Would Encourage Hadleigh Zone Residents To Visit Hadleigh
Town Centre More Often
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Sample size: 86 respondents.

Sample size: 53 respondents.



APPENDIX 2D 

Summary of Market Data by 

Centre/Zone



Centre Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

Hadleigh 0.0% 0.0% 3.9% 0.0% 1.2% 5.8% 0.0% 0.0%
TOTAL HADLEIGH 0.0% 0.0% 3.9% 0.0% 1.2% 5.8% 0.0% 0.0%
Sudbury 28.5% 23.2% 28.8% 61.0% 37.7% 6.7% 0.0% 0.0%
TOTAL SUDBURY 28.5% 23.2% 28.8% 61.0% 37.7% 6.7% 0.0% 0.0%
Great Cornard 1.5% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL GREAT CORNARD 1.5% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Lavenham 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LAVERHAM 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Long Melford 0.0% 0.0% 2.8% 0.0% 0.0% 0.3% 0.0% 0.0%
TOTAL LONG MELFORD 0.0% 0.0% 2.8% 0.0% 0.0% 0.3% 0.0% 0.0%
Capel St Mary 0.0% 0.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL CAPEL ST MARY 0.0% 0.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Copdock Mill Interchange Retail Park 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL COPDOCK MILL 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Local Shops / PO 1.8% 0.0% 0.1% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LOCAL 1.8% 0.0% 0.1% 0.0% 0.0% 0.0% 0.0% 0.0%
Bluewater - Shopping Centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree 1.5% 8.9% 0.0% 0.3% 0.4% 0.0% 0.0% 0.0%
Bramford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 6.5%
Bury St Edmunds 28.0% 0.0% 35.3% 3.4% 2.7% 2.0% 0.8% 4.0%
Cambridge 8.1% 0.0% 2.0% 0.3% 0.2% 0.0% 0.0% 1.0%
Chelmsford 0.0% 1.8% 0.0% 0.0% 1.0% 0.0% 0.0% 0.0%
Clacton-on-Sea 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester 3.1% 32.1% 7.0% 19.6% 42.5% 7.7% 11.9% 0.7%
Colchester - Stanway Retail Park 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Felixstowe 0.0% 0.0% 0.0% 0.0% 0.0% 3.6% 1.6% 0.0%
Freeport 0.0% 0.0% 0.3% 0.3% 0.6% 0.0% 0.0% 0.0%
Halstead 4.6% 32.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill 18.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Henley 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.6% 0.0%
Ipswich 3.1% 0.0% 6.3% 12.5% 7.9% 67.2% 76.8% 58.7%
London (Central / West End) 0.0% 0.0% 2.2% 0.3% 5.9% 3.9% 2.7% 0.0%
Manningtree 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.8% 0.0%
Needham Market 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket 0.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Norwich 0.0% 0.0% 1.1% 1.1% 0.0% 0.3% 0.0% 1.5%
Other 0.0% 0.0% 0.4% 0.0% 0.0% 1.5% 2.4% 0.0%
Saffron Waldon 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sproughton 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.6% 0.0%
Stowmaket 0.0% 0.0% 9.8% 0.0% 0.0% 1.0% 0.0% 26.9%
Thetford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Thurrock / Lakeside - Shopping Centre 0.0% 0.9% 0.0% 1.4% 0.0% 0.0% 0.0% 0.0%
Woodbridge 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.7%
TOTAL OUTSIDE BABERGH DISTRICT 68.1% 75.9% 64.5% 39.0% 61.1% 87.2% 100.0% 100.0%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

NON-BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)



Centre Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

Hadleigh 0.0% 0.0% 8.3% 0.0% 4.6% 15.6% 0.0% 0.0%
TOTAL HADLEIGH 0.0% 0.0% 8.3% 0.0% 4.6% 15.6% 0.0% 0.0%
Sudbury 31.8% 14.1% 54.7% 90.0% 35.7% 8.4% 0.0% 0.0%
TOTAL SUDBURY 31.8% 14.1% 54.7% 90.0% 35.7% 8.4% 0.0% 0.0%
Great Cornard 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL GREAT CORNARD 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Lavenham 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LAVERHAM 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Long Melford 0.0% 0.0% 1.7% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LONG MELFORD 0.0% 0.0% 1.7% 0.0% 0.0% 0.0% 0.0% 0.0%
Capel St Mary 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL CAPEL ST MARY 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Copdock Mill Interchange Retail Park 0.0% 0.0% 0.0% 0.0% 0.0% 17.1% 41.6% 33.8%
TOTAL COPDOCK MILL 0.0% 0.0% 0.0% 0.0% 0.0% 17.1% 41.6% 33.8%
Local Shops / PO 0.8% 3.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LOCAL 0.8% 3.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bluewater - Shopping Centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree 1.6% 6.0% 1.4% 0.0% 0.0% 0.0% 0.0% 0.0%
Bramford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 6.1%
Bury St Edmunds 30.6% 1.7% 22.9% 0.4% 0.0% 2.9% 0.0% 3.1%
Cambridge 3.5% 0.0% 0.3% 0.0% 0.0% 0.0% 0.0% 0.3%
Chelmsford 0.0% 1.7% 0.0% 0.0% 1.1% 0.0% 0.0% 0.0%
Clacton-on-Sea 0.0% 0.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester 1.6% 34.1% 0.3% 5.1% 44.9% 9.0% 15.7% 0.0%
Colchester - Stanway Retail Park 0.0% 0.0% 0.0% 0.0% 3.2% 0.0% 0.0% 0.0%
Felixstowe 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Freeport 0.0% 1.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead 6.3% 35.6% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill 19.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Henley 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich 1.6% 0.0% 4.0% 4.5% 6.3% 44.8% 39.3% 25.5%
London (Central / West End) 1.6% 0.0% 0.0% 0.0% 1.9% 0.0% 0.0% 0.0%
Manningtree 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Needham Market 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.1% 0.0%
Newmarket 0.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Norwich 0.0% 0.0% 0.0% 0.0% 0.9% 0.0% 2.3% 0.8%
Other 0.0% 0.8% 0.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Saffron Waldon 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sproughton 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmaket 0.0% 0.0% 6.2% 0.0% 0.0% 1.4% 0.0% 30.3%
Thetford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Thurrock / Lakeside - Shopping Centre 0.0% 0.0% 0.0% 0.0% 1.4% 0.8% 0.0% 0.0%
Woodbridge 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL OUTSIDE BABERGH DISTRICT 67.5% 82.4% 35.3% 10.0% 59.7% 58.9% 58.4% 66.2%

100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)



Centre Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

Hadleigh - Coop 0.0% 0.0% 0.2% 0.4% 1.1% 38.1% 2.5% 0.0%
Hadleigh - QD Buyright 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Hadleigh - Other 0.0% 0.0% 1.9% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL HADLEIGH 0.0% 0.0% 2.1% 0.4% 1.1% 38.1% 2.5% 0.0%
Sudbury - Aldi 0.6% 3.8% 1.2% 5.8% 1.1% 0.0% 0.0% 0.0%
Sudbury - Co-op 0.7% 0.0% 0.0% 0.8% 0.0% 0.0% 0.0% 0.0%
Sudbury - Farm Foods Freezer Centre 0.0% 0.0% 0.0% 0.5% 0.0% 0.0% 0.0% 0.0%
Sudbury - M&S Simply Food 0.0% 1.1% 0.0% 2.5% 0.9% 0.0% 0.0% 0.0%
Sudbury - McColls 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sudbury - Roys of Wroxham 0.0% 0.0% 0.0% 0.4% 1.1% 0.0% 0.0% 0.0%
Sudbury - Somerfield 0.0% 1.9% 0.4% 11.1% 1.6% 0.0% 0.0% 0.0%
Sudbury - Tesco, Springlands Way 19.1% 5.6% 30.1% 46.1% 21.9% 4.1% 0.0% 0.0%
Sudbury - Waitrose 4.5% 13.4% 9.6% 17.4% 18.9% 1.1% 0.0% 0.0%
Sudbury - Other 0.0% 7.6% 0.0% 0.0% 2.6% 0.0% 0.0% 0.0%
TOTAL SUDBURY 25.0% 33.4% 41.3% 84.7% 48.1% 5.2% 0.0% 0.0%
Great Cornard - Co-op 0.0% 0.5% 0.0% 3.4% 0.0% 0.0% 0.0% 0.0%
Great Cornard - Martins 2.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Great Cornard - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL GREAT CORNARD 2.1% 0.5% 0.0% 3.4% 0.0% 0.0% 0.0% 0.0%
Lavenham - Co-op 0.0% 0.0% 4.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Lavenham - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LAVERHAM 0.0% 0.0% 4.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Long Melford - Co-op 0.0% 0.0% 2.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Long Melford - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL LONG MELFORD 0.0% 0.0% 2.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Capel St Mary - Co-op 1.0% 0.0% 0.0% 0.0% 0.0% 0.9% 3.2% 0.0%
Capel St Mary - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.2% 0.0%
TOTAL CAPEL ST MARY 1.0% 0.0% 0.0% 0.0% 0.0% 0.9% 3.4% 0.0%
Ipswich - Tesco Extra, Copdock Interchange 0.0% 0.0% 2.0% 0.0% 0.0% 14.1% 35.1% 0.0%
TOTAL COPDOCK MILL 0.0% 0.0% 2.0% 0.0% 0.0% 14.1% 35.1% 0.0%
Local Shops / PO 11.5% 4.8% 16.9% 4.7% 13.0% 13.6% 0.0% 0.3%
TOTAL LOCAL 11.5% 4.8% 16.9% 4.7% 13.0% 13.6% 0.0% 0.3%
Braintree - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree - Sainsbury 0.8% 3.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree - Somerfield 0.0% 0.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Braintree - Tesco 1.6% 5.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bramford - Coop 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 2.1%
Bramford - Morrisons 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 2.2%
Bramford - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.2%
Bramford - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.7%
Brantham - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.6% 0.0%
Brantham - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Somerfield 0.6% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Tesco 14.8% 0.0% 1.9% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Waitrose 2.2% 0.0% 2.1% 0.0% 0.0% 0.0% 3.2% 0.0%
Bury St Edmunds - Other 0.0% 0.0% 0.2% 0.0% 0.0% 0.0% 0.0% 0.0%
Bury St Edmunds - Sainsbury 4.5% 0.0% 12.7% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Aldi 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Asda 0.8% 8.4% 0.0% 4.6% 12.5% 0.0% 0.0% 0.0%
Colchester - Other 0.0% 0.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Sainsbury 0.0% 3.1% 0.0% 0.0% 5.7% 0.0% 0.0% 0.0%
Colchester - Somerfield 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Express, Bromley Road 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Express, Crouch Street 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Express, St Johns 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Colchester - Tesco Extra 0.0% 1.4% 0.0% 0.0% 16.5% 0.7% 14.1% 0.0%
Colchester - Tesco, Greenstead Road 0.0% 0.0% 0.0% 2.3% 0.0% 0.0% 0.0% 0.0%
Dedham - Co-op Local 0.0% 1.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.9%
Dedham - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Diss - Morrisons 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Diss - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Diss - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Earls Colne (any) 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
East Bergholt - Budgens 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 3.8% 0.0%
East Bergholt - Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Glemsford 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead - Co-op / Solar Supermarket 3.1% 23.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead - Somerfield 1.4% 8.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Halstead- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill - Aldi 4.3% 1.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%

CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)



Haverhill - Sainsbury 23.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Haverhill- Other 0.0% 1.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Holbrook - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 3.2% 0.0%
Holbrook- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Sainsbury, town centre / Upper Brook Street 0.0% 0.0% 0.0% 0.0% 0.0% 0.1% 0.0% 1.4%
Ipswich - Aldi, Hines Road 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Aldi, Meredith Road 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Asda, Whitehouse / Bury Road 0.0% 0.0% 1.2% 0.0% 1.4% 6.4% 5.5% 14.2%
Ipswich - Co-op, Pinewood 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Co-op, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3%
Ipswich - Iceland, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Lidl, Ravenswood 0.0% 0.0% 0.0% 0.0% 0.0% 1.4% 0.0% 0.0%
Ipswich - Lidl, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.2% 0.0%
Ipswich - M&S, town centre 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.1% 0.0%
Ipswich - Morrisons, Sproughton Road 0.2% 0.0% 0.0% 0.0% 0.0% 6.9% 12.9% 24.0%
Ipswich - Sainsbury, Hadleigh Road 0.0% 0.0% 0.0% 0.0% 1.7% 12.6% 5.3% 6.3%
Ipswich - Sainsbury, Warren Heath 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.9% 0.0%
Ipswich - Tesco Express, Westbourne 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Tesco Extra, Martlesham Heath 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Ipswich - Tesco Metro, Kesgrave 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 3.9%
Ipswich- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.4%
Maningtree- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Manningtree - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 7.4% 0.0%
Manningtree - Tesco Express 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Midenhall - Sainsbury 0.0% 1.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Mildenhall- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Needham Market - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.0%
Needham Market- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket - Waitrose 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Newmarket- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Other 3.0% 2.2% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Saffron Walden - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.5%
Saffron Walden - Waitrose 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Saffron Waldron- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sibble Hedingham- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Sible Hedingham - Co-op 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket - Aldi 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket - Co-op, Combs Lane 0.0% 0.0% 0.2% 0.0% 0.0% 0.0% 0.0% 0.6%
Stowmarket - Lidl 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket - Tesco 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 17.3%
Stowmarket - Waitrose 0.0% 0.0% 1.8% 0.0% 0.0% 0.0% 0.0% 0.0%
Stowmarket- Asda 0.0% 0.0% 11.1% 0.0% 0.0% 0.0% 0.0% 11.6%
Stowmarket- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 10.1%
West Bergholt - Co-op Local 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
West Bergholt- Other 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
TOTAL OUTSIDE BABERGH DISTRICT 60.5% 61.2% 31.2% 6.9% 37.8% 28.1% 59.0% 99.7%

TOTAL 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
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APPENDIX 3B 
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Expenditure Per Head 



22/05/2008

Small tools and miscellaneous accessories per Household 199 128 154.927 128

Total Retail per Household 12,797 10,557 121.217 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 206 121 171.127 141

Total Retail per Household 12,797 10,557 121.217 100

Target Base Penetration Index

Tobacco per Household 239 368 65.128 54

Total Retail per Household 12,797 10,557 121.217 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 355 265 133.775 128

Cultural services per Household 595 543 109.624 105

Games of chance per Household 318 379 83.939 80

Hairdressing salons & personal grooming establishments per Household 269 199 134.877 129

Recreational and sporting services per Household 398 274 145.346 139

Restaurants, cafes etc per Household 2,518 2,603 96.738 93

Total Leisure per Household 4,453 4,264 104.447 100

Target Base Penetration Index

Total Comparison per Person 3,382 2,850 118.646 102

Total Convenience per Person 1,835 1,649 111.276 96

Total Retail per Person 5,217 4,499 115.945 100

Target Base Penetration Index

Beer (off trade) 42 49 86.781 75

Spirits (off trade) 46 54 86.036 74

Wine, cider and perry (off trade) 141 102 138.468 119

Total Retail per Person 5,217 4,499 115.945 100

Target Base Penetration Index

Electric appliances for personal care per Person 17 17 98.750 85

Other appliances, articles & prods for personal care per Person 249 237 105.208 91

Appliances for personal care per Person 266 254 104.778 90

Total Retail per Person 5,217 4,499 115.945 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 1

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 170 128 132.742 119

Total Retail per Household 11,798 10,557 111.759 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 186 121 153.796 138

Total Retail per Household 11,798 10,557 111.759 100

Target Base Penetration Index

Tobacco per Household 296 368 80.542 72

Total Retail per Household 11,798 10,557 111.759 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 299 265 112.811 112

Cultural services per Household 593 543 109.090 109

Games of chance per Household 342 379 90.087 90

Hairdressing salons & personal grooming establishments per Household 240 199 120.484 120

Recreational and sporting services per Household 337 274 123.091 123

Restaurants, cafes etc per Household 2,467 2,603 94.764 94

Total Leisure per Household 4,277 4,264 100.316 100

Target Base Penetration Index

Total Comparison per Person 3,295 2,850 115.601 102

Total Convenience per Person 1,800 1,649 109.134 96

Total Retail per Person 5,094 4,499 113.231 100

Target Base Penetration Index

Beer (off trade) 46 49 94.553 84

Spirits (off trade) 44 54 82.889 73

Wine, cider and perry (off trade) 118 102 116.496 103

Total Retail per Person 5,094 4,499 113.231 100

Target Base Penetration Index

Electric appliances for personal care per Person 18 17 104.146 92

Other appliances, articles & prods for personal care per Person 257 237 108.735 96

Appliances for personal care per Person 275 254 108.429 96

Total Retail per Person 5,094 4,499 113.231 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 2

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 178 128 138.825 123

Total Retail per Household 11,907 10,557 112.787 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 183 121 151.795 135

Total Retail per Household 11,907 10,557 112.787 100

Target Base Penetration Index

Tobacco per Household 279 368 75.972 67

Total Retail per Household 11,907 10,557 112.787 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 306 265 115.479 116

Cultural services per Household 579 543 106.536 107

Games of chance per Household 344 379 90.604 91

Hairdressing salons & personal grooming establishments per Household 240 199 120.491 121

Recreational and sporting services per Household 343 274 125.156 126

Restaurants, cafes etc per Household 2,430 2,603 93.344 94

Total Leisure per Household 4,241 4,264 99.468 100

Target Base Penetration Index

Total Comparison per Person 3,345 2,850 117.372 102

Total Convenience per Person 1,854 1,649 112.420 97

Total Retail per Person 5,199 4,499 115.557 100

Target Base Penetration Index

Beer (off trade) 46 49 93.674 81

Spirits (off trade) 46 54 86.647 75

Wine, cider and perry (off trade) 127 102 125.157 108

Total Retail per Person 5,199 4,499 115.557 100

Target Base Penetration Index

Electric appliances for personal care per Person 18 17 104.910 91

Other appliances, articles & prods for personal care per Person 254 237 107.127 93

Appliances for personal care per Person 271 254 106.979 93

Total Retail per Person 5,199 4,499 115.557 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 3

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 140 128 109.208 110

Total Retail per Household 10,477 10,557 99.240 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 146 121 121.090 122

Total Retail per Household 10,477 10,557 99.240 100

Target Base Penetration Index

Tobacco per Household 383 368 104.305 105

Total Retail per Household 10,477 10,557 99.240 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 228 265 85.821 93

Cultural services per Household 560 543 103.063 111

Games of chance per Household 400 379 105.592 114

Hairdressing salons & personal grooming establishments per Household 187 199 94.067 102

Recreational and sporting services per Household 250 274 91.159 99

Restaurants, cafes etc per Household 2,321 2,603 89.154 96

Total Leisure per Household 3,946 4,264 92.539 100

Target Base Penetration Index

Total Comparison per Person 2,896 2,850 101.603 100

Total Convenience per Person 1,674 1,649 101.537 100

Total Retail per Person 4,570 4,499 101.578 100

Target Base Penetration Index

Beer (off trade) 48 49 97.654 96

Spirits (off trade) 42 54 78.232 77

Wine, cider and perry (off trade) 86 102 84.964 84

Total Retail per Person 4,570 4,499 101.578 100

Target Base Penetration Index

Electric appliances for personal care per Person 17 17 101.968 100

Other appliances, articles & prods for personal care per Person 236 237 99.888 98

Appliances for personal care per Person 254 254 100.027 98

Total Retail per Person 4,570 4,499 101.578 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 4

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 197 128 153.552 126

Total Retail per Household 12,816 10,557 121.395 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 222 121 183.681 151

Total Retail per Household 12,816 10,557 121.395 100

Target Base Penetration Index

Tobacco per Household 221 368 60.064 49

Total Retail per Household 12,816 10,557 121.395 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 368 265 138.650 130

Cultural services per Household 613 543 112.873 106

Games of chance per Household 301 379 79.397 74

Hairdressing salons & personal grooming establishments per Household 289 199 144.881 136

Recreational and sporting services per Household 400 274 145.990 137

Restaurants, cafes etc per Household 2,576 2,603 98.954 93

Total Leisure per Household 4,546 4,264 106.622 100

Target Base Penetration Index

Total Comparison per Person 3,707 2,850 130.053 103

Total Convenience per Person 1,986 1,649 120.445 95

Total Retail per Person 5,693 4,499 126.532 100

Target Base Penetration Index

Beer (off trade) 44 49 89.714 71

Spirits (off trade) 49 54 91.913 73

Wine, cider and perry (off trade) 155 102 152.407 120

Total Retail per Person 5,693 4,499 126.532 100

Target Base Penetration Index

Electric appliances for personal care per Person 18 17 108.516 86

Other appliances, articles & prods for personal care per Person 277 237 117.160 93

Appliances for personal care per Person 296 254 116.584 92

Total Retail per Person 5,693 4,499 126.532 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 5

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 179 128 139.401 123

Total Retail per Household 12,003 10,557 113.697 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 192 121 159.527 140

Total Retail per Household 12,003 10,557 113.697 100

Target Base Penetration Index

Tobacco per Household 274 368 74.677 66

Total Retail per Household 12,003 10,557 113.697 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 312 265 117.795 116

Cultural services per Household 599 543 110.310 108

Games of chance per Household 335 379 88.446 87

Hairdressing salons & personal grooming establishments per Household 250 199 125.352 123

Recreational and sporting services per Household 348 274 127.131 125

Restaurants, cafes etc per Household 2,503 2,603 96.157 94

Total Leisure per Household 4,348 4,264 101.973 100

Target Base Penetration Index

Total Comparison per Person 3,320 2,850 116.489 102

Total Convenience per Person 1,794 1,649 108.817 96

Total Retail per Person 5,114 4,499 113.677 100

Target Base Penetration Index

Beer (off trade) 45 49 92.142 81

Spirits (off trade) 45 54 83.213 73

Wine, cider and perry (off trade) 123 102 121.429 107

Total Retail per Person 5,114 4,499 113.677 100

Target Base Penetration Index

Electric appliances for personal care per Person 17 17 103.301 91

Other appliances, articles & prods for personal care per Person 257 237 108.587 96

Appliances for personal care per Person 275 254 108.234 95

Total Retail per Person 5,114 4,499 113.677 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 6

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 186 128 144.976 122

Total Retail per Household 12,537 10,557 118.752 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 219 121 181.610 153

Total Retail per Household 12,537 10,557 118.752 100

Target Base Penetration Index

Tobacco per Household 245 368 66.742 56

Total Retail per Household 12,537 10,557 118.752 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 344 265 129.845 123

Cultural services per Household 620 543 114.101 108

Games of chance per Household 306 379 80.666 76

Hairdressing salons & personal grooming establishments per Household 284 199 142.396 135

Recreational and sporting services per Household 382 274 139.716 132

Restaurants, cafes etc per Household 2,565 2,603 98.544 93

Total Leisure per Household 4,502 4,264 105.575 100

Target Base Penetration Index

Total Comparison per Person 3,417 2,850 119.872 103

Total Convenience per Person 1,819 1,649 110.307 95

Total Retail per Person 5,235 4,499 116.366 100

Target Base Penetration Index

Beer (off trade) 43 49 88.203 76

Spirits (off trade) 45 54 83.601 72

Wine, cider and perry (off trade) 134 102 131.372 113

Total Retail per Person 5,235 4,499 116.366 100

Target Base Penetration Index

Electric appliances for personal care per Person 18 17 104.539 90

Other appliances, articles & prods for personal care per Person 261 237 110.191 95

Appliances for personal care per Person 279 254 109.814 94

Total Retail per Person 5,235 4,499 116.366 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 7

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person



22/05/2008

Small tools and miscellaneous accessories per Household 188 128 146.257 124

Total Retail per Household 12,468 10,557 118.104 100

Target Base Penetration Index

Therapeutic appliances and equipment per Household 208 121 172.480 146

Total Retail per Household 12,468 10,557 118.104 100

Target Base Penetration Index

Tobacco per Household 254 368 69.144 59

Total Retail per Household 12,468 10,557 118.104 100

Target Base Penetration Index

Prescription costs per Household 356 356 100.000 -

Target Base Penetration Index

Accommodation services per Household 331 265 124.808 118

Cultural services per Household 621 543 114.351 108

Games of chance per Household 311 379 82.008 77

Hairdressing salons & personal grooming establishments per Household 272 199 136.446 129

Recreational and sporting services per Household 373 274 136.390 129

Restaurants, cafes etc per Household 2,606 2,603 100.108 95

Total Leisure per Household 4,514 4,264 105.876 100

Target Base Penetration Index

Total Comparison per Person 3,199 2,850 112.237 103

Total Convenience per Person 1,698 1,649 102.949 95

Total Retail per Person 4,897 4,499 108.833 100

Target Base Penetration Index

Beer (off trade) 43 49 87.364 80

Spirits (off trade) 42 54 77.844 72

Wine, cider and perry (off trade) 120 102 117.909 108

Total Retail per Person 4,897 4,499 108.833 100

Target Base Penetration Index

Electric appliances for personal care per Person 17 17 99.196 91

Other appliances, articles & prods for personal care per Person 249 237 105.167 97

Appliances for personal care per Person 266 254 104.769 96

Total Retail per Person 4,897 4,499 108.833 100

Target Base Penetration Index

Babergh Household Study Area
Target Area(s): Zone 8

Base Area(s): Standard Geography; United Kingdom

Sorted On: Default (Ascending)

Date:

Retail Planner 2006

Consumer Retail Expenditure (Coarse)

Small tools and miscellaneous accessories per Household

Therapeutic appliances and equipment per Household

Tobacco (Retail) per Household

2006 Total Expenditure per Person (in 2006 prices)

Alcohol (off trade) per Person

Aplliances for personal care per Person

Prescription costs per Household

Leisure per Household

Total Leisure per Household

Total Retail per Person
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APPENDIX 4A 

Existing Convenience Goods 

Sales Floorspace and 

Benchmark Turnovers by Town 



Fascia
Estimated Gross

Floorspace
(SqM)

Source
Estimated Net

Floorspace
(SqM)

Estimated
Benchmark Sales

Density (£ per
SqM Net)

Estimated
Benchmark

Turnover (£m)

Tesco - out of town 4,138 2, 3 2,390* 13,000 31.07
Farmfoods - out of town 394 3 256 4,000 1.02
Aldi - edge of centre 760 1 494 3,700 1.83
Waitrose - edge of centre 2,877 2, 3 1,788* 11,000 19.67
Roys Variety Store - edge of centre 3,021 2, 3 591* 6,000 3.55
Marks & Spencer Simply Food 826 2 357 10,700 3.82
Somerfield 1,271 2 765 6,300 4.82
Meat Inn 83 1 54 4,000 0.22
A & G News 89 1 58 4,000 0.23
Watson's Fruit and Vega. 48 1 31 4,000 0.12
Sweet Times 30 1 20 4,000 0.08
Rafi's Spice Box 74 1 48 4,000 0.19
McColls/The Liquer Store 361 1 235 7,000 1.64
Bakers Oven 288 1 187 4,000 0.75
Julian Graves 44 1 29 4,000 0.11
North Street News 49 1 32 4,000 0.13
Meat Inn 97 1 63 4,000 0.25
Golden Harvest Health Foods 108 1 70 4,000 0.28
The Local 97 1 63 4,000 0.25
Kandy Kiosk Papers 15 1 10 4,000 0.04

14,670 7,540 9,294 70.07

Notes:

SUDBURY : CONVENIENCE GOODS - Schedule of Shops and Estimated Convenience Goods Floorspace (as at March 2008)

Sources: 1) Babergh District Council; 2) Institue of Grocery Distribution; 3) Colliers CRE estimates
* Net floorspace excludes estimated comparison goods floorspace.



Fascia
Estimated Gross

Floorspace
(SqM)

Source
Estimated Net

Floorspace
(SqM)

Estimated
Benchmark Sales

Density (£ per
SqM Net)

Estimated
Benchmark

Turnover (£m)

Buyright - out of town 6,588 3 1,186* 3,750 4.45
Co-op 1,326 1 862 5,250 4.53
The Beer Barrel 18 1 12 3,750 0.04
Bakers Oven 108 1 70 3,750 0.26
Andrews Butchers 69 1 45 3,750 0.17
Pierpoints Butchers 186 1 121 3,750 0.45
Chocoholics 18 1 12 3,750 0.04
Fergusons Delicatessan 71 1 46 3,750 0.17
Patridges Farm Shop 154 1 100 3,750 0.38
Sunflower 75 1 49 3,750 0.18
Threshers 179 1 116 7,000 0.81
Toffee Cavern 8 1 5 3,750 0.02

8,800 2,624 4,387 11.51

Notes:

HADLEIGH : CONVENIENCE GOODS - Schedule of Shops and Estimated Convenience Goods Floorspace (as at March 2008)

Sources: 1) Babergh District Council; 2) Institue of Grocery Distribution; 3) Colliers CRE estimates
* Net floorspace excludes estimated comparison goods floorspace.



Fascia
Estimated Gross

Floorspace
(SqM)

Source
Estimated Net

Floorspace
(SqM)

Estimated
Benchmark Sales

Density (£ per
SqM Net)

Estimated
Benchmark

Turnover (£m)

Tesco 8,862 1, 2 4,228* 13,000 54.96
8,862 4,228 13,000 54.96

Notes:

* Net floorspace excludes estimated comparison goods floorspace.

COPDOCK MILL : CONVENIENCE GOODS - Schedule of Shops and Estimated Convenience Goods Floorspace (as at March 2008)

Sources: 1) Institurte of Grocery Distribution; 2) Colliers CRE estimate



APPENDIX 4B 

Existing Comparison Goods 

Sales Floorspace and 

Benchmark Turnovers by Town



Fascia
Estimated Gross

Floorspace
(SqM)

Source
Estimated Net

Floorspace
(SqM)

Estimated
Benchmark Sales

Density (£ per
SqM Net)

Estimated
Benchmark

Turnover (£m)

Tesco - out of town 4,138 2, 3 265* 6,000 1.59
Homebase - out of town 2,323 3 2,091 1,200 2.51
FOCUS - out of town 2,793 3 2,514 1,000 2.51
Carpetright - out of town 604 3 544 1,100 0.60
Halfords - out of town 465 3 419 2,000 0.84
Pets at Home - out of town 394 3 355 2,000 0.71
Topps Tiles - out of town 418 3 376 1,200 0.45
Currys - out of town 791 3 712 6,100 4.34
Roys Variety Store - edge of centre 3,021 2, 3 1,379* 4,500 6.21
Town Centre Shops 14,656 1 9,526 4,500 42.87

32,624 18,180 3,748 68.14

Notes:

SUDBURY : COMPARISON GOODS - Schedule of Shops and Estimated Comparison Goods Floorspace (as at March 2008)

Sources: 1) Babergh District Council; 2) Institue of Grocery Distribution; 3) Colliers CRE estimates
* Net floorspace excludes estimated convenience goods floorspace.



Fascia
Estimated Gross

Floorspace
(SqM)

Source
Estimated Net

Floorspace
(SqM)

Estimated
Benchmark Sales

Density (£ per
SqM Net)

Estimated
Benchmark

Turnover (£m)

Buyright - out of town 6,588 2 4,743* 1,500 7.11
Town Centre Shops 4,235 1 2,753 3,000 8.26

10,823 7,496 2,051 15.37

Notes:

* Net floorspace excludes estimated convenience goods floorspace.

HADLEIGH : COMPARISON GOODS - Schedule of Shops and Estimated Comparison Goods Floorspace (as at March 2008)

Sources: 1) Babergh District Council; 2) Colliers CRE estimates



Fascia
Estimated Gross

Floorspace
(SqM)

Source
Estimated Net

Floorspace
(SqM)

Estimated
Benchmark Sales

Density (£ per
SqM Net)

Estimated
Benchmark

Turnover (£m)

Tesco 8,862 1 1,812* 6,000 10.87
Toys R Us 3,716 1 3,344 2,230 7.46
Mothercare 1,359 1 1,223 2,420 2.96
Currys 2,323 1 2,091 6,160 12.88
PC World 2,323 1 2,091 6,300 13.17
Multi York 697 1 627 2,500 1.57

28,142 11,188 4,372 48.91

Notes:

* Net floorspace excludes estimated convenience goods floorspace.

COPDOCK MILL : COMPARISON GOODS - Schedule of Shops and Estimated Comparison Goods Floorspace (as at March 2008)

Sources: 1) Institurte of Grocery Distribution; 2) Colliers CRE estimate
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Retail Commitments: Babergh District

1. Tesco – Retail Commitment 

 Tesco, Woodhall, Sudbury  

(extension to store is currently under construction) 

Comparison good floorspace: 2,397 sq m gross 

Estimated net comparison goods floorspace: 1,558 sq m  

Estimated sales density: £6,000 psm net @2008 in 2006 prices 

Turnover estimate: £9.3 million @ 2008. 

2. Aldi – Retail Commitment 

Girling Street, Sudbury 

(extension to store is currently under construction) 

Convenience goods floorspace: 213 sq m gross 

Estimated net convenience goods floorspace: 138 sq m net 

Estimated sales density: £3,700 psm net @ 2008 in 2006 prices 

Turnover estimate: £0.5 million @ 2008 
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Methodology for Assessing Quantitative Retail Need / Capacity

Step 1 Catchment Area Definition and Study Time Frame 

Step 1A The catchment (or survey) area should be defined with regard to the study objective. 

Step 1B The catchment should then be subdivided into zones (or sub-areas) to reflect the number and 
 location of retail centres and the accessibility between them. 

The number of zones will depend on the size of the sample for the household survey. Ideally a 
minimum of around 80 interviews should be carried out within each zone. 

Zone boundaries are normally defined in terms of administrative boundaries or postal geography. 

Step 1C An assessment will normally adopt the current year as its starting point or “base year”. The end 
year, or “forecast year”, will normally be determined by the end date of the Plan. 

 In preparing quantitative need studies it is normally helpful to also produce need estimates for 
selected intermediate years, since this will show how floorspace need (if any) changes or grows 
over time. 

Step 1D A constant price base must be adopted for the quantitative need assessment. Thus all  monetary 
 figures are given in real values and discounted for the affects of price inflation. 

Step 2 Analyse Consumer Demand 

Step 2A Population estimates for each zone at the base year are required. Each of the zone populations 
 must then be projected forwards to the forecast year(s). 

Step 2B Estimates of retail expenditure per head are required for either the catchment area as a 
 whole or ideally for each zone. 

Estimates are also likely to be required for different categories of goods; the most common are: 
convenience goods and comparison goods. 

All expenditure data providers produce estimates for user defined areas which reflect the socio-
demographics and affluence of the localities. 

It is essential that the expenditure per head estimates are adjusted to the correct price base (see 
Step 1D) and also that spending on special forms of trading is excluded (i.e. this is expenditure 
that does not take place in shops e.g. that through mail order, through vending machines and also 
over the internet). 

Step 2C Projection of Expenditure Per Head Estimates Through to the Forecast Year(s) 

 National expenditure growth forecasts are published by a number of organisations (e.g. Experian). 

Step 2D Total available retail expenditure (for each goods category) should be calculated for the survey 
area and the constituent zones at both the base year and the forecast year(s). Thus the “growth” in 
available expenditure can be identified. 

Total available expenditure at any particular year will originate from two sources:- inside the 
survey area and from outside the survey area. 

Within the survey area – generated expenditure is calculated by multiplying the resident 
population by the estimate of average spend per head. This calculation can also be undertaken for 
each zone. 

Outside the survey area – it is likely that there will be an in-flow of retail expenditure from people 
living outside the survey area. This is likely to be particularly significant if the survey area 
contains higher order centres and/or a popular tourist centre. The main types of in-flow are as 
follows:-

- Long distance shopping trips – the amount of spending from this source can be determined 
from household surveys carried out in adjoining areas or should be estimated by reference to 
the best available sources. 

- Workers – a large daily working population will generate retail expenditure. For major 
commuter areas the spending produced by workers who live outside the survey area should be 
estimated and included. 

- Tourists – visitors from the UK and overseas may for certain locations be an important 
generator of retail expenditure. Using survey data where available the spending from this 
source must also be estimated and included. 

Estimates must be made of the extent to which the scale of in-flow retail expenditure will change 
through to the forecast year(s) in real terms. 

Step 3  Analyse Retail Supply 

Step 3A The existing stock of retail floorspace in the Plan area must be determined by the main goods 
categories analysed at Step 2B. This is essential since it is virtually impossible to provide a robust 
estimate of future quantitative need if the current floorspace supply is unknown. 

All retail floorspace must be included – in centre, edge of centre and out-of-centre. 

If existing stock figures are unavailable, it will normally be necessary to undertake or commission 
a thorough retail audit of the current retail provision. 

As well as estimates of floorspace quantity, a survey of retail occupiers should ideally be carried 
out. This will ascertain information on the quality of the retail offer, the physical condition of the 
floorspace stock (e.g. size and configuration of units) and the trading performance of the shops. 

The combination of comprehensive information on both the quantity and quality of the existing 
retail offer / floorspace stock will inform the assessment of whether the retail economy is currently 
trading at equilibrium or not (see Step 4A below). 

Step 3B A household survey should be commissioned to establish the existing pattern of shopper behaviour 
and retail consumer expenditure flows within the Plan area and between the Plan area and 
adjoining areas. 

This survey as a minimum should cover the whole of the Plan area. However, there are important 
benefits if the survey can be extended to cover other adjoining and nearby areas (i.e. it can then 
inform on the extent of in-flow expenditure from beyond the Plan area). 

The most cost-effective form of household survey is by telephone. As stated at Step 1B, a 
minimum of 100 completed interviews per zone is recommended.  

The survey should quantify shopper behaviour separately for the main goods categories. 



Colliers CRE
July 2008 

Babergh District Retail Study 
                                                                                                                                                                                                                                                                                                                                                          Babergh District Council 

Step 3C The household survey results can then be applied to the totals of available expenditure by zone 
(from Step 2D) in order to estimate the existing retail turnovers of centres and stores within the 
Plan area. 

For centres which attract long distance shopping trips and/or which benefit from commuter and 
tourist expenditure (see Step 2D), allowances must be made for turnover contributions from these 
sources.

The actual centre and store turnovers derived from the household survey should, wherever 
possible, be cross-checked against actual turnover figures from other sources (e.g. the retailers 
themselves) where these are available. 

The household survey will determine the actual levels of available retail expenditure retained by 
individual centres and the Plan area as a whole. These are the base year market shares and can be 
calculated for each main category of goods. 

Step 3D A “benchmark” turnover for each of the main goods categories must be derived for the Plan area 
as a whole and for each centre. When compared to the actual turnovers calculated at Step 3C, this 
allows one to determine whether the existing floorspace is under or over-trading. 

The best way to identify whether the existing floorspace is over or under-trading is to carry out a 
survey of the retailers themselves. 

If this is not possible, then published company average sales densities for leading retailers may be 
used, although this will only give a partial view. In any event, company averages should be 
weighted up or down as appropriate to reflect local circumstances (e.g. the affluence of the area, 
the type and size of stores and the costs of the location to retailers). 

Step 4 Retail Demand vs. Retail Supply in the Base Year 

Step 4A It is necessary to test the adequacy of existing retail provision in the Plan area. If actual turnovers 
(from Step 3C) exceed the benchmark turnovers (from Step 3D) then it can be said that the current 
floorspace stock is over-trading, and that there is an existing need for additional floorspace. 
Conversely, if actual turnovers are less than the benchmark turnovers then there is an existing 
over-supply of floorspace. Lastly, if actual and benchmark turnovers are the same (or close) then 
the Plan area’s retail economy for that category of goods can be said to be in equilibrium. 

 The extent of the existing retail floorspace over or under-supply can be estimated by converting 
the existing turnover surplus or deficit into floorspace by applying an appropriate average sales 
density.

Step 5 Changes in Retail Demand and Retail Supply through to the Forecast Year(s) 

Step 5A Step 2D estimated the total available retail expenditure within the Plan area at the forecast year(s) 
for each of the main goods categories. The base year market shares (from Step 3C) may then be 
applied in order to obtain estimates of the levels of retained available expenditure at the forecast 
year(s). 

It should be considered whether the application of the base year market shares are appropriate at 
the forecast year(s) in relation to the Plan area as a whole and/or individual centres. If it is 
considered that expenditure outflow (or leakage) is too high, or a centre is not achieving its true 
retailing potential, then a case could be made for increasing the market share(s). Alternatively, if it 
is thought that the proportion of expenditure being retained is too high, then the market share(s) 
could be reduced. 

In either situation, the adjustment of the market shares should be the result of an interactive 
process, which focuses on realistic expectations of trade retention within individual zones within 
the Plan area. 

It should also be borne in mind that adjusting the market share of a centre will have direct 
implications for the market shares of other centres. Similarly, increasing the market share for the 
Plan area as a whole will mean adjoining areas will lose their share of available expenditure. This 
may require collaboration and agreement with nearby Planning Authorities otherwise double 
counting of available expenditure is likely. 

Step 5B Step 3D estimated the benchmark retail turnovers generated within the Plan area in the base year 
for the main categories of goods. These turnovers must then be projected to the forecast (year(s)) 
by taking into account any expected improvements in store efficiency (i.e. sales densities). In 
addition, the turnovers of any retail commitments (normally taken as comprising floorspace under 
construction or with planning consent) within the Plan area, must be added. It may also be 
appropriate to take into account the turnover associated with retail proposals and / or the re-use of 
vacant space. 

Step 5C The monetary difference between the total potential retained expenditure at 5A and the forecast 
retail turnover at 5B gives a measure of the quantitative need for additional retail floorspace within 
the Plan area since the base year. If there is an expenditure surplus this is converted into a 
floorspace total by dividing through by an appropriate average sales density. Similarly, if there is 
an expenditure deficit, a floorspace over-supply can be calculated in the same way. 

Step 5D To arrive at a final estimate of overall quantitative need the floorspace outputs from Step 5C must 
be combined with the existing floorspace over / under supply figures derived at Step 4A. 
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TABLE 16 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

TABLE 17 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

TABLE 18 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

TABLE 12 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

TABLE 13 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

TABLE 14 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

TABLE 15 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

TABLE 9a - UNADJUSTED ALL COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)

TABLE 9b - ADJUSTED ALL COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)

TABLE 10 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

TABLE 11 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

TABLE 6b - ESTIMATED BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE IN THE BASE YEAR, 2008
(COLUMN PERCENT)

TABLE 7a - ESTIMATED NON BULKY COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN
THE BASE YEAR, 2008 (£ MILLION)

TABLE 7b - ESTIMATED BULKY COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE
BASE YEAR, 2008 (£ MILLION)

TABLE 8 - ESTIMATED ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE
BASE YEAR, 2008 (£ MILLION)

RETAIL FLOORSPACE NEED ASSESSMENT: COMPARISON GOODS
(INCORPORATING ESTIMATES OF (ANY) UNDER / OVER TRADING AT THE BASE YEAR, 2008)

CONTENTS

TABLE 1 - POPULATION CHANGE BY ZONE

TABLE 2 - EXPENDITURE ON COMPARISON GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

TABLE 3 - EXPENDITURE ON COMPARISON GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

TABLE 4 - TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL FORMS
OF TRADING)

TABLE 5 - TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL FORMS
OF TRADING) DISAGGREGATED BETWEEN NON BULKY AND BULKY COMPARISON GOODS

TABLE 6a - ESTIMATED NON BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE IN THE BASE YEAR, 2008
(COLUMN PERCENT)



Zone
2008 Population

(Base Year)
2011 Population 2016 Population 2021 Population

Total
Increase

(2008-2021)

Percentage
Increase

(2008-2021)

TOTAL 147,793 150,316 154,373 158,518 10,725 7.3%

Notes:

Zone 1

Zone 2

Zone 3

Zone 4

Zone 5

Zone 6

Zone 7

Zone 8

TABLE 1 - POPULATION CHANGE BY ZONE

1,075 4.0%

782 6.7%

301 4.0%

498 4.0%

786 4.0%

833 4.0%

1,827 10.2%

4,623 14.7%

19,508

20,665

18,417 19,097

32,538 34,321

17,980

31,412

20,843 21,152

19,676 19,967

26,664

11,744

7,538 7,650

12,452 12,637

7,474

12,346

11,959 12,257

26,893 27,292

Population figures for zones 1 to 8 are based on ward populations for 2005 produced by ONS and incorporate forecasts from 2005 to 2021
produced by Suffolk Observatory, Braintree District Council and Colchester Borough Council for the appropriate wards.

20,294

21,498

19,807

36,035

27,739

12,526

7,775

12,844



2006 2008 (Base Year) 2011 2016 2021
Increase (£)
(2008-2021)

Increase %
(2008-2021)

Notes:

3,707

3,320

3,417

3,199

3,382

3,295

3,345

2,896

Zone 5

Zone 6

Zone 7

Zone 8

Zone 1

Zone 2

Zone 3

Zone 4

TABLE 2 - EXPENDITURE ON COMPARISON GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

Expenditure Per Head (£) (1)

2,078 56.4%

2,255 56.4%

2,019 56.4%

2,034 56.4%

1,761 56.4%

2,057 56.4%

2,004 56.4%4,784

3,604

5,383

4,962

4,001 4,821

3,682 4,117

3,855

head growth forecasts published by Experian (see Appendix 3c).
figures in each zone have been projected forwards to 2008 (the base year) and the forecast years of 2011, 2016, and 2021 by using UK expenditure per

1,946 56.4%4,645

4,075

3,994 4,467

3,120

3,550 3,970

Zone

(1) Average consumer expenditure per head on comparison goods for 2006 has been estimated by Experian for each zone. The 2006 expenditure per head

4,911

4,031 4,857

3,490 4,205

3,644

3,577

3,447

5,638

4,882

5,701

5,554

5,760

5,392

6,249

5,596



2008 (Base Year) 2011 2016 2021
Increase (£) (2008-

2021)
Increase % (2008-

2021)

Notes:

The SFT percentages are derived from in-depth research carried out by Experian (see Appendix 3d).

Zone 8

Zone 4

Zone 5

Zone 6

Zone 7

TABLE 3 - EXPENDITURE ON COMPARISON GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE
BY SPECIAL FORMS OF TRADING)

Expenditure Per Head (£) (1)

1,694 52.4%

1,659 52.4%

1,436 52.4%

1,677 52.4%

Zone

3,311

3,437

3,976

3,236 3,537 4,247

Zone 1

Zone 2

Zone 3 4,158

1,634 52.4%

1,586 52.4%

1,838 52.4%

1,646 52.4%4,127

3,837 4,608

2,998 3,600

3,030

3,511

2,743

3,501

3,4623,168

3,144

4,204

3,121 3,411 4,095

3,203

the same discount of 14.4%, since the level of SFT is expected to plateau.
store retail which includes e-tailing. At 2011 and 2016, discounts of 14.1% and 14.4% have been assumed. For the forecast year of 2021 we assume
(1) Expenditure per head on comparison goods has been discounted by 12.1% (over the figures in Table 2) for the base year of 2008, to exclude non

4,827

4,179

4,880

4,754

4,930

4,616

5,349

4,790



2008 (Base Year) 2011 2016 2021
Increase (£) (2008-

2021)
Increase % (2008-

2021)

TOTAL 461.0 512.5 632.0 753.5 292.4 63.4%

Notes:

Zone 7

Zone 8

Zone 3

Zone 4

Zone 5

Zone 6

making appropriate reductions for SFT (Table 3).

98.0 111.0 140.6

61.8 68.1 83.0

62.5

15.3

33.2 58.5%

TABLE 4 - TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL
FORMS OF TRADING)

57.6 64.5 80.3 39.1 67.8%Zone 1

Zone 2 73.3 74.8%

36.1 58.5%

56.7

86.3 95.1 115.9

38.8 42.8

26.2 28.9 35.2

76.1

58.5%

50.5 58.5%

58.5%

62.5%

(1) Total available expenditure totals for comparison goods are calculated as follows: Population (Table 1) multiplied by consumer expenditure after

Zone
Total Available Expenditure (£m) (1)

35.6 39.6 48.7 22.2

22.752.1

97.9

89.8

96.7

171.3

136.8

57.8

41.6

61.5



Non-Bulky Comparison
Goods (£m)

Bulky Comparison Goods (1)

(£m)
Total Comparison Goods (2)

(£m)
A B C = A + B

TOTAL 316.0 145.0 461.0

Notes:

56.7

Zone 7

61.8

Zone

17.8

38.8

86.3

26.28.4

Zone 2

12.1

27.558.8

26.7

TABLE 5 - TOTAL AVAILABLE COMPARISON GOODS EXPENDITURE ZONE (EXCLUDING
EXPENDITURE BY SPECIAL FORMS OF TRADING) DISAGGREGATED BETWEEN NON BULKY

AND BULKY COMPARISON GOODS

39.1 18.5 57.6Zone 1

30.6 98.0

19.6

67.5

42.2Zone 3

Zone 4

Zone 5

17.2

Zone 6

39.5

available spend on non-bulky and bulky comparison goods. This allocation is based on the consumer expenditure

Zone 8 35.6

(1) For each zone, the total available comparison goods expenditure (excl. SFT) has been disaggregated into

24.4 11.2

(2) Figures derived from Table 4.
per head data provided by Experian for each zone (see Appendix 3b).



Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT
Sudbury 28.5 23.2 28.8 61.0 37.7 6.7 0.0 0.0
Hadleigh 0.0 0.0 3.9 0.0 1.2 5.8 0.0 0.0
Copdock Mill 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Other Centres / Stores 3.4 0.9 2.9 0.0 0.0 0.3 0.0 0.0

SUB TOTAL 31.9 24.1 35.5 61.0 38.9 12.8 0.0 0.0

OUTSIDE BABERGH DISTRICT
All Centres / Stores 68.1 75.9 64.5 39.0 61.1 87.2 100.0 100.0

SUB TOTAL 68.1 75.9 64.5 39.0 61.1 87.2 100.0 100.0

TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Notes:

TABLE 6a - ESTIMATED NON BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE IN
THE BASE YEAR, 2008 (COLUMN PERCENT)

Retail Supply: Where the Money is Spent

The market share percentages are derived from the household telephone survey carried out within Babergh District

Consumer Demand: Where the Money Comes
From (Zone)

and its shopping hinterland during April/May 2008.

Study Area



Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT
Sudbury 31.8 14.1 54.7 90.0 35.7 8.4 0.0 0.0
Hadleigh 0.0 0.0 8.3 0.0 4.6 15.6 0.0 0.0
Copdock Mill 0.0 0.0 0.0 0.0 0.0 17.1 41.6 33.8
Other Centres / Stores 0.8 3.4 1.7 0.0 0.0 0.0 0.0 0.0

SUB TOTAL 32.5 17.6 64.7 90.0 40.3 41.1 41.6 33.8

OUTSIDE BABERGH DISTRICT
All Centres / Stores 67.5 82.4 35.3 10.0 59.7 58.9 58.4 66.2

SUB TOTAL 67.5 82.4 35.3 10.0 59.7 58.9 58.4 66.2

TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Notes:

Consumer Demand: Where the Money Comes
From (Zone)

and its shopping hinterland during April/May 2008.

Study Area

TABLE 6b - ESTIMATED BULKY COMPARISON GOODS CENTRE MARKET SHARES BY ZONE IN THE
BASE YEAR, 2008 (COLUMN PERCENT)

Retail Supply: Where the Money is Spent

The market share percentages are derived from the household telephone survey carried out within Babergh District



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Comparison

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 11.1 15.7 12.2 24.1 6.7 1.8 0.0 0.0 71.6 71.6 0.0 71.6
Hadleigh 0.0 0.0 1.6 0.0 0.2 1.5 0.0 0.0 3.4 3.4 0.0 3.4
Copdock Mill 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Other Centres / Stores 1.3 0.6 1.2 0.0 0.0 0.1 0.0 0.0 3.2 3.2 0.0 3.2

SUB TOTAL 12.5 16.3 15.0 24.1 6.9 3.4 0.0 0.0 78.2 78.2 0.0 78.2

OUTSIDE BABERGH DISTRICT
All Centres / Stores 26.7 51.2 27.2 15.4 10.9 23.2 58.8 24.4 237.9

SUB TOTAL 26.7 51.2 27.2 15.4 10.9 23.2 58.8 24.4 237.9

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA) 39.1 67.5 42.2 39.5 17.8 26.7 58.8 24.4 316.0

Notes:

TABLE 7a - ESTIMATED NON BULKY COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£
MILLION)

TOTAL
HOUSEHOLD

SURVEY AREA

(2) Floorpsace estimated from a range of sources (see Appendix 4b for full details).
(1) Estimated by Colliers CRE.

Retail Supply: Where the Money is Spent

(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4b for full details).

Consumer Demand: Where the Money Comes From (Zone)

Study Area



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Comparison

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 5.9 4.3 10.7 15.5 3.0 1.0 0.0 0.0 40.4 40.4 0.0 40.4
Hadleigh 0.0 0.0 1.6 0.0 0.4 1.9 0.0 0.0 3.9 3.9 0.0 3.9
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.1 11.4 3.8 17.3 17.3 0.0 17.3
Other Centres / Stores 0.1 1.0 0.3 0.0 0.0 0.0 0.0 0.0 1.5 1.5 0.0 1.5

SUB TOTAL 6.0 5.4 12.7 15.5 3.4 5.0 11.4 3.8 63.1 63.1 0.0 63.1

OUTSIDE BABERGH DISTRICT
All Centres / Stores 12.5 25.2 6.9 1.7 5.0 7.2 16.1 7.4 81.9

SUB TOTAL 12.5 25.2 6.9 1.7 5.0 7.2 16.1 7.4 81.9

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA) 18.5 30.6 19.6 17.2 8.4 12.1 27.5 11.2 145.0

Notes:

TABLE 7b - ESTIMATED BULKY COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

TOTAL
HOUSEHOLD

SURVEY AREA

(2) Floorpsace estimated from a range of sources (see Appendix 4b for full details).
(1) Estimated by Colliers CRE.

Retail Supply: Where the Money is Spent

(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4b for full details).

Consumer Demand: Where the Money Comes From (Zone)

Study Area



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Comparison

Goods
Turnover

Comparison
Goods

Floorspace
(sq.m. net) (2)

Average Sales
Density (£ per

sq.m. net)

Benchmark
Average Sales
Density (£ per

sq.m net) (3)

Benchmark
Comparison

Goods
Turnover (£m)

Extent of Any
Over / Under
Trading (£m)

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B D E = C / D F G = F x D H = C - G

WITHIN BABERGH DISTRICT
Sudbury 17.0 20.0 22.9 39.5 9.7 2.8 0.0 0.0 111.9 111.9 0.0 111.9 18,180 6157.4 3,748 68.1 43.8
Hadleigh 0.0 0.0 3.2 0.0 0.6 3.4 0.0 0.0 7.3 7.3 0.0 7.3 7,496 972.6 2,051 15.4 -8.1
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.1 11.4 3.8 17.3 17.3 33.5 50.8 15,416 3294.0 3,173 48.9 -
Other Centres / Stores 1.5 1.6 1.6 0.0 0.0 0.1 0.0 0.0 4.8 4.8 0.0 4.8 - - - 4.8 -

SUB TOTAL 18.5 21.6 27.7 39.5 10.3 8.4 11.4 3.8 141.3 141.3 33.5 174.8 41,092 10424.1 137.2 35.7
OUTSIDE BABERGH DISTRICT
All Centres / Stores 39.1 76.4 34.1 17.1 15.9 30.4 74.9 31.8 319.7

SUB TOTAL 39.1 76.4 34.1 17.1 15.9 30.4 74.9 31.8 319.7

TOTAL AVAILABLE EXPENDITURE (WITHIN
HOUSEHOLD SURVEY AREA)

57.6 98.0 61.8 56.7 26.2 38.8 86.3 35.6 461.0

Notes:

Retail Supply: Where the Money is Spent

(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4b for full details).

Consumer Demand: Where the Money Comes From (Zone)

Study Area

TABLE 8 - ESTIMATED ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

TOTAL
HOUSEHOLD

SURVEY AREA

(2) Floorpsace estimated from a range of sources (see Appendix 4b for full details).
(1) Estimated by Colliers CRE.



Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT
Sudbury 29.5 20.4 37.0 69.8 37.1 7.2 0.0 0.0
Hadleigh 0.0 0.0 5.3 0.0 2.3 8.9 0.0 0.0
Copdock Mill 0.0 0.0 0.0 0.0 0.0 5.3 13.2 10.6
Other Centres / Stores 2.6 1.7 2.5 0.0 0.0 0.2 0.0 0.0

SUB TOTAL 32.1 22.1 44.8 69.8 39.4 21.7 13.2 10.6

OUTSIDE BABERGH DISTRICT
All Centres / Stores 67.9 77.9 55.2 30.2 60.6 78.3 86.8 89.4

SUB TOTAL 67.9 77.9 55.2 30.2 60.6 78.3 86.8 89.4

TOTAL 100 100 100 100 100 100 100 100

Notes:

Consumer Demand: Where the Money Comes
From (Zone)

Study Area

TABLE 9a - UNADJUSTED ALL COMPARISON GOODS CENTRE MARKET SHARES BY ZONE
(COLUMN PERCENT)

Retail Supply: Where the Money is Spent

Market share percentages are derived from the figures in Table 8.



Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT
Sudbury 29.5 20.4 37.0 69.8 37.1 7.2 0.0 0.0
Hadleigh 0.0 0.0 5.3 0.0 2.3 20.0 0.0 0.0
Copdock Mill 0.0 0.0 0.0 0.0 0.0 5.3 13.2 10.6
Other Centres / Stores 2.6 1.7 2.5 0.0 0.0 0.2 0.0 0.0

SUB TOTAL 32.1 22.1 44.8 69.8 39.4 32.8 13.2 10.6

OUTSIDE BABERGH DISTRICT
All Centres / Stores 67.9 77.9 55.2 30.2 60.6 67.2 86.8 89.4

SUB TOTAL 67.9 77.9 55.2 30.2 60.6 67.2 86.8 89.4

TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Notes:

TABLE 9b - ADJUSTED ALL COMPARISON GOODS CENTRE MARKET SHARES BY ZONE (COLUMN
PERCENT)

Retail Supply: Where the Money is Spent

Some of the market shares for Sudury and Hadleigh have been adjusted from those set out in Table 9a, to reflect the future

Consumer Demand: Where the Money Comes
From (Zone)

potential of these towns to retain higher proportions of locally generated retail expenditure, which is in line with Council
aspirations and the Government's sustainability objectives of reducing the number and distance of car journeys for shopping
purposes.

Study Area



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Comparison

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 19.0 22.6 25.2 43.6 10.7 3.1 0.0 0.0 124.3 124.3 0.0 124.3
Hadleigh 0.0 0.0 3.6 0.0 0.7 3.8 0.0 0.0 8.0 8.0 0.0 8.0
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.3 12.6 4.2 19.1
Other Centres / Stores 1.7 1.9 1.7 0.0 0.0 0.1 0.0 0.0 5.3

SUB TOTAL 20.7 24.5 30.5 43.6 11.4 9.3 12.6 4.2 156.7

OUTSIDE BABERGH DISTRICT
All Centres / Stores 43.8 86.5 37.6 18.9 17.5 33.5 82.5 35.4 355.7

SUB TOTAL 43.8 86.5 37.6 18.9 17.5 33.5 82.5 35.4 355.7

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4)

64.5 111.0 68.1 62.5 28.9 42.8 95.1 39.6 512.5

Notes:

TABLE 10 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

For each cell, the monetry figure is derived by multiplying the 2011 available comparison goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted comparison goods market share

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL
HOUSEHOLD

SURVEY AREA

of the specific centre in that zone (Table 9b).
(1) Estimated by Colliers CRE.



2008 Turnover 2011 Turnover Potential
Turnover Allocation for
Existing Retailers 2008-

2011

Residual Turnover
Potential by 2011

Potential Headroom
Expenditure by 2011

A B C (1) D = B - C E = D - A

(Table 8, C) (Table 10, C)

Sudbury 111.9 124.3 1.2 123.1 11.1
Hadleigh 7.3 8.0 0.3 7.8 0.5

TOTAL: BABERGH DISTRICT 174.8 132.3 1.5 130.8 11.6

Notes:

TABLE 11 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

(1) We assume that all existing comparison goods floorspace at the base year (2008) will achieve a real sales productivity gain of 2.2% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark comparison goods turnovers of each centre as set out
in Table 8 (Column G).



Potential Headroom
Expenditure by 2011 (£m)

Adjustment for Over /
Under Trading in Base

Year (£m)

Adjusted Headroom
Expenditure by 2011 (£m)

Reduction in Expenditure
due to Comparison
Goods Floorspace

Commitments (as at May
2008) (1)

Adjusted Residual
Headroom Expenditure by

2011 (£m)

Assumed Sales Density in
2011 (2) (£ per sq.m net)

Estimated Retail
Floorspace Need in 2011

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 11, E) (Table 8, H)

Sudbury 11.1 43.8 54.9 10.0 44.9 5,070 8,859
Hadleigh 0.5 -8.1 -7.6 0.0 -7.6 5,070 -1,502

TOTAL: BABERGH DISTRICT 11.6 35.7 47.3 10.0 37.3 7,356

Notes:

TABLE 12 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

Centre

(2) The derivation of our 2011 benchmark centre sales density estimates are set out in Section 3.
(1) Details and estimated 2011 turnovers of comparison goods floorspace commitments and proposals are set out in Appendix 4c.



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Comparison

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 23.7 28.7 30.7 53.1 13.1 3.8 0.0 0.0 153.0 153.0 0.0 153.0
Hadleigh 0.0 0.0 4.4 0.0 0.8 4.6 0.0 0.0 9.8 9.8 0.0 9.8
Copdock Mill 0.0 0.0 0.0 0.0 0.0 2.8 15.4 5.2 23.3
Other Centres / Stores 2.1 2.4 2.1 0.0 0.0 0.1 0.0 0.0 6.6

SUB TOTAL 25.8 31.0 37.2 53.1 13.9 11.3 15.4 5.2 192.8

OUTSIDE BABERGH DISTRICT
All Centres / Stores 54.5 109.5 45.8 23.0 21.4 40.8 100.6 43.6 439.3

SUB TOTAL 54.5 109.5 45.8 23.0 21.4 40.8 100.6 43.6 439.3

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4)

80.3 140.6 83.0 76.1 35.2 52.1 115.9 48.7 632.0

Notes:

(1) Estimated by Colliers CRE.
of the specific centre in that zone (Table 9b).

TABLE 13 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL
HOUSEHOLD

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2016 available comparison goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted comparison goods market share



2008 Turnover 2016 Turnover Potential
Turnover Allocation for
Existing Retailers 2008-

2016

Residual Turnover
Potential by 2016

Potential Headroom
Expenditure by 2016

A B C (1) D = B - C E = D - A

(Table 8, C) (Table 13, C)

Sudbury 111.9 153.0 3.3 149.7 37.8
Hadleigh 7.3 9.8 0.8 9.0 1.7

TOTAL: BABERGH DISTRICT 174.8 162.8 4.1 158.7 39.5

Notes:

TABLE 14 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

(1) We assume that all existing comparison goods floorspace at the base year (2008) will achieve a real sales productivity gain of 2.2% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark comparison goods turnovers of each centre as set out
in Table 8 (Column G).



Potential Headroom
Expenditure by 2016 (£m)

Adjustment for Over /
Under Trading in Base

Year (£m)

Adjusted Headroom
Expenditure by 2016 (£m)

Reduction in Expenditure
due to Comparison
Goods Floorspace

Commitments (as at May
2008) (1)

Adjusted Residual
Headroom Expenditure by

2016 (£m)

Assumed Sales Density in
2016 (2) (£ per sq.m net)

Estimated Retail
Floorspace Need in 2016

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 14, E) (Table 8, H)

Sudbury 37.8 43.8 81.6 11.1 70.5 5,653 12,465
Hadleigh 1.7 -8.1 -6.3 0.0 -6.3 5,653 -1,121

TOTAL: BABERGH DISTRICT 39.5 35.7 75.2 11.1 64.1 11,344

Notes:
(1) Details and estimated 2016 turnovers of comparison goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2016 benchmark centre sales density estimates are set out in Section 3.

TABLE 15 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

Centre



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Comparison

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 28.5 34.9 36.2 62.7 15.4 4.5 0.0 0.0 182.3 182.3 0.0 182.3
Hadleigh 0.0 0.0 5.1 0.0 1.0 5.5 0.0 0.0 11.6 11.6 0.0 11.6
Copdock Mill 0.0 0.0 0.0 0.0 0.0 3.3 18.1 6.1 27.5
Other Centres / Stores 2.5 2.9 2.5 0.0 0.0 0.1 0.0 0.0 8.0

SUB TOTAL 31.0 37.8 43.9 62.7 16.4 13.3 18.1 6.1 229.3

OUTSIDE BABERGH DISTRICT
All Centres / Stores 65.6 133.5 54.1 27.2 25.2 48.2 118.6 51.7 524.1

SUB TOTAL 65.6 133.5 54.1 27.2 25.2 48.2 118.6 51.7 524.1

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4)

96.7 171.3 97.9 89.8 41.6 61.5 136.8 57.8 753.5

Notes:

of the specific centre in that zone (Table 9b).

TABLE 16 - ALL COMPARISON GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL
HOUSEHOLD

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2021 available comparison goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted comparison goods market share

(1) Estimated by Colliers CRE.



2008 Turnover 2021 Turnover Potential
Turnover Allocation for
Existing Retailers 2008-

2021

Residual Turnover
Potential by 2021

Potential Headroom
Expenditure by 2021

A B C (1) D = B - C E = D - A

(Table 8, C) (Table 16, C)

Sudbury 111.9 182.3 5.5 176.8 64.8
Hadleigh 7.3 11.6 1.2 10.3 3.0

TOTAL: BABERGH DISTRICT 174.8 193.8 6.8 187.1 67.8

Notes:

TABLE 17 - CALCULATION OF POTENTIAL ALL COMPARISON GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

(1) We assume that all existing comparison goods floorspace at the base year (2008) will achieve a real sales productivity gain of 2.2% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark comparison goods turnovers of each centre as set out
in Table 8 (Column G).



Potential Headroom
Expenditure by 2021 (£m)

Adjustment for Over /
Under Trading in Base

Year (£m)

Adjusted Headroom
Expenditure by 2021 (£m)

Reduction in Expenditure
due to Comparison
Goods Floorspace

Commitments (as at May
2008) (1)

Adjusted Residual
Headroom Expenditure by

2021 (£m)

Assumed Sales Density in
2021 (2) (£ per sq.m net)

Estimated Retail
Floorspace Need in 2021

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 17, E) (Table 8, H)

Sudbury 64.8 43.8 108.6 12.4 96.2 6,303 15,265
Hadleigh 3.0 -8.1 -5.1 0.0 -5.1 6,303 -803

TOTAL: BABERGH DISTRICT 67.8 35.7 103.6 12.4 91.2 14,462

Notes:

TABLE 18 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

Centre

(1) Details and estimated 2021 turnovers of comparison goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2021 benchmark centre sales density estimates are set out in Section 3.
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The Need for Additional 
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Floorspace 



TABLE 16 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

TABLE 12 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

TABLE 13 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

TABLE 14 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

TABLE 15 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

TABLE 9 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

TABLE 10 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

TABLE 11 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

TABLE 7 - ADJUSTED CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE (COLUMN PERCENT)

TABLE 8 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

RETAIL FLOORSPACE NEED ASSESSMENT: CONVENIENCE GOODS
(INCORPORATING ESTIMATES OF (ANY) UNDER / OVER TRADING AT THE BASE YEAR, 2008)

CONTENTS

TABLE 1 - POPULATION CHANGE BY ZONE

TABLE 2 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

TABLE 3 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

TABLE 4 - TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL FORMS OF
TRADING)

TABLE 5 - CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE IN THE BASE YEAR, 2008 (COLUMN PERCENT)

TABLE 6 - ESTIMATED CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE
YEAR, 2008 (£ MILLION)



Zone
2008 Population

(Base Year)
2011 Population 2016 Population 2021 Population

Total
Increase

(2008-2021)

Percentage
Increase

(2008-2021)

TOTAL 147,793 150,316 154,373 158,518 10,725 7.3%

Notes:

27,739

12,526

7,775

12,844

20,294

21,498

19,807

36,035

Population figures for zones 1 to 8 are based on ward populations for 2005 produced by ONS and incorporate forecasts from 2005 to 2021
produced by Suffolk Observatory, Braintree District Council and Colchester Borough Council for the appropriate wards.

11,959 12,257

26,893 27,292

19,676 19,967

26,664

11,744

7,538 7,650

12,452 12,637

7,474

12,346

19,508

20,665

18,417 19,097

32,538 34,321

17,980

31,412

20,843 21,152

4.0%

833 4.0%

1,827 10.2%

4,623 14.7%

TABLE 1 - POPULATION CHANGE BY ZONE

1,075 4.0%

782 6.7%

301 4.0%

498 4.0%

786

Zone 5

Zone 6

Zone 7

Zone 8

Zone 1

Zone 2

Zone 3

Zone 4



2006 2008 (Base Year) 2011 2016 2021
Increase (£)
(2008-2021)

Increase %
(2008-2021)

Notes:

2,006

1,872

2,190

1,978

2,044

1,846

2,023

1,985

Zone

(1) Average consumer expenditure per head on convenience goods for 2006 has been estimated by Experian for each zone. The 2006 expenditure per head

1,968

1,920 1,988

1,733 1,795

1,861

1,819

1,722

1,900

2,014 2,056

1,698

1,825 1,864

1,758

head growth forecasts provided by Experian (see Appendix 3c).
figures in each zone have been projected forwards to 2008 (the base year) and the forecast years of 2011, 2016, and 2021 by using UK expenditure per

150 8.7%1,821

1,930

1,880

2,129

1,950

1,858 1,924

1,845 1,884

148 8.7%

162 8.7%

159 8.7%

TABLE 2 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (INCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

Expenditure Per Head (£) (1)

161 8.7%

176 8.7%

159 8.7%

164 8.7%

Zone 1

Zone 2

Zone 3

Zone 4

Zone 5

Zone 6

Zone 7

Zone 8

1,835

1,800

1,854

1,674

1,986

1,794

1,819

1,698



2008 (Base Year) 2011 2016 2021
Increase (£) (2008-

2021)
Increase % (2008-2021)

Notes:

The SFT percentages are derived from in-depth research carried out by Experian (see Appendix 3d).

1,859

1,736

2,030

1,834

1,895

1,711

1,876

1,840

the same discount of 7.3%, since the level of SFT is expected to plateau.
store retail which includes e-tailing. At 2011 and 2016, discounts of 7% and 7.3% have been assumed. For the forecast year of 2021 we assume
(1) Expenditure per head on convenience goods has been discounted by 5.6% (over the figures in Table 2) for the base year of 2008, to exclude non

1,824

1,723 1,733 1,789

1,757

1,625

1,901

1,602

1,767

1,7851,775

1,717 1,783

1,913 1,974

1,612 1,664

1,843

117 6.8%

110 6.8%

129 6.8%

116 6.8%

Zone

1,635

1,728

1,688

1,741 1,752 1,808

Zone 1

Zone 2

Zone 3

TABLE 3 - EXPENDITURE ON CONVENIENCE GOODS PER HEAD OF POPULATION BY ZONE (EXCLUDING EXPENDITURE BY
SPECIAL FORMS OF TRADING)

Expenditure Per Head (£) (1)

118 6.8%

120 6.8%

109 6.8%

119 6.8%

Zone 8

Zone 4

Zone 5

Zone 6

Zone 7



2008 (Base Year) 2011 2016 2021
Increase (£) (2008-

2021)
Increase % (2008-

2021)

TOTAL 254.4 260.3 275.9 291.3 37.0 14.5%

Notes:

51.6

21.7

15.8

23.6

38.5

36.8

37.1

66.3

13.9%

(1) Total available expenditure totals for convenience goods are calculated as follows: Population (Table 1) multiplied by consumer expenditure after

Zone
Total Available Expenditure (£m) (1)

19.1 19.6 20.7 2.7

2.322.5 11.1%

5.1 11.1%

11.1%

33.1

46.4 47.1 49.3

21.2 21.5

14.2 14.4 15.1

35.2

12.2 22.5%

3.8 11.1%

3.7 11.1%

TABLE 4 - TOTAL AVAILABLE CONVENIENCE GOODS EXPENDITURE ZONE (EXCLUDING EXPENDITURE BY SPECIAL
FORMS OF TRADING)

31.6 32.5 34.8 5.6 17.6%Zone 1

Zone 2

making appropriate reductions for SFT (Table 3).

54.1 56.4 61.4

34.6 35.1 36.8

33.6

1.6

Zone 7

Zone 8

Zone 3

Zone 4

Zone 5

Zone 6



Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT
Sudbury 25.0 33.4 41.3 84.7 48.1 5.2 0.0 0.0
Hadleigh 0.0 0.0 2.1 0.4 1.1 38.1 2.5 0.0
Copdock Mill 0.0 0.0 2.0 0.0 0.0 14.1 35.1 0.0
Other Centres / Stores 14.5 5.3 23.4 8.1 13.0 14.5 3.4 0.3

SUB TOTAL 39.5 38.8 68.8 93.1 62.2 71.9 41.0 0.3

OUTSIDE BABERGH DISTRICT
All Centres / Stores 60.5 61.2 31.2 6.9 37.8 28.1 59.0 99.7

SUB TOTAL 60.5 61.2 31.2 6.9 37.8 28.1 59.0 99.7

TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Notes:

Consumer Demand: Where the Money Comes
From (Zone)

and its shopping hinterland during April/May 2008.

Study Area

TABLE 5 - CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE IN THE BASE YEAR, 2008
(COLUMN PERCENT)

Retail Supply: Where the Money is Spent

The market share percentages are derived from the household telephone survey carried out within Babergh District



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Convenience

Goods
Turnover

Convenience
Goods

Floorspace
(sq.m. net) (2)

Average Sales
Density (£ per

sq.m. net)

Benchmark
Average Sales
Density (£ per

sq.m net) (3)

Benchmark
Convenience

Goods
Turnover (£m)

Extent of Any
Over / Under
Trading (£m)

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B D E = C / D F G = F x D H = C - G

WITHIN BABERGH DISTRICT
Sudbury 7.9 18.1 14.3 28.0 6.8 1.1 0.0 0.0 76.3 76.3 0.0 76.3 7,540 10,116 9,294 70.1 6.2
Hadleigh 0.0 0.0 0.7 0.1 0.2 8.1 1.2 0.0 10.3 10.3 0.0 10.3 2,624 3,914 4,387 11.5 -1.2
Copdock Mill 0.0 0.0 0.7 0.0 0.0 3.0 16.3 0.0 20.0 20.0 37.8 57.8 4,228 13,668 13,000 55.0 -
Other Centres / Stores 4.6 2.9 8.1 2.7 1.8 3.1 1.6 0.0 24.8 24.8 0.0 24.8 - - - 24.5 -

SUB TOTAL 12.5 21.0 23.8 30.8 8.8 15.2 19.0 0.0 131.3 131.3 37.8 169.1 14,392 27698.7 161.1 5.0
OUTSIDE BABERGH DISTRICT
All Centres / Stores 19.1 33.1 10.8 2.3 5.4 6.0 27.4 19.0 123.1

SUB TOTAL 19.1 33.1 10.8 2.3 5.4 6.0 27.4 19.0 123.1

TOTAL AVAILABLE EXPENDITURE (WITHIN
HOUSEHOLD SURVEY AREA - FROM TABLE 4)

31.6 54.1 34.6 33.1 14.2 21.2 46.4 19.1 254.4

Notes:

TABLE 6 - ESTIMATED CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES IN THE BASE YEAR, 2008 (£ MILLION)

TOTAL
HOUSEHOLD

SURVEY AREA

(2) Floorspace figures derived from a number of sources (see Appendix 4a for full details).
(1) Estimated by Colliers CRE.

Retail Supply: Where the Money is Spent

(3) Benchmark sales densities estimated by Colliers CRE (see Appendix 4a for full details).

Consumer Demand: Where the Money Comes From (Zone)

Study Area



Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8

WITHIN BABERGH DISTRICT
Sudbury 25.0 33.4 50.0 90.0 60.0 1.6 0.0 0.0
Hadleigh 0.0 0.0 2.1 0.4 1.1 80.0 2.5 0.0
Copdock Mill 0.0 0.0 2.0 0.0 0.0 2.6 35.1 0.0
Other Centres / Stores 14.5 5.3 23.4 8.1 13.0 14.5 3.4 0.3

SUB TOTAL 39.5 38.8 77.5 98.5 74.1 98.7 41.0 0.3

OUTSIDE BABERGH DISTRICT
All Centres / Stores 60.5 61.2 22.5 1.5 25.9 1.3 59.0 99.7

SUB TOTAL 60.5 61.2 22.5 1.5 25.9 1.3 59.0 99.7

TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Notes:

TABLE 7 - ADJUSTED CONVENIENCE GOODS CENTRE MARKET SHARES BY ZONE (COLUMN
PERCENT)

Retail Supply: Where the Money is Spent

Some of the market shares for Sudury and Hadleigh have been adjusted from those set out in Table 5, to reflect the future

Consumer Demand: Where the Money Comes
From (Zone)

potential of these towns to retain higher proportions of locally generated retail expenditure, which is in line with Council
aspirations and the Government's sustainability objectives of reducing the number and distance of car journeys for shopping
purposes.

Study Area



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Convenience

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 8.1 18.9 17.6 30.2 8.7 0.3 0.0 0.0 83.8 83.8 0.0 83.8
Hadleigh 0.0 0.0 0.7 0.1 0.2 17.2 1.2 0.0 19.4 19.4 0.0 19.4
Copdock Mill 0.0 0.0 0.7 0.0 0.0 0.6 16.5 0.0 17.8
Other Centres / Stores 4.7 3.0 8.2 2.7 1.9 3.1 1.6 0.1 25.3

SUB TOTAL 12.9 21.9 27.2 33.1 10.7 21.2 19.3 0.1 146.3

OUTSIDE BABERGH DISTRICT
All Centres / Stores 19.7 34.5 7.9 0.5 3.7 0.3 27.8 19.5 113.9

SUB TOTAL 19.7 34.5 7.9 0.5 3.7 0.3 27.8 19.5 113.9

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4)

32.5 56.4 35.1 33.6 14.4 21.5 47.1 19.6 260.3

Notes:

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL
HOUSEHOLD

SURVEY AREA

of the specific centre in that zone (Table 7).
(1) Estimated by Colliers CRE .

TABLE 8 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2011 (£ MILLION)

For each cell, the monetry figure is derived by multiplying the 2011 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share



2008 Turnover 2011 Turnover Potential
Turnover Allocation for
Existing Retailers 2008-

2011

Residual Turnover
Potential by 2011

Potential Headroom
Expenditure by 2011

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 8, C)

Sudbury 76.3 83.8 1.3 82.5 6.3
Hadleigh 10.3 19.4 0.2 19.2 9.0

TOTAL 169.1 103.2 1.5 101.8 15.2

Notes:

TABLE 9 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2011 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).



Potential Headroom
Expenditure by 2011 (£m)

Adjustment for Over /
Under Trading in Base

Year (£m)

Adjusted Headroom
Expenditure by 2011 (£m)

Reduction in Expenditure
due to Convenience
Goods Floorspace

Commitments (as at April
2008) (1)

Adjusted Residual
Headroom Expenditure by

2011 (£m)

Assumed Sales Density in
2011 (2) (£ per sq.m net)

Estimated Retail
Floorspace Need in 2011

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 9, E) (Table 6, H)

Sudbury 6.3 6.2 12.5 0.5 12.0 8,145 1,467
Hadleigh 9.0 -1.2 7.7 0.0 7.7 8,145 947

TOTAL 15.2 5.0 20.2 0.5 19.7 2,414

Notes:

TABLE 10 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2011

Centre

(2) The derivation of our 2011 benchmark centre sales density estimates are set out in Section 3.
(1) Details and estimated 2011 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 4c.



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Convenience

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 8.7 20.5 18.4 31.7 9.1 0.4 0.0 0.0 88.7 88.7 0.0 88.7
Hadleigh 0.0 0.0 0.8 0.1 0.2 18.0 1.2 0.0 20.4 20.4 0.0 20.4
Copdock Mill 0.0 0.0 0.7 0.0 0.0 0.6 17.3 0.0 18.7
Other Centres / Stores 5.1 3.3 8.6 2.8 2.0 3.3 1.7 0.1 26.7

SUB TOTAL 13.8 23.8 28.5 34.7 11.2 22.2 20.2 0.1 154.5

OUTSIDE BABERGH DISTRICT
All Centres / Stores 21.1 37.6 8.3 0.5 3.9 0.3 29.1 20.6 121.4

SUB TOTAL 21.1 37.6 8.3 0.5 3.9 0.3 29.1 20.6 121.4

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4)

34.8 61.4 36.8 35.2 15.1 22.5 49.3 20.7 275.9

Notes:

of the specific centre in that zone (Table 7).

TABLE 11 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2016 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL
HOUSEHOLD

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2016 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share

(1) Estimated by Colliers CRE.



2008 Turnover 2016 Turnover Potential
Turnover Allocation for
Existing Retailers 2008-

2016

Residual Turnover
Potential by 2016

Potential Headroom
Expenditure by 2016

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 10, C)

Sudbury 76.3 88.7 3.4 85.3 9.0
Hadleigh 10.3 20.4 0.6 19.8 9.5

TOTAL 169.1 109.1 4.0 105.1 18.5

Notes:

TABLE 12 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2016 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).



Potential Headroom
Expenditure by 2016 (£m)

Adjustment for Over /
Under Trading in Base

Year (£m)

Adjusted Headroom
Expenditure by 2016 (£m)

Reduction in Expenditure
due to Convenience
Goods Floorspace

Commitments (as at April
2008) (1)

Adjusted Residual
Headroom Expenditure by

2016 (£m)

Assumed Sales Density in
2016 (2) (£ per sq.m net)

Estimated Retail
Floorspace Need in 2016

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 12, E) (Table 6, H)

Sudbury 9.0 6.2 15.2 0.5 14.7 8,392 1,755
Hadleigh 9.5 -1.2 8.3 0.0 8.3 8,392 987

TOTAL 18.5 5.0 23.5 0.5 23.0 2,741

Notes:
(1) Details and estimated 2016 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2016 benchmark centre sales density estimates are set out in Section 3.

TABLE 13 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2016

Centre



Expenditure
Drawn From
Survey Area
(Zones 1-8)

Estimated
Inflow

Expenditure (1)

Total
Convenience

Goods
Turnover

Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 A B C = A + B

WITHIN BABERGH DISTRICT
Sudbury 9.3 22.2 19.2 33.1 9.5 0.4 0.0 0.0 93.6 93.6 0.0 93.6
Hadleigh 0.0 0.0 0.8 0.1 0.2 18.8 1.3 0.0 21.3 21.3 0.0 21.3
Copdock Mill 0.0 0.0 0.8 0.0 0.0 0.6 18.1 0.0 19.5
Other Centres / Stores 5.4 3.5 9.0 3.0 2.1 3.4 1.7 0.1 28.2

SUB TOTAL 14.7 25.7 29.8 36.2 11.7 23.2 21.1 0.1 162.6

OUTSIDE BABERGH DISTRICT
All Centres / Stores 22.5 40.6 8.7 0.6 4.1 0.3 30.4 21.7 128.8

SUB TOTAL 22.5 40.6 8.7 0.6 4.1 0.3 30.4 21.7 128.8

TOTAL AVAILABLE EXPENDITURE (WITHIN HOUSEHOLD
SURVEY AREA - FROM TABLE 4)

37.1 66.3 38.5 36.8 15.8 23.6 51.6 21.7 291.3

Notes:

(1) Estimated by Colliers CRE.
of the specific centre in that zone (Table 7).

TABLE 14 - CONVENIENCE GOODS EXPENDITURE PATTERN AND CENTRE TURNOVER ESTIMATES, 2021 (£ MILLION)

Retail Supply: Where the Money is Spent

Consumer Demand: Where the Money Comes From (Zone)

Study Area TOTAL
HOUSEHOLD

SURVEY AREA

For each cell, the monetry figure is derived by multiplying the 2021 available convenience goods expenditure in the zone (excl. SFT) (Table 4) by the adjusted convenience goods market share



2008 Turnover 2021 Turnover Potential
Turnover Allocation for
Existing Retailers 2008-

2021

Residual Turnover
Potential by 2021

Potential Headroom
Expenditure by 2021

A B C (1) D = B - C E = D - A

(Table 6, C) (Table 14, C)

Sudbury 76.3 93.6 5.7 88.0 11.7
Hadleigh 10.3 21.3 0.9 20.3 10.1

TOTAL 169.1 114.9 6.6 108.3 21.8

Notes:

TABLE 15 - CALCULATION OF POTENTIAL CONVENIENCE GOODS HEADROOM EXPENDITURE, 2021 (£ MILLION)

(1) We assume that all existing convenience goods floorspace at the base year (2008) will achieve a real sales productivity gain of 0.6% per annum. This figure is based on in-depth

Centre

research carried out by Experian (see Appendix 3e). The sales productivity gains are applied to the estimated 2008 benchmark convenience goods turnovers of each centre as set out
in Table 6 (Column G).



Potential Headroom
Expenditure by 2021 (£m)

Adjustment for Over /
Under Trading in Base

Year (£m)

Adjusted Headroom
Expenditure by 2021 (£m)

Reduction in Expenditure
due to Convenience
Goods Floorspace

Commitments (as at April
2008) (1)

Adjusted Residual
Headroom Expenditure by

2021 (£m)

Assumed Sales Density in
2021 (2) (£ per sq.m net)

Estimated Retail
Floorspace Need in 2021

(sq.m net)

A B C = A + B D E = C - D F G = E / F

(Table 15, E) (Table 6, H)

Sudbury 11.7 6.2 17.9 0.6 17.3 8,647 2,000
Hadleigh 10.1 -1.2 8.8 0.0 8.8 8,647 1,021

TOTAL 21.8 5.0 26.7 0.6 26.1 3,021

Notes:

TABLE 16 - QUANTITATIVE RETAIL FLOORSPACE NEED AT 2021

Centre

(1) Details and estimated 2021 turnovers of convenience goods floorspace commitments and proposals are set out in Appendix 4c.
(2) The derivation of our 2021 benchmark centre sales density estimates are set out in Section 3.




