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Retailing has mainly been conceived of as a local business focused on 
neighbourhoods. As consumers and consumer behaviours have changed, so too the 
concept of neighbourhood or locale has altered. Neighbourhood retailing is now seen 
as local retailing, but the sense of locality and actions vary amongst consumers and 
retailers. Historically vibrant local centre or districts have struggled in some cases to 
find a justification for their continuing existence. Derelict parades of former stores 
represent a problem for consumers, planners and neighbourhoods.  
 
Recently, multiple retailers have emerged strongly in the convenience market. The 
concept of convenience is perhaps now been viewed as the ‘new’ neighbourhood 
retailing. Nonetheless, independent retailers can help develop a ‘sense of place’ for a 
locality and its consumers and thus generate a neighbourhood in the classic sense. 
There is potential to capitalise on the growing consumer concerns over localness, 
whether through local food, local markets or a growing sense of nostalgia for, and 
recognition of the benefits of  ‘place’. To do this, they need supportive planning and 
consumer environments. 
 
 
 

 
 
 
 
 
 
 
 
 
 
 



Key Findings and Research Questions 
 
• Market structure is changing in neighbourhood retailing with increasing 

involvement of multiple retailers in this expanding retail sector, formerly the 
preserve of independent retailers and symbol groups. Forecourt retailing is 
also expanding. 

 
• Concepts of neighbourhood are changing and traditional measures of walking 

distances to neighbourhood shops may not be so appropriate and do not define 
neighbourhood or community. 

 
• Consumer expectations in terms of the nature of neighbourhood stores and 

product ranges are changing.  
 
• Multiple retailers are driving some of these changes. As they move from 

acquisition of c-stores to expansion of their neighbourhood store portfolios 
there is a demand for purpose built premises. 

 
• There is a relative lack of planning guidance for neighbourhood retailing in the 

new PPS6.  
 
• Generic small shop problems should be distinguished from location based 

issues relating to neighbourhoods. 
 
• The concepts of main and top up shopping may not adequately reflect 

shopping behaviour. 
 
• Successful independent neighbourhood retailers face an exacting task of 

meeting new and changing consumer demands although the more 
entrepreneurial ones are potentially better placed than multiples to do this in a 
neighbourhood context. 

 
• A key competency for independent retailers will be their ability to be 

integrated into the local community which means very different things in 
different social and cultural contexts. 
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