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1.0 Introduction  

1.1 Introduction 

1.1.1 This Planning Statement has been prepared by WYG on behalf of Scottish Widows Property in support of 

a planning application for the erection of an ancillary A3/A5 Drive-thru unit at Victoria Retail Park, Victoria 

Road, South Ruislip.  

1.1.2 This statement provides a review of the application proposal, relevant planning history and planning 

policy for the site.  It then considers the town planning merits of the proposal when reviewed against 

both relevant policies in the development plan and other material considerations.  

1.2 Structure of Statement 

1.2.1 The statement is structured as follows:  

 Section 2: provides details of the application site, planning history and the proposed development. 

 Section 3: summarises the relevant planning policy context. 

 Section 4:  sets out the planning considerations relevant to the development proposal. 

 Section 5:  provides the conclusions of the assessment. 
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2.0 The Site and the Proposed Development  

2.1 Introduction 

2.1.1 This section of the statement provides a brief description of the application site, surroundings, relevant 

planning history and the proposal. 

2.2 The Site and Surroundings 

2.2.1 The site forms part of the established Victoria Retail Park located off Victoria Road in South Ruislip.  It 

lies approximately 300m east of South Ruislip Local Centre and 3km south east of the District Centre of 

Ruislip. 

2.2.2 The retail park benefits from good transport links being located close to South Ruislip Railway Station 

(providing both underground and over-ground services) and is served by several bus services which run 

along Victoria Road.   

2.2.3 The surrounding area to the retail park is characterised by a mix of uses, namely retail, industrial, 

residential and recreational. Several industrial warehouse units are located immediately South and East of 

the retail park beyond which lie residential areas. Queensmead School and Sports Centre are also located 

to the North whilst Brook Retail Park lies to the West. 

 Figure 2.1: Aerial Photgraph showing Site and Surrounding Context 
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2.2.4 Victoria Retail Park itself currently comprises five large format retail units. Current retailers include: 

• DFS; 

• Currys PC World; 

• Homebase; 

• Argos; and 

• Brantano; 

2.2.5 The application site comprises a relatively small area of land located in the north-eastern part of the retail 

park.  It is currently forms an area incorporating a small section of car park and an area of 

shrubbery/trees. The site is bordered by the car park associated with DFS and Currys PC World to the 

south, Victoria Road to the north, Stonefield Way to the east, and Crown Road to the west.   

2.2.6 The proposed ancillary A3/A5 Drive-thru unit will be located in a well-established commercial area and 

will be viewed in the context of the existing large retail warehouse units and associated large surface 

level car parks at the retail park and other commercial premises on Victoria Road. 

2.3 Relevant Planning History 

2.3.1 There have been a number of previous planning applications submitted in relation to the wider Victoria 

Retail Park site, however none are considered to be of specific relevance to the subject proposals. 

2.4 The Proposals 

2.4.1 The proposed development is part of a programme of modernisation and improvement taking place at 

the retail park.  Unlike the majority of comparable shopping retail park destinations, the subject retail 

park currently lacks ancillary/complimentary food and drink service facilities for visiting customers and 

staff of the retail units.  These service facilities are required to meet modern customer expectations. 

2.4.2 The development proposal is for the erection of a 301 sq m gross (footprint) ancillary A3/A5 McDonalds 

Drive-Thru unit together with car park and landscape alterations.  The proposed unit will be located at 

the northern edge of the car park associated with the Curry’s PC World and DFS units on the eastern side 

of the retail park.   

2.4.3 The proposed unit comprises of two storeys, providing 547sq m gross floorspace overall (301sq m at 

ground / 246sq m at first floor). The building is of modern design and includes materials that have a 

neutral aesthetic (including cream tiles, grey aluminium and timber effect cladding).   
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Figure 2.2: Proposed Site Layout Plan  

 

2.5 Background to McDonalds  

2.5.1 The McDonald’s brand is globally recognised and, in the UK, the Company trades from over 1,250 

restaurants and has a workforce of approximately 110,000 people. Over 69% of restaurants are operated 

as local businesses by franchisees.  The restaurants are either located in high streets or town centres; on 

retail parks (whether in standalone units or in food courts); and standalone ‘roadside locations’. 

2.5.2 McDonald’s has been trading in the UK since 1974.  Expansion of the portfolio was rapid during the 

1980's and 90's in particular and McDonald’s is now represented in most major cities and towns in all of 

their differing formats. 

2.5.3 The Company has recently been undertaking a thorough review of its portfolio of restaurants and is 

seeking to increase its representation in certain key locations.  At the same time, McDonald’s has 

implemented a major brand refresh, both in terms of its product range and the design and fit-out of its 

restaurants.  This application forms part of that overall strategy. 

2.5.4 The McDonald’s freestanding or drive-thru restaurant is a two-storey unit. The model has evolved over 

many years in order to meet the very specific operational requirements of McDonald’s. 

2.5.5 Within the public part of the building are the dining area, counter and a corridor leading to 

male/female/disabled toilets.   

http://www.wyg.com/
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2.5.6 The non-trading part of the property comprises of the kitchen and service counters, an office, two 

presenter booths (for a till and delivering orders on the drive thru lane), a staff room, two staff changing 

rooms, store, gulley, external store, freezer and chiller rooms.  

2.5.7 The amount of development relates directly to the operational requirements of McDonald’s and is the 

minimum necessary to deliver the proposed operation. 

2.5.8 McDonald’s preferred approach to parking provision is for around 2no. disabled parking spaces, 2no. 

reserved grills order bays, and 3no. cycle racks accommodating up to 6no. bicycles.  The cycle and 

disabled parking and other measures detailed in the Transport Statement allows the restaurant to be 

utilised by all sections of the wider community, and to be accessed by non-car modes of transport. 

2.5.9 McDonald’s freestanding restaurants ideally operate 24 hours per day and 7 days per week, although 

there is some flexibility where specific amenity issues dictate otherwise.  The peak periods are usually 

lunchtimes, followed by evenings and breakfasts.  

2.5.10 The outdoor area is landscaped and will provide an attractive outdoor space that includes furniture for 

dining outside on the patio.  In brief it incorporates: 

• Hard landscaping areas with paving, including tactile paviors at pedestrian crossing points and 

railings to protect customers in the patio area from vehicles in the circulation areas. 

• Planting species which will be located so as not to hinder site security, retaining views into the 

restaurant building.  It will enhance and soften the relationship between the building and the 

surrounding area, and provide a high quality setting for the restaurant. 

• Seating will be provided within a patio area close to the entrance to the restaurant retaining 

dedicated pedestrian routes to and from the main doors. 

• External lighting will be provided to assist the visually impaired, and increase the safety and 

security of the restaurant, but will also be designed to minimise the visual impact on the wider 

area. 

2.5.11 Servicing of the restaurant is undertaken by a dedicated supplier –Martin Brower, and will take place 

approximately 3 times per week, lasting between 15 - 45 minutes depending on the delivery required.   

2.5.12 Martin Brower has a delivery fleet of over 150 vehicles and services all McDonald's restaurants in 

mainland Britain.  Servicing McDonald's restaurants while they are open is a common practice and 

doesn't present any operational difficulties. Delivery times at lunch time (12:00 and 14:00) are avoided to 

minimise any delays in delivery, but this can be adapted to suit any site, i.e. control of delivery times in 

sensitive locations. Martin Brower uses a sophisticated computerised planning tool (Paragon) which 

enables the requirements for individual delivery destinations to be set and ensures that they are complied 

with on every occasion the delivery is planned. The delivery duration will depend on the volume of 

delivery, but typically is completed in a 15 to 45 minute range.  The restaurant will be allocated a 2 hour 
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delivery slot, and the delivery will be planned within this.  Notification of the planned delivery time is e-

mailed to the restaurant two days before delivery.  On the day of the delivery the GPS system linked to 

Paragon will automatically e-mail the restaurant 30 minutes prior to the vehicle’s arrival. 

2.5.13 McDonalds Drive-Thru restaurants normally employ more than 65 full and part-time staff.  McDonald’s is 

an equal opportunities employer, and seeks to employ members of staff from a range of backgrounds 

and experience.  Many employees work part-time and there is usually an even balance between male and 

female employees.   

2.5.14 A summary of McDonald’s approach to the Environment & Sustainability and Employment, Training and 

the Community is set out at Appendix A.  
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3.0 Planning Policy Context 

3.1 Introduction 

3.1.1 Section 38(6) of the Planning and Compulsory Purchase Act 2004 requires that planning applications be 

determined in accordance with the development plan unless material considerations indicate otherwise.  

3.1.2 This section of the Planning Statement considers the planning policy context relevant to the proposed 

development as contained in the Development Plan and other policy documents material to the 

application’s determination. 

3.2 Development Plan Policy 

3.2.1 The statutory development plan for Hillingdon currently comprises: 

• The London Plan – Adopted 2016 

• The Unitary Development Plan (UDP) (Saved Policies)  

• Local Plan Part 1 Strategic Policies (LPP1) – Adopted 2012 

The London Plan 

3.2.2 The London Plan (consolidated with alterations since 2011) is the overall strategic plan for London. It 

sets out an integrated economic, environmental, social and transport framework for the development of 

London over the next 25 to 30 years. The Boroughs’ local development plans should be ‘in general 

conformity’ with the London Plan. 

3.2.3 Policy 2.15 - ‘Town Centres’ supports the development of town centres within London and sustaining and 

improving a competitive choice of goods and services that are conveniently accessible to all Londoners. 

3.2.4 Policy 4.7 – ‘Retail and Town Centre Development’ stipulates that applications for proposed retail 

development should be focussed on sites in town centres or if none are available, then on edge-of-centre 

sites which are, or can be, well integrated with the existing centre and public transport. Part B of the 

policy also states that proposals for new edge or out of centre development will be subject to an 

assessment of impact. Furthermore, supporting text at paragraph 4.46 states that in some circumstances, 

generally relating to edge-of-centre developments, there may be potential for a wider mix of uses and 

greater integration with existing centres. 

3.2.5 Policy 4.8 – ‘Supporting A Successful and Diverse Retail Sector and Related Facilities and Services’ 

supports a successful, competitive and diverse retail sector, which promotes sustainable access to the 

goods and services for Londoners and the broader objectives of the spatial structure of the plan, 

especially town centres. 

http://www.wyg.com/
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3.2.6 Policy 5.3 – ‘Sustainable Design and Construction’ requires that high standards of sustainable design and 

construction are achieved to improve the environmental performance of new developments. Proposals 

should demonstrate that sustainable design standards are integral to the proposal, including its 

construction and operation. 

3.2.7 Policies 5.12 and 5.13 - ‘Flood Risk Management’ and ‘Sustainable Drainage’, require development 

proposals to comply with flood risk assessment and management requirements set out within the NPPF.  

Development should utilise sustainable urban drainage systems (SUDs) unless there are practical reasons 

for not doing so. 

3.2.8 Policy 6.1 – ‘Strategic Approach’ sets out that a closer integration of transport and development is 

encouraged. This includes supporting development at locations with high levels of public transport 

accessibility and encouraging development that reduces the need to travel, especially by car.  

3.2.9 Policy 7.4 – ‘Local Character’ requires development proposals to have regard to the form, function and 

structure of an area, place or street and to the scale, mass and orientation of surrounding buildings.   

3.2.10 Policy 7.6 – ‘Architecture’ seeks to ensure that the appearance of new developments make a positive 

contribution to the public realm, streetscape and wider cityscape. Design should be appropriate to the 

context of the area and high-quality materials are to be used. 

Unitary Development Plan (UDP), 1998, Saved Policies 

3.2.11 The UDP Proposals Map identifies the site as an Industrial and Business Area and confirms that the site is 

not subject to any other planning designation. 

3.2.12 Table 10.1 of the UDP designates Stonefield Way/ Victoria Road as a Strategic Employment Site: 

Preferred Industrial Location. Accordingly, Policy LE2 (Industrial and Business Areas) applies to the site. 

The policy sets out that Industrial and Business Areas are designated for business, industrial and 

warehouse purposes (Use Classes B1-B8) and for Sui Generis uses appropriate in an industrial area.  

3.2.13 Since adoption of the policy the site has been developed as a retail park. Given that the site is already 

retail use, the Council has accepted the loss of the industrial land for another use and therefore, the 

policy is not considered to be applicable to the subject planning application.  

3.2.14 The defined South Ruislip Local Centre is shown to be located 300m walking distance from the site. 

Accordingly, in retail policy terms, the site is defined as edge-of-centre. 
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3.2.15 Relevant saved UDP Policies include:  

• Policy AM1 - Accessibility 

• Policy AM2 - Traffic Impact 

• Policy AM14 - Parking Standards 

• Policy AM15 - Disabled Parking 

• Policy BE13 - Design & Street Scene  

• Policy BE21 - Design & Residential Amenity 

• BE38 – Trees and Landscaping 

• Policy OE1 - Environmental Impact 

• Policy OE3 - Noise 

Local Plan Part 1: Strategic Policies 

3.2.16 Policy E5 - ‘Town & Local Centres’ sets out that the Council will accommodate additional retail growth in 

established centres.  Planning decisions will be taken in accordance with the provisions of national 

guidance, particularly the sequential and impact tests. 

3.2.17 Policy BE1 - ‘Built Environment’ requires all new development to improve and maintain the quality of the 

built environment. Amongst other things is the desire for development to make a positive contribution to 

the local area in terms of layout, form, scale and materials, and to seek to protect the amenity of 

surrounding land and buildings. 

3.3 Material Considerations 

 The National Planning Policy Framework (NPPF) 

3.3.1 The NPPF was published in March 2012 and replaces the previous suite of Planning Policy Guidance Notes 

and Planning Policy Statements together with other guidance documents. 

3.3.2 The NPPF sets out a presumption in favour of sustainable development.  For decision taking, the 

presumption in favour of sustainable development means approving development proposals that accord 

with the development plan, and where the development plan is absent, silent or relevant policies are out 

of date, granting planning permission unless any adverse impact of doing so would significantly and 

demonstrably outweigh the benefits when assessed against the policies in the NPPF. 

3.3.3 The document stresses the Government’s commitment to securing economic growth in order to create 

jobs and prosperity, with the Government seeking to ensure that the planning system does everything it 

can to support sustainable economic growth. 

3.3.4 For town centre proposals not in a centre and not in accordance with an up-to-date development plan, 

the NPPF advises that the following issues should be taken into consideration in assessing suitability: 

• The sequential approach (paragraph 24); and 

http://www.wyg.com/
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• An impact assessment (paragraph 26). 

3.3.5 The latter includes an assessment of: 

• The impact of the proposal on existing, committed and planned public and private investment in 

a centre or centres in the catchment area of the proposal; and 

• The impact of the proposal on town centre vitality and viability, including local consumer choice 

and trade in the town centre and wider area. 

3.3.6 The NPPF outlines that the Government places great importance on design, which is a key aspect of 

sustainable development. It recognises that high quality design matters and that planning has a role in 

raising the standards of development. 

Local Plan Part 2: Development Management Policies and Site Allocations and Designations 

3.3.7 Once adopted, Local Plan: Part 2 (LPP2) Site Allocations and Designations and Development Management 

Policies will deliver the detail of the strategic policies set out in the in the LPP1.  The plan is currently in 

draft form.  Given that the plan has not been subject to independent examination and has a number of 

objections from third parties these emerging policies can only carry limited weight in the determination of 

planning applications.  

3.3.8 The LPP2 Policies Map identifies Victoria Retail Park as not being subject to any specific planning 

designation. It shows that it remains an edge-of-centre site in retail policy terms (being located 300m 

walking distance from South Ruislip Local Centre).   

3.3.9 Relevant emerging LPP2 Policies include:  

• DMTC 1 – Town Centre Use Development 

• DMTC 4 – Amenity & Town Centre Uses 

• DMHB 11 – Design of New Development  

• DMHB 12 – Streets & Public Realm 

• DMHE14 – Trees and Landscaping 

• DMHB 15 – Planning for Safer Places 

• DMEI 9 – Management of Flood Risk 

• DMEI 10 – Water Management, Efficiency & 

Quality 

3.3.10 Emerging Policy DMTC 1 identifies that proposals for main town centre uses in out-of-centre locations will 

only be permitted where there is no harm to residential amenity.  The policy identifies that the out-of-

centre town centre use proposal should be supported by a sequential approach assessment and, where 

they exceed 200sq m gross retail floorspace, an impact assessment.  
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4.0 Planning Analysis 

4.1 Introduction  

4.1.1 Having regard to prevailing planning policy set out in the previous section of this statement the key 

planning matters associated with the proposals are considered to be: 

1. the principle of proposed development; 

2. design matters; 

3. retail planning matters; 

4. highways/transport matters; 

5. trees & Landscaping; 

6. amenity; and 

7. other matters. 

Each is considered in turn below. 

4.2 The Principle of Proposed Development 

4.2.1 Whilst Victoria Retail Park is identified for employment in the development plan since adoption of the 

policy (1998) it has been developed as a retail park.  Having regard to the existing retail use of the site 

and the ancillary nature of the proposal the proposed development is considered to be acceptable in 

principle (subject to assessment of retail policy tests - see below).   

4.3 Design Matters 

 Surrounding Context 

4.3.1 The application site is located within an existing well-established retail park.  The surrounding area is 

characterised by a mix of uses, namely retail, industrial, residential and recreational.  Of particular note 

and as shown in Figure 2.1:  

• Brook Retail Park and car dealership to the east; 

• Large industrial warehouse units immediately to the south and west; 

• Education/leisure uses to the north west; and 
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Planning Statement Page | 12 www.wyg.com 

• residential uses to the north east. 

4.3.2 Accordingly, the surrounding area is characterised by a mix of uses, including retail and industrial. The 

proposed development will be seen in context of the retail park and other commercial uses on Victoria 

Road.    

 Design 

4.3.3 A Design & Access Statement prepared by Urban Edge is submitted with the planning application and 

sets out the design principles and ethos behind the proposals.    

4.3.4 The proposed development has been designed be consistent with the appearance of other McDonalds 

restaurants but also to respond to the local surroundings. It will be free standing and will maintain a 

good degree of separation between it and surrounding buildings, helping to maintain the open and 

spacious feel of the existing retail park. 

4.3.5 In line with Policy BE1 and London Plan Policy 7.6, a high quality, modern design approach has been 

adopted and the design incorporates a variety of complementary external materials and finishes including 

cream tiles and aluminium and timber effect cladding to add visual interest and contribute to the high-

quality aesthetic. The development incorporates glazing on the north, south and west elevations to allow 

natural light into the unit creating a pleasant environment and affording views of the existing retail units 

and car park to the south, and to Victoria Road and surroundings to the north. 

4.3.6 In terms of scale and massing, the building will be significantly smaller in scale than the adjacent retail 

units to the south and the car dealership to the east. The building will be laid out over two storeys 

providing 547sq m of gross floorspace and will be of a sympathetic scale to the buildings on the opposite 

side of the road to the north. 

4.4 Retail Planning Matters 

4.4.1 As noted in Section 3 prevailing planning policy identifies that planning applications for main town centre 

uses should be assessed against the sequential approach and retail impact retail policy tests.   

 The Sequential Approach to Site Selection 

4.4.2 The nature of the proposed use is to provide an ancillary function to the existing provision of retail 

floorspace at the retail park and surrounding area.  The customer base will, therefore, be drawn 

predominantly from existing users of the facilities.  The majority of customers will not make dedicated 

trips to the A3/A5 facility, but rather will combine a visit as part of a trip to the retail elements of the 

park.  Accordingly, the need cannot logically be met anywhere else but the subject site. 

http://www.wyg.com/
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4.4.3 This approach for Class A3/A5 ancillary retail park proposals is supported by both the Secretary of State 

and Planning Inspectors.  Local Planning Authorities throughout the country, including Hillingdon (e.g. 

Costa Coffee - Lombardy Retail Park), have also adopted the same approach in granting planning 

permission for similar Class A3/A5 ancillary retail park facilities.   

4.4.4 Of particular note, an appeal lodged by OTR Business Parks for a 7,750sq m of Class A1 retail 

warehousing and 263sq m of Class A3 use at land at Dodings Way was allowed by the Secretary of State 

in May 2004 (APP/M2270/V/03/1120101).  The Inspector concluded:  

“The small A3 unit would be a subordinate element of the overall scheme.  It would be available to 

those working in the area or shopping at other retail warehouses, like McDonalds, and there would 

be an element of synergy between them” (para 79) 

“The A3 unit will essentially be an ancillary facility to the overall development and it is not 

appropriate to apply the sequential test to that part.” (para 134) 

4.4.5 The Secretary of State agreed with the Inspectors interpretation confirming that it was not necessary or 

appropriate to apply the sequential test to the proposed A3 use element of the proposal.  A copy of the 

Inspectors report and Secretary of State’s decision is attached at Appendix B. 

4.4.6 In accordance with the Secretary of State’s decision, Inspectors and other local planning authorities, we 

note that the London Borough of Hillingdon has also adopted the same approach in considering similar 

planning applications.   

4.4.7 Accordingly, as previously accepted by the Council, in this instance it is not appropriate to apply the 

sequential test to the proposed ancillary A3/A5 use.  

 Retail Impact 

4.4.8 Paragraph 26 of the NPPF identifies that LPA’s should require an assessment of retail impact for planning 

applications for main town centre uses that are not in a centre and not in accordance with an up to date 

development plan if the development is over a proportionate ‘locally set floorspace threshold’.  If there is 

no locally set threshold, the default threshold is 2,500sq m gross.   

4.4.9 The NPPG, Ensuring the Vitality of Town Centres section (paragraph 16), adds that the impact test only 

applies to proposals exceeding 2,500sq m unless a different locally appropriate threshold is set by the 

LPA. 

4.4.10 The London Borough of Hillingdon Council does not currently have a ‘locally set floorspace threshold’ in 

the Hillingdon Local Plan: Part 1 – Strategic Policies (2012). 
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4.4.11 Whilst we note that the emerging Local Plan Part 2 – Development Management Policies (Policy DMTC 1) 

will in time require proposals for retail uses exceeding 200sq m gross floorspace in locations outside of 

the town centre to submit an impact assessment, this Plan has not yet been adopted. The floorspace 

threshold is not “set” until the plan is adopted. 

4.4.12 The proposal is for a 547sq m gross A3/A5 retail unit, which falls below the NPPF threshold (2,500sq m) 

for requiring a retail impact assessment.    

4.4.13 Accordingly, having regard to the level of floorspace proposed, in line with the NPPF, an assessment of 

impact is not required, and the impact test does not apply.  It is therefore concluded that the proposals 

are acceptable in terms of the test set by prevailing planning policy insofar as retail impact is concerned.   

4.5 Highway/Transport Matters 

4.5.1 The application is accompanied by a Transport Statement which has been prepared in order to provide 

the context as to the likely trip attraction of the proposed development and any potential impact on the 

highway network.  

4.5.2 The application site is shown to be readily accessible by a range of sustainable transport modes including 

by bus, the National Rail network and London Underground services. This sustainable location will help to 

reduce the number of potential vehicle trips generated by the proposal and will offer staff the opportunity 

to travel sustainably, according with Saved Policies AM1 & AM2 and London Plan Policy 6.1.  

4.5.3 Although the proposed development will result in the loss of 42 car parking spaces, it is demonstrated 

that the existing car park is significantly under-utilised and a reduction in car parking spaces will not 

cause any operational or capacity problems.  In terms of traffic impact, it is shown that the development 

will result in less than a 5% increase in traffic flows in the local area.  

4.5.4 Accordingly, it is concluded that the proposed development is acceptable from a traffic and transport 

perspective. 

4.6 Trees and Landscaping 

4.6.1 A Tree Survey, Arboricultural Impact Assessment and Landscape Scheme all accompany the planning 

application.  Whilst the level of landscaping to the north of the site will be reduced as a result of the 

proposed development, the landscape scheme and mitigation planting demonstrates that overall better-

quality plants/trees will be provided and there will be no overall loss of trees and vegetation.   

4.6.2 The level of planting and vegetation proposed to be retained and improved along the northern boundary 

of the site is substantially more than that provided along the northern boundary of other commercial and 

retail units fronting onto Victoria Road.  
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4.6.3 Overall, the proposed landscape scheme will enhance the frontage of the retail park and is considered to 

be fully in accordance with Saved UDP Policy BE38 as new planting and landscape features form an 

important part of the proposed development. 

4.7 Amenity 

4.7.1 The site is located within an established retail park and industrial area but there are a limited number of 

residential properties located to the north, on the opposite side of Victoria Road.   

4.7.2 Given the location of nearby residential properties, the design and proposed operation of the 

development has been carefully considered. New building services and plant have been specified to 

achieve lower noise levels than existing background levels and the orientation of the unit, and location of 

roof mounted screened plant, is positioned to minimise any impacts on the nearby residences. 

4.7.3 A Noise Assessment has been undertaken and forms part of the application submission. The report 

demonstrates that in a worst-case scenario, the development would only result in a negligible increase in 

overall ambient noise levels within the area, and an assessment of noise generated by deliveries, 

customers and the use of the drive-thru facility show minimal impacts on nearby sensitive receptors.  The 

importance of minimising noise is emphasised to staff, and ‘considerate neighbour signs’ and an 

Environmental Manual and audit systems are used to manage noise in the longer term.  

4.7.4 In terms of potential odours and fumes from cooking, McDonalds operate many restaurants throughout 

the UK, a substantial number of which, particularly in London, are located in close proximity to residential 

uses.  The company utilises an air extraction system which incorporates electrostatic precipitators and 

labyrinth systems that remove air borne grease and odours, and ensure that only purified air is expelled 

from the restaurant.  

4.7.5 Details of servicing arrangements are set out in the submitted Transport Statement.  If required, the 

applicant is willing to accept a planning condition requiring a Service Management Plan to be submitted 

to, and approved in writing, by the Local Planning Authority.   

4.7.6 The proposed lighting scheme will be produced at detailed design stage, following the potential grant of 

planning permission.  The development would not result in any significant changes in lighting design with 

any new lighting either directed away from any sensitive locations or/and include ‘lighting hoods’.  The 

overall lighting levels at the retail park will not materially increase. The primary frontage of the 

development will face into the retail park and the retention of some vegetation alongside the 

compensatory planting will mean that residential properties to the north of the site will not be impacted.  

The applicant is agreeable to a planning condition which requires a detailed lighting scheme to be 

submitted to and approved by the local planning authority.   

http://www.wyg.com/
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4.7.7 Accordingly, the proposed 24 hours operation times are demonstrated to be acceptable.  The proposed 

development would not result in any adverse impact on residential amenity and is in accordance with 

Policy BE1. 

4.8 Flood Risk 

4.8.1 The site is located within Flood Zone 2 which is land assessed as having a 1 in 100 annual probability of 

river or sea flooding.  It also falls within a Critical Drainage Area as identified by Hillingdon Surface Water 

Management Plan.  Accordingly, a Flood Risk Assessment (FRA) and drainage strategy is submitted with 

the planning application.   

4.8.2 The FRA identifies that flood resilience measures will be provided including the use of flood resilient 

materials, solid floors, electrical sockets set 600mm above FFL, and the use of non-return valves in 

drainage connections. SUDs techniques including underground attenuation and a dry swale will also be 

incorporated into the development.  

4.9 Summary 

4.9.1 The foregoing analysis and the submitted planning application documents and drawings demonstrate that 

the proposed ancillary A3/A5 unit is consistent with the requirements of both the development plan, 

national planning policy and other relevant material considerations.

http://www.wyg.com/
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5.0 Conclusions 

5.1 Introduction  

5.1.1 This Planning Statement has been prepared by WYG on behalf of Scottish Widows Property Authorised 

Contractual Scheme in support of a planning application for the erection of an ancillary A3/A5 McDonalds 

Drive-thru unit at Victoria Retail Park, Victoria Road, South Ruislip.  

5.2 Main Planning Considerations 

5.2.1 This statement, along with the wider application package, demonstrates that the proposed development 

is acceptable from a planning perspective:  

• The development proposal is of a high quality and modern appearance. The design responds to 

its surroundings and it will be seen in context of the wider retail park and nearby industrial uses. 

• In retail terms, the proposal raises no issues with regard to the relevant retail planning policy 

tests.    

• The proposed development would not result in any adverse impact on residential amenity.  A 

robust Noise Assessment has been undertaken and demonstrates that any noise generated by 

deliveries, customers and the use of the drive-thru facility show minimal impacts on nearby 

residential properties.  

• The proposal is acceptable in transport and highways terms.  The submitted Transport Statement 

demonstrates that due to the ancillary nature of the proposal there will be limited increase in 

traffic flows in the local area. 

• From a landscaping perspective, a Tree Survey, Arboricultural Impact Assessment and Landscape 

Scheme all accompany the planning application.  The landscape scheme and mitigation planting 

demonstrate that the proposal will result in an improved landscaping scheme.   

• In flood risk terms, additional underground attenuation and a dry swale will be incorporated into 

the development to ensure that the flood risk is adequately addressed on site.  

5.3 Overall Conclusions 

5.3.1 Overall, it is concluded that the proposals, which will provide over 65 jobs for the community, are 

consistent with the requirements of development plan and national planning policy and should be granted 

planning permission. 

http://www.wyg.com/
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1. McDonald’s approach to the Environment & Sustainability  

1.1 At McDonald’s the overarching goal in terms of environmental and social policy is continuous 

improvement.  By implementing this approach, the aim is to achieve its mission of being the 

UK’s favourite family restaurant.  McDonald’s strive to achieve recognisable environmental 

sustainability through the measures identified below.  To assist with achieving its objectives, 

audit and training programmes have been developed, which are applied to all restaurant. 

Green Building Construction 

Waste and Use of Recycled Material in Construction 

1.2 Prior to construction of the restaurant the developer will prepare a Construction Waste Plan 

that will implement, monitor and record on site water and energy consumption.  Materials 

used for construction of the restaurant are suitable for recycling, and include aluminium clad 

panels, timber brise soleil and shields, stone shields and concrete foundations.  Furthermore, 

concrete used for the external sub-base and foundations will be formed from recycled 

aggregates. 

1.3 Materials for the building are selected to provide the required aesthetics combined with 

maximum durability and robustness. Whilst it could be argued that the embodied energy 

absorbed into some of the products selected, it is envisaged that the requirement for 

replacement, maintenance and repair will be minimal during the building lifecycles, thus 

providing a good low level of energy input over the whole lifecycle. 

Solar Gain and Orientation 

1.4 The design of the new roof has been directly influenced by the solar path.  The restaurant 

front is also primarily glazed to ensure that natural sunlight is used to maximum advantage, 

which assists with the internal lighting of the restaurant and heat retention when cooler 

outside.  Conversely, when outside temperatures are warmer, the brise soleil and top awning 

is designed to provide external shading which reduces internal solar gain. As part of a solar 

gain ‘programme’, 30 restaurants have been fitted with solar water heating. 
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Green Technology within fit out 

1.5 All restaurants have within them a sophisticated building management system to operate 

lighting, heating and air conditioning.  Low energy lamps and lighting systems with high 

frequency settings form part of each unit.  McDonald’s kitchen appliances have standby 

reminders and we have introduced a metering system which measures the amount of 

electricity used in every half hour of the day. Restaurant Managers receive daily graphs to 

help them make energy saving adjustments. We cut our electricity bill by 14% between 2008 

and 2010 and are continuing to make improvements on energy saving. 

McDonald’s “Gold Standards” 

1.6 McDonald’s Restaurants have developed a European wide approach to sustainable 

development closely linked to the European Union's ambitious "20/20/20 by 2020".  

McDonald's have assessed their existing restaurants with environmental and energy 

consultants ECOFYS to investigate improved performance of the existing and new restaurant 

buildings. This has resulted in McDonald's setting Green building guidelines. This is a 

McDonald's European initiative and some elements are less appropriate to the UK, for 

example, solar impact reducers.  Initially a benchmark for existing stores was established and 

standards set for remodelling existing stores and new buildings, which are referred to as 

"silver" and "gold" standards. Whilst the silver standard was the original minimum 

requirement, this has been raised and all new restaurants are now required to meet the gold 

standard of design.   

Sustainable Urban Drainage Systems 

1.7 Responsible management of water is achieved through a variety of approaches. The 

implemented approach to the site drainage strategy will be reviewed during the design 

process. Measures to improve water usage, such as waterless urinals, are being utilised at a 

number of restaurants. In addition, the implementation of Environmental Biotech drainage 

systems, which will improve the quality of discharge water. 

Sustainable Processes, Products and other considerations 

Minimising Transport Impacts and Reducing Carbon Dioxide Emissions 

1.8 Cooking oil from restaurants is recycled into biodiesel using local collectors.  The biodiesel is 

then used as fuel by McDonald’s vehicles.  Biodiesel is now being used in all delivery trucks 

and results in a carbon saving of 8,209 tonnes per annum. 
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Renewable Energy 

1.9 All new drive thru McDonald’s restaurants are supplied with electricity from 100% renewable 

sources, generated off site.  This far exceeds any potential on-site renewable generation. The 

supply is from a variety of sources, provided by Npower and is guaranteed until 2035. 

1.10 In addition to the 100% renewable supply, all restaurants have a sophisticated building 

management system to operate lighting, heating and air conditioning.  Low energy LED 

lighting systems form part of each new restaurant.  McDonald’s kitchen appliances have 

standby reminders and the company have introduced a metering system which measures the 

amount of electricity used in half hour intervals throughout the day. Restaurant Managers 

receive daily graphs to help them make energy saving adjustments. Since 2007 McDonald’s 

has reduced the amount of energy used per customer by over 22%, equating to a saving of 

over 60,000 tonnes of CO2 per annum, and they are continuing to make investments in 

energy savings. 

Recycling of packaging and use of recycled materials 

1.11 McDonald’s is committed to using recycled materials wherever possible throughout the 

business. Approximately 89% of McDonald’s packaging is made from renewable resources 

and only the minimum amount of packaging is used per product. For example, cup holders 

are made from 100% recycled materials and are fully biodegradable. McDonald’s restaurants 

also promote recycling by purchasing recycled products themselves, such as 100% recycled 

kitchen towel rolls and toilet paper.  

1.12 McDonald’s reuses delivery packaging wherever possible in accordance with food safety 

laws. All restaurants aim to recycle 100% of their corrugated cardboard, which in itself 

accounts for 30% of a restaurant’s average total waste. In addition, the delivery trays and 

crates are returned to suppliers for reuse. 

Waste Minimisation 

1.13 The McDonald’s Waste Management Strategy is based upon the hierarchy: Design, Reduce, 

Reuse, Recycle and Disposal.  Waste minimisation is promoted, for example, through the re-

design of bun tray liners and specifying the use of light-weight bin liners.  Food wastage is 

minimised through the use of a computer system that monitors the amount of food served at 

given times of the day, resulting in more accurate preparation and ordering of stock.   

1.14 To further minimise waste, McDonald’s has joined the Valpak distributor take back scheme, 

which ensures that redundant equipment is recycled with accredited companies. 
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Local Environment 

Litter 

1.15 McDonald’s is committed to tackling litter in as many different ways as possible.  It is 

company policy to conduct a minimum of three daily litter patrols, whereby employees pick up 

not only McDonald’s packaging, but also any other litter that may have been discarded in the 

vicinity of a restaurant.   

1.16 Litter bins are provided outside all restaurants, and packaging carries anti-littering symbols to 

encourage customers to dispose of litter responsibly.  Anti-littering signage is displayed within 

restaurants and car parks, and support is given to Keep Britain Tidy, Keep Wales Tidy, Keep 

Scotland Beautiful, Keep Northern Ireland Beautiful and Capital Clean –up. 

1.17 McDonald’s is a founding member of Keep Britain Tidy’s Love Where You Live anti-littering 

campaign. The company organises regular clean-up events in local communities and raises 

awareness of the anti-littering message through its 1,250 UK restaurants. This has seen 

McDonald’s carry out over 1,000 events across the country involving over 30,000 volunteers. 

Individual restaurants also undertake their own anti-littering initiatives, such as litter picking 

sessions in local parks and open spaces with local community groups or schools. 

1.18 A majority of McDonald’s restaurants have a ‘Planet Champion’ who has the responsibility to 

help raise awareness of ways to be more environmentally friendly. The little changes that 

these Planet Champions have introduced have made a huge difference to reduce the energy 

that McDonald’s use. Planet Champions are also responsible for organising litter events 

alongside the local community. 

Noise and Odour Mitigation 

1.19 McDonald’s recognises the potential impact of noise and cooking odours on local amenity.  In 

response to these impacts, McDonald’s utilises an air extraction system which incorporates 

electrostatic precipitators and labyrinth systems that remove air borne grease and odours, 

and ensure that only purified air is expelled from the restaurant.  

1.20 The importance of minimising noise is emphasised to staff, and ‘considerate neighbour signs’ 

and an Environmental Manual and audit systems are used to manage noise in the longer 

term. McDonald’s can also employ a range of site specific noise mitigation measures in 

response to amenity issues, if these are necessary.  
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Antisocial behaviour 

1.21 Incidents of antisocial behaviour are kept to an absolute minimum through strategies such as 

staff training in dealing with incidents, liaison with community police officers and use of CCTV 

cameras where necessary.  

Traffic Impacts 

1.22 The McDonald’s layouts have been carefully designed to be compact, with clear signage to 

ease circulation and to minimise any risk of congestion.  The car park design is pedestrian-

friendly and links to the wider pedestrian / cycle network are encouraged where possible. 

Nutrition  

1.23 McDonald’s is committed to supporting its customers to make dietary choices that are right for 

them. The company has pursued a three-pronged approach to achieving this: reformulation, 

menu choice and the provision of nutrition information, and is the first company in its sector to 

embark on such a programme. The saturated fat content of cooking oil has been reduced by 

82% and the average Happy Meal now contains 32% less sugar, 19% less saturated fat and 

45% less salt than in 2000. The menu now includes porridge, deli sandwiches, bagels, fruit 

and carrot stick bags, salads, orange juice, Fruit Shoot drinks, mineral water and semi-

skimmed organic milk.  

1.24 Since 1984 on a voluntary basis, McDonald’s has provided customers with a range of different 

ways to find out more about its food including printed nutrition information on much of its 

packaging, tray liners, and on its website. In addition, since September 2011, all 1,250 

McDonald’s UK restaurants display the calorie content of all menu items on menu boards – 

the point at which people choose their food.  

CCTV  

1.25 Each of our drive thru restaurants has CCTV, both for security and to monitor the drive thru 

lane. A central unit records content from all of the restaurant’s cameras.  

1.26 CCTV cameras will, where possible, be carefully positioned to avoid covering land outside of 

our ownership.  
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2. Employment, Training & the Community 

2.1 The proposed restaurant is expected to employ more than 65 full and part time staff, primarily 

from the local area. 

2.2 McDonald’s commitment to staff education incorporates both internal training programmes 

and externally recognised qualifications. The McDonald’s training philosophy centres on 

career long learning – “from the crew room to the boardroom”.  McDonald’s is recognised as a 

“heavy lifter” by the Work Foundation as it recruits on the qualities not the qualifications of 

applicants.  

2.3 Key to delivering this is the company website for employees – “ourlounge.co.uk”, which acts 

as a support facility allowing online shift scheduling, providing career advice and an online 

learning programme. Critically, McDonald’s was given official awarding status by the 

Qualifications and Curriculum Authority in 2008, which affords the ability to develop and 

award its own nationally recognised qualifications.  The first qualification that McDonald’s 

offered is a Level 3 Diploma in Shift Management, which over, 8,700 Shift Managers have 

completed to date. McDonald’s has an ambitious apprenticeship scheme, which has seen 

over 16,700 employees gain the necessary skills to get on in life and over 4,700 more are 

currently working towards achieving the qualification.  

Training 

2.4 McDonald’s also provides an internal management training programme, which upon 

successful completion, allows the candidate to progress to Business Manager or Operations 

Consultant. A majority of restaurant managers were promoted from ‘crew-member’ level to 

management through the internal management training programme. 

2.5 Crew members also receive on-going training of which regular assessment forms a part.  The 

ratings from these assessments are then discussed at each employee’s Performance Review. 

2.6 McDonald’s invest more than £43 million in training each year and those employed at the 

proposed restaurant would be given the chance to undertake training and development 

including the opportunity to gain nationally recognised qualifications in hospitality, literacy and 

numeracy.  

2.7 In recognition of the training environment created by McDonald’s, the company has gained 

the following awards: 
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• Investors in People – re-awarded Gold Status July 2015 

• The Times Top 100 Graduate Employers, for last 15 years  

• The Sunday Times ‘25 Best Big Companies to Work For’ listed in top 10 

• Great Place to Work ‘Best Workplaces UK: Large Category’ 2007 – 2015 

• Great Place to Work ‘Best Multinational Workplaces Europe’ 2010 – 2015 

• School Leavers 100 – ranked 31st in 2015 

• Listed as a Britain’s Top Employer 2007 – 2015 

• Listed as a Top Employer in Europe 

• Listed in the Guardian UK 300 

• Listed as a Britain’s Most Admired Companies 

 

Supporting the Community 

2.8 McDonald’s is committed to being a valued and responsible member of communities in which 

it operates. Alongside strong staff training programmes and environmental initiatives 

McDonald’s also supports Ronald McDonald House Charities (RMHC) and encourages young 

people to lead more active lives. 

2.9 McDonald’s has a track record of enabling and encouraging young people to participate in 

sports, including a long tradition of supporting community football and Olympic sponsorship. 

McDonald’s has been the  Official Community Partner of the four UK Football Associations 

since 2002 and aims to create more football opportunities for all. Since the partnership was 

formed, McDonald’s has created over 20,000 qualified football coaches, offering 2 million 

hours of free, quality football to young players across the UK. The company also runs a 

‘twinning’ scheme which teams up local restaurants with local football teams to provide 

business advice, new football kit and equipment.    

Career Development and Social Mobility 

2.10 McDonald’s commitment to staff education incorporates both internal training programmes 

and externally recognised qualifications.  The McDonald’s training philosophy centres on 

career long learning – “from the crew room to the boardroom”.  McDonald’s is recognised as a 

“heavy lifter” by the Work Foundation as it recruits on the qualities not the qualifications of 

applicants.  

2.11 Key to delivering this is the company website for employees – “ourlounge.co.uk”, which acts 

as a support facility allowing online shift scheduling, providing career advice and an online 

learning programme. Critically, McDonald’s was given official awarding status by the 

Qualifications and Curriculum Authority in 2008, which affords the ability to develop and 

award its own nationally recognised qualifications.  
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2.12 From May 2017 McDonald’s began offering a new suite of qualifications providing flexible 

development routes throughout an employee’s career, including: 

• A level Two Apprenticeship which is aligned to our entry level Crew role.   

• A level Three Apprenticeship which is aligned to our Shift Management position. 

• A Level Six (BA Hons) Chartered Manager Degree Apprenticeship at Level Six which 

is aligned to our career path to become a Business Manager with Manchester 

Metropolitan University. 

• Stand-alone maths and English qualifications delivered by specialist teachers for 

Apprenticeship applicants without the necessary maths and English skills to go 

straight onto an Apprenticeship.  

 

2.13 Crew members also receive on-going training of which regular assessment forms a part. The 

ratings from these assessments are then discussed at each employee’s Performance Review. 

2.14 McDonald’s invest more than £43 million in training each year and those employed at the 

proposed restaurant would be given the chance to undertake training and development 

including the opportunity to gain nationally recognised qualifications in hospitality, literacy and 

numeracy.  

2.15 In recognition of the training environment created by McDonald’s, the company has gained 

the following awards: 

• 7th place in The Sunday Times ’25 Best Big Companies’ List 2014 

• Business in the Community ‘Big Tick’ Award 2013 

• Great Place to Work - World’s Best Multinational workplaces 

• Great Place to Work - Best Workplaces in the United Kingdom  

• Investor in People - Gold status 

• The Times Top 50 Workplaces for Women 2013 

• The Times Top 100 Graduate Employers, ranked 47th 

• The Work Foundation has recognised McDonald’s as a ’heavy lifter’ in the service 

sector as a result of its commitment to recruiting people for their qualities as opposed 

to their qualifications. 

• McDonald’s has been awarded Franchisor of the Year and Franchise Marketing 

Award for 2011 by the British Franchisee Association (BFA).  

 

2.16 McDonald’s is committed to being a valued and responsible member of communities in which 

it operates. Alongside strong staff training programmes and environmental initiatives 

McDonald’s also supports Ronald McDonald House Charities (RMHC) and encourages young 

people to lead more active lives. 
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Football 

2.17 For 15 years McDonald’s has run its Community Football programme tasked with supporting 

grassroots football across the UK. In this time, McDonald’s have helped to recruit and train 

more than 25,000 coaches and raised standards in more than 6,000 clubs across the country. 

In 2008, over 850 of their restaurants have formed twinning relationships with these football 

clubs, providing bespoke support, from giving free kits and equipment, to offering business 

advice and providing restaurant space for club events or meetings. Overall, we estimate that 

approximately 1.2 million young players have benefited from the programme. 

2.18 In 2014, McDonald’s renewed their long-standing partnership with the UK’s four Football 

Associations (FAs). Following a period of extensive research and collaboration with the UK 

FAs they launched a new partnership, which shifted their focus towards the needs of 

individual clubs and leagues and how they can further support them to become high-quality 

and sustainable places to play football. 

Better Play  

2.19 The McDonald’s Better Play programme is a scheme that seeks to increase the number of 

children playing football regularly and raise the standards of the grassroots game across the 

UK. Better Play focuses on four main strands to drive an increase in standards and 

participation: 

• Better Clubs: working with the FA to help clubs achieve FA Charter Standard 

accreditation 

• Better Kits: giving away 250,000 free kits to grassroots clubs by 2018 

• Better Kickabouts: running Community Football Days throughout the summer every 

year 

• Better Communities: celebrating the unsung heroes of grassroots football through our 

community awards 

 

Farm Forward 

2.20 As a big customer of British and Irish farming, McDonald’s buy quality ingredients from over 

17,500 British and Irish farmers.  Farm Forward was launched to help create a sustainable 

future for these farmers and aims to address some of the challenges facing the sector.  It is 

built around five core commitments: championing quality produce; improving animal welfare 

standards in the supply chain; work and training opportunities for young people  in farming; 

helping make environmentally-friendly improvements to farms; and sharing knowledge within 

the industry. 
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Ronald McDonald House Charities  

2.21 Ronald McDonald House Charities (RMHC) is an independently registered charity which 

helps support families while their children are in hospital or a hospice.  This is a difficult time 

for children and parents alike. The whole family is anxious, although parents often try and stay 

strong for the child's sake. What RMHC does is take away the inconvenience and expense of 

having to find accommodation near where their child is being cared for. It's an invaluable 

service.  Not only does it save parents considerable expense, but it also helps them focus on 

the care of their child. McDonald’s has been supporting RMHC for over thirty years. The first 

family House was established in 1974 in Philadelphia, USA. The idea spread, and in 1989, 

RMCC – Ronald McDonald Children's Charities – was founded in the UK. Early in 2006, this 

became RMHC as it is now called today. It now provides 29 sets of family rooms in 14 houses 

across the country – all in, or in close proximity to, the grounds of UK hospitals and hospices. 

Families can stay free of charge and for as long as they need to – whether it’s two nights or 

two years. In 2013 RMHC were able to support 7,000 families across the UK. 

2.22 The charity’s biggest source of income comes from the collection boxes in McDonald’s 

restaurants, through which customers give millions of pounds each year.  

2.23 Besides giving the Charity access to its customers, McDonald’s provides direct support in the 

following ways: 

• Portions of the annual operating costs for Ronald McDonald Houses are funded by 

McDonald's and owner/operators of McDonald's restaurants.  

• Franchisees partner with local Houses for promotional and fundraising events.  

• McDonald’s employees are dedicated fundraisers and volunteers.  

• Owner/operators participate in local management boards. 

2.24 In 2013, McDonald's franchisees, staff and customers helped raise over £3.1 million to 

provide free accommodation for families with children in hospitals across the UK. There are 

ambitious plans to build new Ronald McDonald Houses in Cardiff and Nottingham.  

Local Stores 

2.25 McDonald’s restaurants in the local area support various community initiatives, in addition to 

RMHC. These include local junior football sponsorship and Big Tidy Up events. 
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