Market Regeneration

A presentation by Philip Eden (AMT board member and Chair of City of Ely Perspective)

Vital Statistics

· The number of markets has declined by a third to just under 1000 in the past ten years

· Outdoor markets appear to have suffered more than indoor markets

· Markets in towns with populations under 12,000 seem to suffer more than those in larger towns

· Cambridge, St Albans and Bury St Edmunds are thriving

· Mildenhall, Brandon and Newmarket are suffering

Issues: the retail offer
· Lack of the comfort and facilities provided by indoor shopping centres 

· Increase of discounters, eg Matalan, Peacocks, TK Maxx 

· Supermarkets providing non-food products over increasing floor space 

· Free car parking at supermarkets and out of town centres 

Issues: business problems
· Unwillingness of banks to provide suitable loans to traders who are often unable to give security 
· A fundamental under-capitalisation of small businesses 

· The reluctance or refusal of traders’ children to take over their parent’s businesses  

· The inability of local authorities to provide continuous maintenance and more significantly reinvestment in market stalls, ground surfacing, signage and promotion

· Credit card usage or availability 

· Majors replace or accept goods back without question 

· Closure of smaller wholesalers inhibits discount levels 

· E-bay sales 

· The increased interest in catalogue selling 

The Ideal Market Model
· A minimum of 20 stalls rising to 45/50

· A relatively compact area – i.e. both sides of a street (closed to traffic) or a central square or car park 

· The area must be central and as highly visible as possible 

· A colourful look – achieved not so much by homogeneity of stalls, but of variety and multi-coloured canopies

The 25 Stall Module
· 2-3 greengrocery units

· 1 wet fish or fresh meat (ideally both) 

· 4 ladies fashion 

· 1 DIY/small electrical 

· 1 children or babywear

· 1 pet supplies

· 1 outerwear 

· 1 or 2 footwear 

· 1 glass or ceramic goods

· 1 dried goods

· 1 household goods

· 1 linen/fabrics 

The Ideal Model

· Open for a set period i.e. 9.00 - 1.00 or 9.00 - 4.00 

· A publicity programme – whether generated by trader, landlord or both 

· A regular weekly day throughout the year 

· Ware 

· Ware Solutions

· District Council run

· Creation of a traders forum

· Free parking

· Special rent deals

· Discount scheme for local collage students and Glaxo Smith Kline employees

· Marketing Campaign

Positive Steps
· Examine by survey and targeted interview the perceived value of a market

· Identify the factors for decline over the past three/four years 

· Examine which of these can be stabilised 

Positive Actions

· Is investment needed? or possible 

· Is publicity in force? or can it be improved 

· Co-ordinate the three/four lead traders to create communication 

· Differentiate between “strong” and “weak” traders and attempt to encourage/support the weaker ones 

Technical Review
· Layout 

· Trader mix

· Users

· Location/relocation

· Rental rates

· Equipment

· Inducements to traders

· Management quality

