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Summary

This report presents to the Overview and Scrutiny Management
Board (OSMB) the findings of the joint Culture and Leisure and
Regeneration and Transport Task Groups’ (the Joint Task Group)
review into the performance of and future prospects for the city
centre markets in Leicester.

Set out below are the findings, conclusions and recommendations
of the Joint Task Group.

Recommendations

CONFIRMED

Aim of the Review

Leicester Market (indoor and outdoor combined) holds an
important place in the hearts of many Leicester people. It is
considered to be a key factor in the vision for, future success and

development of the City Centre.

To assist in that development and vision, the task group was
asked by the OSMB to focus on:

3.2.1 How the market links to the retail circuit in the city centre in
terms of transport, accessibility and signposting



3.3.

3.4

4.1

4.2

4.3

3.2.2 The environmental impact that the market has in terms of
waste disposal, recycling and green issues

3.2.3 The synergy between the indoor market, the outdoor
market and the retail circuit in the city centre

3.2.4 How the market can best promote healthy eating through
promotion and creativity; and

3.2.5 The space occupied by the market in terms of the layout,
structure and facilities provided.

These review criteria were agreed by OSMB in September 2008.
The scoping document to OSMB further said that:

“Leicester Market is a traditional market now in need of
some development and investment to secure its future
within the framework of major developments within the rest
of the city centre.”

Objectives of the Review were to:

3.4.1 Increase the use of the market

3.4.2 Make better use of space available

3.4.3 Create synergy between the market and the retail circuit
and entertainment and leisure facilities.

3.4.4  Address key environmental issues

3.4.5 _Raise awareness in terms of healthy eating

3.4.6 © Help the Council’s anti-poverty strategy

3.4.7 Reinforce the market’s role within the community
cohesion framework

Introduction

At its meeting in September 2008 the Overview and Scrutiny
Management Board agreed for the Culture & Leisure and
Regeneration and Transport Task Groups to undertake a review
of the future of city centre markets in Leicester.

The Task Group met six times. In addition there was a focus
group hearing. Minutes and agendas can be accessed through
this link. Task Group members also visited markets in Birmingham
and London, and consultations were also conducted to gather
evidence and establish customers’ views of the markets.

Additionally, the House of Commons Communities and Local
Government Select Committee held an inquiry into the future of
local markets, and visited Leicester market and took evidence in a
hearing at the City’s Town Hall.



4.4

4.5

4.6

4.7

4.8

4.8

4.9

4.10

Because of the range and nature of the report, links to it are
contained in Appendix C. The main discussions, as they related
to markets in large urban areas as opposed to market towns and
rural settlements, are summarised in Appendix C.

Members of the Joint Task Group were: Councillors Newcombe
(chair of the Culture and Leisure Task Group), Hall (chair of the
Regeneration and Transport Select Committee), Naylor, Byrne,
Potter, Coley, Palmer, and Bajaj.

Officers from the Regeneration & Transport Department involved
in this review included Nick Rhodes — Head of marketing and
Enterprise, and Barry Pritchard — Project Manager, City Centre
Development, though many others offered their help and
expertise. Their courtesy and contributions were greatly
appreciated.

The Task Group is also grateful for the continued input from the
Leicester Market Traders’ Federation. Paddy Deevey and Dawn
Alfonso made many valuable and interesting contributions.

It was agreed that the work programme would be divided up as
follows. Councillor Russell (then chair of the regeneration and
transport task group), would Chair the topics:

4.7.1 How the market links to the retail circuit in the city
centre in terms of transport, accessibility and
signposting.

4.7.2 The synergy between the indoor market, the outdoor

market and the retail circuit in the city centre.

Councillor Naylor (then chair of the culture and leisure task
group), would Chair the following topics:

4.8.1 The environmental impact that the market has in terms
of waste disposal, recycling and green issues.

4.8.2 How the market can best promote healthy eating
through promotion and creativity.

Both Task Group chairs would look at the fifth topic, which related
to the space occupied by the market in terms of the layout,
structure and facilities provided.

Despite concerns about the market and its future, Leicester
market won a national award to be named Britain’s most popular
market.

Method of investigation



5.1

5.2

5.3

5.4

9.5

5.6

5.7

This review used a range of techniques. These included:

51.1 Site visits to markets in Leicester, Birmingham and
London

5.2.2 Focus group and questionnaire

5.2.3 Desk review of council documents

5.2.3 Advice and information from Council officers

;5.2.4 Desk review of related Government and Parliamentary

documents, guidance and advice.

The November 2008 meeting of the Task Group agreed that this
meeting should concentrate on the issues relating 4.7.1 — namely
how the market linked into the retail circuit in the city centre in
terms of transport, accessibility, profile and signposting.

An in-depth study (click here) of the issue had previously been
commissioned on the issue. The report, by CACI, refers to a
number of issues relating the markets area, and was written
before the opening of the Highcross Centre and the developing
economic situation.

Notwithstanding these factors, one conclusion was that “Market
Place needs significant improvement... to match the surrounding
premium dominated rate offer.”

In terms, the report suggests that “critical to the future direction of
the City is the character and role of Market Place. In Market
Place lies the greatest opportunity to unify the City through
deliverance of a strong vision and message through the creation
of place.”

This theme is re-emphasised by the One Leicester vision for the
future of the City. An emerging theme of task group reviews is the
use of One Leicester to reference and benchmark projects,
themes and priorities.

In this case, One Leicester says:

” Leicester’s market, once considered the largest open-air
fruit and vegetable market in Europe, needs to be brought
back to life as a central feature of the city.”

5.8 The One Leicester vision adds:



5.9

5.10

5.11

5.12

5.13

5.14

“We will redevelop the market to bring it back to life as a
central feature of the city.”

This is against a background which involves the Council promise
to:

“continue to regenerate the city centre to make it an
attractive, pleasant and family-friendly place to be, with an
exciting balance of large retailers and independent shops
and excellent cultural and leisure facilities.”

Nick Rhodes, the Council’s head of markets and enterprise,
reported to the Task Group on 10th November 2008 about the
major issues confronting the market.

These included:

Gradual decline in use of the market

Lower stall occupancy rates

Environmental issues — cleaning, surrounding roads
interaction with neighbouring shops

Transport links further removed (with closure of High
Street to buses.
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The value and importance of the market was summarised as
follows:

5.12.1  Central location

5.12.2  Historic and Heritage

5.12.3 Local employment and community cohesion

5:12.4  Supports the local economy

5.12.5 Provides accessibility to fresh foods at affordable prices
5.12.6 Culture and tourism

The indoor market faced particular problems. These were
summed up as:

5.13.1 Poorly designed retail building

5.13.2 Not easily visible

5.13.3  Structural problems

5.13.4 Dramatic decline in footfall

5.13.5 Difficult to get people to shop upstairs.

Occupancy rates for the markets were reported as follows



Stall Occupancy Rates (%)
Outdoor Indoor
2005/06 81.20 95.04
2006/07 79.82 95.44
2007/08 78.01 87.34

5.15 Discussion by Task Group members which followed:

5.16

5.17

5.18

5.16.1 reflected concern about the negative impact on the
market and its environment of the refuse collection and
disposal procedures

5.16.2 commented on what was considered poor access and
signage to the market from many of the city centre retail
quarter

5.16.3 expressed concern about the way in which the road
around the market site created a significant barrier to
pedestrian access and flow through the area.

5.16.4 Members also commented on how difficult it could be to
move around within the market itself, and that there
were comparatively poor links between the outdoor and
indoor market areas.

These themes formed a strand which ran through the whole of the
Review and which are reflected in the recommendations to OSMB
and to Cabinet.

Jeff Miller, service director for regeneration and transport,
reported that with the opening of the Highcross Centre, other parts
of the city retail sector had reported increased footfall, despite a
worsening economic situation.  Fenwicks, for example, had
reported increased footfall.

But members felt that the new business by-passed the market
area, partly because they were not interested in shopping there,
partly because they were unaware of the market and partly
because the approaches to the market were considered
unattractive.



5.19

5.20

5.21

5.22

5.23

5.24

5.25

The CACI report was the main issue discussed on 10" December
(Link to minutes in appendix B). .A key issue was that the market
area was underperforming — while being a key component of the
city centre. CACl's economic analysis of the City Centre retail
circuit said:

5.19.1 “Market Place and the market currently act as
psychological barrier to the movement of shoppers
around the city. It is also a natural location for
encouraging longer dwell times.

5.19.2 ‘It needs to be a central destination for the city from
which economic activity can disperse and in particular
help improve footfall throughout the retail pitch.

5.19.3 “Market Place is located at the centre of Leicester’s retail
pitch and should serve as a distinctive living landmark
that remains in the mind-map of shoppers long after their
visit is over. The role of iconic landmarks in encouraging
shoppers to return to the city for their city-centre shopping
experience cannot be underestimated.”

Members felt there was poor signage and unattractive approaches
to the market area, the indoor market building was unattractive
and shop frontages around the market needed to be improved.

A major challenge is to get the footfall to and from Highcross via
Market Street and from Gallowtree Gate into and through the
market. Those attracted to Highcross might not feel they would
be attracted to the market.

The road around the market creates significant barrier which
needs to be lowered and made into a more attractive pedestrian
and access friendly space.

Quality and range of products on the market should be improved.

The negative impact of waste generated by stallholders needed to
be reduced. Paddy Deevey, representing the market traders, said
that more effort was required by traders, in terms of quality of
stock and care taken in disposing of or otherwise dealing with
waste material during the day.

The meeting on 25" February 2009 (link in appendix B)
concentrated on environmental issues relating to the market, and
in particular the impact of the methods of the waste disposal. The
current process, involving the removal of rubbish by a waste
disposal vehicle, was criticised for a range of reasons.



5.26

5.27

5.28

6.1

6.2

6.3

6.4

6.5

6.6

6.7

An 18 tonne vehicle is used to remove five tonnes of rubbish a
day (compare the volume with that of Borough Market, pars 15
and 16, which uses a compactor to process 16 tonnes of rubbish
over two days a week). See reports on other markets in pars

Members also expressed concerns that the refuse vehicle, the
associated problems of smell and an accumulation of empty
boxes and waste, deterred potential customers.

Members noted the usual location of the refuse vehicle and asked
Officers to consider whether it could be re-located to alleviate its
negative impact on the Market. (Minutes of 25 February 2009
Par 19).

Healthy Living

The meeting of 25" February also considered the issue of its role
in promoting healthier lifestyle and living, both in terms of
providing healthier food and acting as a springboard for people to
learn more about cooking and eating fresh food.

Diane Talbot, clinical director, Leicestershire Nutrition and Dietetic
Services, in evidence to the Task Group, said that obesity was
not a new issue, but that previous targets in 1992 and 2004 to
reduce obesity rates had failed.

There had continued to be a rise in obesity, including a marked
rise in childhood obesity which was even higher for children in
inner city areas.

She said a new initiative, “Healthy Weight, Healthy Lives” was
introduced in 2008, which aimed to combat the rising tide of ob
obesity. Members heard that its initial focus was obesity in
children.

She said that the market could become a partner in the
Change4l ife programme by implementing a number of strategies
Including market promotions of healthier food, providing a market
stall for promotions of a healthy life style and by facilitating easier
travel to Leicester Market.

Members heard that sometimes people were unsure how to cook
or prepare certain foods and the Chair (Clir Naylor) explained that
at Calorie Killers, a men’s lifestyle group, cook and eat sessions
had been held, which had been very useful.

The following suggestions were made:



6.8

7.1

7.2

7.3

7.4

6.7.1 To provide simple straightforward recipes, with a
shopping list, or a students’ cookbook with basic recipes,
which utilised market produce

6.7.2 To arrange cookery demonstrations in the Market

6.7.3 To work with schools to promote the Market and its
produce, and encouraging more schools to bring children
in for Market tours.

6.7.4 Leicester City Council as a whole becoming a partner with
“Change4Life”, rather than individual sections

6.7.5 To set up a Healthy Lifestyle referral unit in the Market
6.7.6 To use the Market to promote exercise and healthy eating
6.7.7 To promote the Market at University Freshers’ Fairs

6.7.8 To send a promotional leaflet to schools, reminding
parents that they could purchase their 5 a Day at
Leicester Market.

A new post of Food Ambassador had been created within the City
Council, and one of the responsibilities would be to raise
awareness of the food that was sold in Leicester.

Local surveys

Two pieces of work were done: a Citizens’ Panel, organised by
Member Support Anita Patel and undertaken on 8" June 2009.
The other was a limited questionnaire whose results
notwithstanding reflected other survey data and whose
respondents included members of the Citizens’ Panel.

A'link to the report on the Citizens’ Panel hearing can be found
through the link in Appendix B. Also available is a summary of the
findings of the questionnaire.

Asked what they liked most about the market, respondents
mentioned the range and value of the goods, the lively
atmosphere and the location at the heart of the city.

There were adverse comments about the “oppressive”
atmosphere, issues relating to the bin lorry and refuse disposal in
general terms (including “smell”, the condition of the toilets and the
way in which vehicles encroached in what should be
pedestrianised areas around the market).



10.

11.

12

12.

7.5 Most people said they spent in the range of £3 - £10. But most
also said they would not use a debit card if one were introduced.

7.6 The majority of households surveyed had annual incomes in the
range of £10,000 - £20,000.

8 Market visits

8.1  Members made a series of visits to examine at first hand the
atmosphere and offering of a range of markets. These included
Leicester market itself, Birmingham markets and markets at
Borough and Camden Market in London.

9 The developing international food crisis

9.1  The importance of locally produced and marketed food was
brought into stark relief by the publication of a series of papers by
the Government emphasising the need for more sustainable and
more locally—grown food.

9. Lessons learned for future reviews

Financial Implications

TO COME.

Legal Implications
TO COME
Departmental Comments

TO COME

CONTACT

Councillor Paul Newcombe, Task Group Leader (Culture & Leisure)
Tel: 39 8825 (internal)

Tel: 0116 229 8825 (external)

Email: Paul.Newcombe@leicester.gov.uk

Councillor Colin Hall Task Group Leader (Regeneration and Transport)
Tel: 39 8823 (internal)
Tel: 0116 229 8823 (external)



Email: Colin.Hall@leicester.gov.uk

Anita Patel, Member Support Officer
Tel: 39 8825 (internal)
Tel: 0116 229 8825 (external)

Email: Anita.Patel@leicester.gov.uk

Jerry Connolly, Member Support Officer
Tel: 39 8823 (internal)
Tel: 0116 229 8825 (external)

Email: Jerry.Connolly@leicester.gov.uk

APPENDICES:

APPENDIX A

SITE VISITS TO MARKETS

Leicester market; 8™ May 2009 Site visit and report

Borough Market 10™ July 2009 Site Visit reports and findings

Borough and Camden Markets: 17" July 2009: Site visit and reports
Birmingham markets 29™ April 2009: Site visit and report

APPENDIX B

Links to minutes of joint task group meetings

10" November 2008
8" December 2008
25" February 2009
27" April 2009

16" June 2009

Citizens’ Panel: 8" June 2009
Market users’ aggregate summary




APPENDIX

House of Commons report on the future of traditional markets

Summary of Commons report

1 The House of Commons Community and Local Government
Select Committee has conducted its own review of the future of
markets. Its report: Market Failure?: Can the traditional market
survive?, was published on 23" July 2009.

2 This is a summary of the 88 page report, whose chapters include
2.1 The benefits of traditional retail markets;
2.2 Realising the potential of traditional markets in
metropolitan centres; and
2.3 The way ahead for central government
3 The report uses as its starting point a national review of the

markets industry called The First National Survey of Retail
Markets, published in 2005 by the National Association of British
Markets Authorities (Par.13). This report is otherwise known as
the Rhodes Report. It was written by Nick Rhodes, now Leicester
City Council’s head of markets and enterprise.

4 It concluded (Par 15) that “General Markets across the UK....are
in decline. It also concluded that there had been a significant
growth in farmers’ and other specialist markets.”

5 A review of London markets, undertaken in 2008, found that there
were 63 more retail markets (at 180) than a decade earlier. The
numbers of council-managed street markets fallen, or the size of
markets had declined, but there had been a significant growth in
privately-run farmers’ or specialist markets (Par 15). By contrast,
the Rhodes report had estimated that 1,150 markets were
operating in the UK compared with 1,500 “twelve or more years
ago.” (Par 15).

6 Adviser to the Select Committee Professor Sophie Watson said
that it would be unwise to draw the conclusion that all decline was
in general markets and all growth was in farmers’ or specialist
markets. “There are many markets that are still viable that have
been there for a long time” (Par 17).



10

11

12

13

14

Reasons cited for the decline in markets included the growth of
the internet and the “juggernaut” of supermarkets and “the
perception that they are cheaper” (Par 19). Ease of access and
parking, opening hours, a perception that quality was better in
supermarkets and that it was not fashionable to shop in markets.
(Par 19).

Supermarkets have also adopted features which were more
associated with markets such as fresh fish and meat counters,
and a wider range of food which is not pre-wrapped. (Par 19).

Perhaps counter-intuitively to this, the report also adds that
“customers appear increasingly to want an easier shopping
experience and market stalls, where customers need to be more
proactive and knowledgeable in terms of quantity, type of cut,
weight etc may sometimes be too challenging for today’s time-
pressed shopper.” (Par 22). (Elsewhere, the report notes the
bowls set out in Leicester market allowed people to see exactly
what they were paying for (Appendix 2 Par 7).

A third factor affecting the health of general markets relates to
planning decisions which have shifted the area of commercial and
retail activity, leaving traditional sites isolated (Par 22).

“Even where planning has taken account of the local market it has
not always been a success. We saw, for example, in Leicester the
legacy of a rather grim, unpopular purpose-built indoor market
which the council was now looking either to improve or simply
replace. “ However this was by no means an isolated case.” (Par
23).

A fourth factor was that many councils simply neglected the
markets under their control (Par 24), either by failing to invest in
the physical structure or by not having proper market
management expertise in place.

Councils often failed to appreciate the strategic value of their
markets, seeing them as problems to be managed as opposed to
a key part of the retail structure. (Par 24).

One issue points to the failure of markets themselves to react
quickly enough to changing retail and economic environments.
“Many traditional markets, market operators and traders have
failed to grasp the need for change.” They have also not
promoted themselves as effectively as they might. (Par 24).

The outlook for markets




15 Despite the factors set out above the evidence presented
suggested that markets did have a long term future (Par 26). Nick
Rhodes among others suggested that while non-food outlets
might continue to struggle “food sellers were finding it easier to
retain their niche” (Par 29).

16 Evidence from Leicester, among other places, suggested that
“‘markets can renew themselves by selling to and from new ethnic
communities” (Par 29). Professor Watson suggested that
supermarkets could help strengthen traditional markets through
their proximity to each other (Par 30).

The benefits of traditional retail markets

17 The All Party Parliamentary Markets Group in 2007 set out a
range of reasons why markets should continue to prosper. They
“contribute to the social, environmental and economic well-being
of the country (Par 33) by

17.1 Providing a sense of place

17.2  Being part of the nation’s cultural tradition

17.3 Remaining an important element of the economy,
particularly in relation to independent trading, local
employment and business start-up opportunities

17.4  Offering local access to fresh produce and other
commodities

17.5 Reducing environmental impact, e.g. by eliminating
excessive packaging/waste.

18 Professor Watson pointed to their focus for a range of
communities, highlighting their capacity to work as a centre of
social inclusion. Councils also used markets to promote wider
strategic goals such as helping economic growth and Improving
the local economy (Par 35).

The economic benefits of markets

18 Thriving markets offer cheap fresh food. A 2005 survey found that
a basket of food costing £4.74 on a local market would cost £7.18
from a supermarket. A more recent survey (2008) found markets
were on average six per cent cheaper than supermarkets, while
fresh produce was 32% cheaper (Par 38).

19 “The clear implication is that markets can be especially important
for the poorer sections of the community — including many elderly
people, single parents on low incomes, students and young
people — particularly at a time of recession (Par 38).

20 Thriving markets also attract additional footfall into town centres,
encouraging shoppers to buy not just at the market, but also at



21

”

neighbouring shops.”. “Indeed a key point of evidence... is that
markets should not simply be seen as competition to other forms
of retail, but rather as complementary to it. (Par 39).

Nick Rhodes (Par 40) said markets offered business start-up
opportunities and that most jobs created by Leicester market were
local to the market. Other authorities made similar points about
local economic benefits.

The social benefits of markets

21

22

23

Combined with economic benefits were two strands of social
benefits. One was important support for minority communities,
including new communities (Par 44). Markets can also promote
social cohesion, “encouraging different communities to inter-
mingle and providing community support and information.

Professor Watson had concluded.in a research paper that

22.1 markets were important sites of social interaction for all
groups in the community, but most significantly for older
people, especially women. Markets were also important as
social spaces for mothers with young children, young
people and families with children, particularly at weekends.

22.2 Markets had a significant social inclusion role, as places to
linger, particularly for older people and young mothers.
Some markets appeared to be inclusive of disabled people,
although in other places this was less evident.

22.3 The social life of traders played a significant role in creating
a vibrant atmosphere in markets, and in forging social
bonds and links in the trading community as well as with
shoppers. (Par 45).

“Markets thus provide a tremendous opportunity for local and
central government, working with market traders and the industry,
to foster community integration and to get messages and
information across to hard to reach groups-such as the elderly
and young people-who will be present on the market.” (Par 46).

Markets and regeneration

24

25

A number of withesses said markets had the potential to help in
town centre regeneration, partly by creating a flexible public space
which can support other uses (Par 49).

Current regeneration schemes had learnt from previous projects
which had removed markets from town centres — a practice which
had led to the decline of both the market and the town centre. (Par



49). The Government also recognised the role markets could
play in economic regeneration (Par 50).

Markets and health

26

27

Markets can promote the Government’s agenda on obesity and
healthy eating. The Retail Markets Alliance in evidence said “In
addition to providing access to fresh fruit and vegetables at
cheaper prices than the supermarkets many markets are now
using their role as ‘community hubs’ to promote healthy eating
and lifestyles” (Par 51).

Bolton council said the authority was:

27.1 Installing a demonstration kitchen to “celebrate local
communities and different foodstuffs

27.2 looking during school holidays to use that venue to sample
new school menus; and

27.3 working with the PCT we will have an opportunity to invite
people from deprived areas to some in and do some
domestic science (Par 52).

Markets and the environment

28

Markets can promote environmental issues — for example
reducing food miles and carbon emissions, and by reducing waste
through reducing packaging and offering bio-degradable bags.
(Par 53). Some farmers’ markets have a strong environmental
dimension with their emphasis on selling locally-produced food
(Par 54).

The contribution and social benefits of specialist markets

29

30

These are essentially farmers’ and continental markets, and
because they are occasional markets it is unlikely they could be
sustained on more than an occasional basis (Par 55). They do
not tend to offer cheap produce — and therefore attract a different
set of customers.

“Over the last decade specialist markets have helped bring a new
vibrancy to the market scene, a new energy...which some of the
more tired older markets had lost the ability to generate.” (Par 59).

Environmental and health benefits of specialist markets

31

Witnesses highlighted the contribution of farmers’ markets to the
environmental debate. These markets produced and sold food at
local level. They also play a role in the healthy eating debate,
championing locally produced good quality food and promoting a
greater interest in what people eat and where it comes from. (Par



61). The Committee suggested that the government, in its
evidence, had not overemphasised the role of farmers’ markets,
which is a small component of the total market sector (Par 62).

Tensions between farmers’ markets and older markets

31

32

33

34

35

There is an “ongoing debate about whether farmers’ markets
detract from or enhance older markets (Par 63).” Farmers markets
also feel their identity could be eroded by being combined with older
markets. There was also evidence of resistance to the newer
markets by older traders (Par 64).

The Committee felt there was an advantage in specialist markets
retaining their identity within a larger “ordinary” market — through
increased footfall and the sense of putting on an event (Par 66).

The issue of market charters, which prevented markets being held
caused tensions, the Committee was told, Leicestershire Foods,
which runs five farmers’ markets, complained that “several councils
and independent Charter holders within Leicestershire strictly
operate Market Charters with or without Rival Markets policies
which stop new markets evolving.

Their main criticism was not that their applications were being
turned down per se, but rather that the Charter fees proposed to
sanction the creation of new occasional markets were prohibitively
high” (Par 67).

The Select Committee recommended that Councils “treat farmers’
markets sympathetically given the potential benefits they can offer
whether in proximity to existing markets or in isolation. (Par 68).

Realising the potential of traditional retail markets in metropolitan

36

centres.

The Committee identified a number of qualities which broadly
speaking made for a successful market. A good market:

36.1 Should complement and act in sympathy with the wider
town centre and with local communities (Par 71)

36.2 Should be well managed (Par 74) with long term
investment (Par 75), and with strong promotion — especially
with the promotion budgets available to other parts of the
retail sector. (Par 76)

36.3 Has a USP — unique selling point — which will draw people
to it rather than to a shopping centre or a different market.
(Par77)



36.4 Must be well located in prime city or town centre positions
with good transport links

36.5 Should feature good partnership working between traders
and the market operator.

Lessons from Europe

37

38

39

40

Jean-Paul Auguste, who chairs Geraud Markets Group, said
markets should concentrate more on food “because people need
to eat and buy each day of the week “(Par 82). Food stalls make
up 40%-60% of Spanish, Italian and French markets.

He also said (Par 82) that England could learn from the long term
commitments, including investment, which are more a feature of
relationships on the Continent.

He suggested that there should be greater access by market
traders to wholesale markets, “observing that on the continent all
retailers — supermarkets and market traders — have access to the
same wholesale markets whereas in England supermarkets tend
to monopolise much of the wholesale market, giving market
traders fewer opportunities in which to purchase a diverse range
of fresh produce.” (Par 82).

In Barcelona, a market trader has greater responsibilities to look
after the upkeep and promotion of the market. Greater
responsibilities give a greater stake in the operation (Par 83).

Challenges for Local Government

41

42

Main challenges are finance and management (Par 85). A legacy
of under-investment in many metropolitan authorities threatened
the future of some local markets. Competitors, by contrast, have
invested heavily in new outlets and marketing and promotion.

Leicester was singled out as an authority which had “already
taken steps to increase and sustain investment in their markets.”
(Par 86). ... By considering markets as part of the wider town
centre and management agenda and in terms of their ability to
deliver a number of strategic benefits, councils may find it easier
both to release their own resources for markets and to obtain
additional financial support from other local and regional partners
— for example regional development agencies (regeneration
agenda), primary care trusts (the health agenda) and third sector
partners (the social cohesion agenda). We recommend that local
authorities think laterally and innovatively along these lines.” (Par
86).
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44

Councils should consider prudential borrowing as a way of
reviving profitable but tired markets (Par 87).

Councils should also explore joint financing arrangements with
local market trader organisations — with these organisations
having a more strategic role in the managing of their markets (Par
88).

Management
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Much evidence was critical of council management of markets.
Common complaints were of over-bureaucracy and lack of
expertise. Because there are so many interests in markets, there
was a danger that they would “fall between several stools” for
councillors and officers. Nick Rhodes’ role in turning around
Leicester market was much praised by other witnesses. (Par 89).

He said: “A lot of markets are, shall we say, treated poorly by local
authorities. They do not recruit the right people (possibly they do
not know how to recruit the right people — market management is
a skill, and people have lost sight of the fact that it is a skill), and it
has to be nurtured along and it does not happen overnight. You
have to react to the outside world as well, and if you are not skilful
enough ...there are going to be problems” (Par 89). The
Committee recommended that market champions be identified
within local authorities — both officers and councillors (Par 90).

Councils often had problems in building up in-house market
management teams and looked to private contractors to manage
their markets. - The Committee was largely in favour of this
approach — evidence suggested private management brought in
new investment, a flatter, more reactive management structure
and a more innovative and business-orientated approach. (Par
93).

The Committee recommended that councils “review their market
management structure and give careful consideration to the most
appropriate organisation for them that recognises the need to
realise the wider economic and non-economic benefits of markets
and gives due weight to the public and private sector alternatives
on offer (Par 94).

The industry

49

The Retail Markets Alliance (RMA), an umbrella organisation for
several markets groups, was promoting partnership working
among several market industry factions (Par 112). The RMA was
gathering industry data and trying to raise the profile of markets
(Par 113). The RMA is also sponsoring a campaign to encourage
new market traders, especially among young people. (Par 113).
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Members of the RMA were also looking to spread examples of
best practice. (Par 115).

Nick Rhodes told the Committee that while there were good
examples at local level of markets promotion, the national picture
was patchy, mainly for financial reasons. (Par 117). One
consultant said the industry’s attempts to promote itself were
“lamentably poor” (Par 117).

There was also a feeling that lack of training was a significant
barrier to entry for a new generation of market traders. Some
traders would benefit from customer care training. (Par 117).

Jerry Connolly
28™ July 2009

APPENDIX X



