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1.0  Executive Summary 

1. Market towns make up an important proportion of Oxfordshire’s population and business stock. The South East Economic Development Agency (SEEDA) classify 19 of Oxfordshire’s towns as market towns, and the district councils append a further four towns to this list. Together they make up 45% of Oxfordshire’s population and 46% of Oxfordshire’s businesses are located in them.
 

2. A strong connection exists between market towns and rural areas, as well as market towns and urban areas. The rural hinterland is largely dependant on market towns for service provision and many of those living in market towns commute out to work in urban areas such as Oxford City.

3. This review considers what more Oxfordshire County Council (OCC) can do to help facilitate the economic success of market towns both as an individual agent and in partnership with key stakeholders. The review aims to support district councils in achieving their visions as well as supporting community led initiatives in market towns.

4. The review recognises that each market town is unique, reflecting a distinct mix of businesses, public and community actors operating within an individual geographic setting. It follows that any vision developed by the local community will also be individual to each town. That said, there are commonalities, similarities in the challenges and potentials and resulting responses, present in many market towns. Increased competition faced by local retailers due to out-of-town shopping centres and the internet is an example of one such challenge. These commonalities open the door to learning from the experiences of other market towns.

5. The review starts with a snap shot of the current landscape across Oxfordshire’s market towns by identifying key stakeholders, strategic plans and activities. This is important to help improve information flows between stakeholders and to avoid duplication of work.

6. The review then draws heavily on best practice in other market towns to consider and define the concept of economic success, as well as identifying eleven key drivers of economic success. As each market town is unique, it is not necessary for all eleven drivers to be present for success to be realised. However, by measuring a market town’s economy against these drivers one is able to form a picture of the likelihood of success being realised and where further work is needed.

7. Having developed an understanding of what economic success looks like, the review considers what building blocks need to be in place in order to deliver economic success. Three building blocks were identified; understanding the economic landscape, developing a vision and delivering the vision. Again the review draws heavily on best practice to provide market towns with a summary of key factors that need to be thought through when developing a basis upon which economic success is to be realised. A wide range of factors are presented which stakeholders can tailor to meet their individual needs.

8. Lastly the review asks what Oxfordshire specific barriers prevent our market towns from emulating relevant good practice. Stakeholders from OCC, district councils, the business and voluntary sector came together to put forward their views on barriers inhibiting the economic success of market towns.

9. The recommendations made in this review help to overcome these barriers. The recommendations take into account that district councils differ in both approach and resources available to support market towns. Recommendations have therefore been written to allow a degree of flexibility so that an effective partnership approach can be established between stakeholders. This level of flexibility also helps to ensure value is added to current activity rather than creating duplication.

10. The review makes two key recommendations which provide a platform through which the barriers mentioned by stakeholders can be addressed.

11. The first recommendation is for the Oxfordshire Market Towns Network (OMTN) to develop its work programme, beyond its current activity level, to act as a county wide support network for market towns. By doing so the OMTN should improve the networking of stakeholders involved in market towns, help share best practice and take advantage of economies of scale (through, for example, group purchasing of economic data). 

12. The second recommendation reflects the need for dedicated officer support for Oxfordshire’s market towns. It is recommended that the Oxfordshire Economic Partnership (OEP) take a proposal for two market town co-ordinator posts to the Chief Executives Meeting. With this recommendation comes the question of funding. It is suggested that OEP pursue the possibility of match funding from SEEDA to amount sufficient to cover the cost of one of the two posts. It is suggested that the second post be funded by OCC and district councils, with the contribution of each district reflecting their particular need for further officer support.  

13. The market town co-ordinators would help co-ordinate partnership working across Oxfordshire and deliver work streams that are relevant to many market towns rather than any one specific town. In addition, where district councils require further support, the co-ordinators would provide this resource. For example, by helping specific market towns access the SEEDA Small Rural Town Programme fund (of which £460,000 remains) or other such funds. 

14. The above two recommendations aim to improve the infrastructure through which support is offered to market towns and provide the resource to allow effective support to be delivered. Together they provide the basis through which other barriers, such as the lack of business directories in individual market towns or the lack of engagement with SEEDA, can be overcome.

2.0   Introduction

2.1 Review Scope

15. Various definitions of a market town exist, none of which are unanimously agreed upon. These definitions are founded on a variety of factors varying from history to population size to service provision. 

16. The South East Economic Development Agency (SEEDA) identifies 19 of Oxfordshire’s settlements as market towns.  It is important to be aware that these towns alone are eligible for financial support from SEEDA.  

17. Views were also sought from District Councils with respect to their perceived list of market towns; as a result, Abingdon, Banbury, Bicester and Witney were suggested as market towns.  It is hoped all towns can gain from the experience of this review.  

18. The below table shows the market towns reflected by the above two perspectives.  SEEDA defined market towns are shown in bold print.  It is then up to the relevant stakeholders to decide which market towns they would like to include when they consider applying the recommendations of the review.  

	Cherwell DC
	West Oxfordshire DC
	Vale and White Horse DC
	South Oxfordshire DC
	Oxford City

	Kidlington
	Carterton
	Abingdon
	Thame
	

	Bicester
	Chipping Norton
	Farringdon
	Henley
	

	Banbury
	Witney
	Wantage
	Wallingford
	

	
	Burford
	Grove
	Benson
	

	
	Charlbury
	Botley
	Berinsfield
	

	
	Eynsham
	
	Goring
	

	
	Woodstock
	
	Watlington
	

	 
	 
	 
	Wheatley
	 

	3
	7
	5
	8
	0


19. With respect to content, the scope of the review included the following lines of enquiry
:

· To understand the key components in a successful market economy.

· To understand best practice in supporting market town economies.

· To highlight any barriers that Oxfordshire market towns may face in replicating best practice.

· To recommend to the Scrutiny Committee what, if any, are the next steps that should be taken.

2.2 Why this review?

20. The data puts forward a strong argument for why market towns are important to Oxfordshire. 

21. An important proportion (45%) of Oxfordshire’s population live in market towns. For the four districts that have market towns, the respective percentage of people who live in market towns stands at 58%. 

22. In terms of number of businesses, market towns are again significant with 46% of all Oxfordshire businesses being located in market towns. When considering just the four districts with market towns, the figure rises to 58%.

23. The importance of market towns is again demonstrated through employment figures. 42% of all those employed in Oxfordshire are employed in market towns. Focussing on the four districts with market towns, this figure rises to 62%.

24. Furthermore, the rural hinterland is largely dependant on market towns for service provision and many of those living in market towns commute out to work in urban areas such as Oxford City. Hence, if Oxfordshire’s market towns were to fail the consequences would be far reaching. 

25. In light of the importance of market towns, the OCC Environment and Economy Scrutiny Committee agreed to review what more OCC could do, acting both as an individual agent and in partnership with other stakeholders, to support the economies of market towns. 

26. The review was not initiated on the assumption that market town economies have or are failing. Rather the impetus was to review and act now in order to ensure the future success of market towns.

2.3 Review outcomes

27. The review hopes to achieve three key outcomes:

· to provide more effective support by OCC for market town economies;

· to facilitate more effective partnership working in Oxfordshire to support the economies of market towns; and 

· to act as an impetus to create positive change in the near future.

2.4 Methodology

28. The success of market town economies is not the responsibility of any one body, nor can a number of agents acting in silo effectively influence the future of these economies. For these reasons a dynamic and consultative approach was taken to design and deliver the review.

29. Officers met earlier on with stakeholders to discuss the design of the review and the lines of enquiries to be pursued. In particular, suggestions were taken on where efforts should be concentrated in order to deliver the desired outcome and what work had already been undertaken was discussed to avoid duplication.

30. The review group pursued the lines of enquiries (see section 2.1) through desk-based research, survey work and by working with the OCC Research and Intelligence Team to analyse the available data on market towns. Expert consultant advice was also provided by the Centre for Economic and Social Regeneration, Staffordshire University to support the review (see appendix 1 for further details).

31. Stakeholders met again in late January 2009 at a roundtable event to discuss the draft findings of the review and to highlight Oxfordshire specific barriers inhibiting market towns from realising economic success. 

2.5 Review outputs

32. The outputs of the review were formulated into the chapters summarised below:


Introduction – Background to the review, what we hope to achieve and how.


The current landscape – Introduction to key stakeholders and their strategic / action plans. A summary of current data and what further data is needed.

Success: Definition and Drivers – What economic success looks like and what forces drive it.

Good Practice: Building blocks for fostering success – Distillation of good practice for developing a market town economy.

Barriers to the emulation of success in Oxfordshire - Barriers inhibiting Oxfordshire’s market towns from replicating good practice.

Where Next? – Recommendations that support market town economies and help overcome barriers facing Oxfordshire’s market towns.

3.0  The Current Landscape

3.1 Introduction

33. The economic success of Oxfordshire’s market towns is dependent on a number of stakeholders. This chapter provides a brief introduction to these stakeholders alongside their strategic action plans and current activity where appropriate.  It also discusses what economic data on market towns is currently available and what further data is required.  

3.2 The View from the Ground
34. The stakeholders upon which the economic success of Oxfordshire’s market towns are dependent are: the four District Councils that have market towns within their geographic boundaries; and stakeholders that work across Oxfordshire -  Oxfordshire County Council (OCC), Oxfordshire Economic Partnership (OEP), Oxfordshire Rural Community Council (ORCC), Oxfordshire Town Chambers Network (OTCN), and Business Link.

35. By being clear on current and future stakeholder activity, the review is able to ensure recommendations avoid any duplication of effort, build on current activity and help enable partnership working opportunities.

3.2.1 Regional Strategies

36. In order to provide a framework for the view from the ground, it is useful to recognise regional and countywide strategies. To this end, relevant policies from SEERA’s South East Plan and SEEDA’s Regional Economic Strategy are detailed in appendix 2, section 9.1.1.  

3.2.2 Oxfordshire-wide Stakeholders 

37. This section introduces stakeholders that operate across the county. Details on each stakeholder can be found in appendix 2.

38. Oxfordshire County Council has three key teams relevant to market towns. These are Economy, Spatial Planning and Climate Change (ESCC), the Research and Intelligence team and the Partnership Working team.  Each of these 3 teams plays a specific role in the economic development of Oxfordshire’s market towns. OCC has helped develop the Oxfordshire 2030 strategy in partnership with other stakeholders. County Councillors also help support certain market towns. Further details can be found in appendix 2, section 9.2.

39. The Oxfordshire Economic Partnership (OEP) was formed to realise Oxfordshire’s potential as a pioneering, productive, world-class economic sub-region. It has developed an Oxfordshire-wide economic strategy for 2006-2016.  Further details of OEP’s strategy and work are referred to in Appendix 2, section 9.3.  

40. Oxfordshire Rural Community Council (ORCC) aims to improve the quality of life for those who live or work in rural Oxfordshire and administers the SEEDA Small Rural Towns Programme in Oxfordshire. This role includes employing the part-time Market Towns County Coordinator and has led to the establishment of The Oxfordshire Market Towns Network.  ORCC works with the South East Rural Towns Partnership (SERTP).   Further details regarding ORCC’s work and strategies can be found in Appendix 2, section 9.4.  

41. The Oxfordshire Town Chambers Network (OTCN) is a communications network for town chambers and other business groups across Oxfordshire.  Further details about OTCN are covered in Appendix 2, section 9.5.  

42. Business Link supports business development in both urban and market towns across Oxfordshire.  Further details about its work are recorded in Appendix 2, section 9.6.

3.2.3 District Strategies

43. There are four district councils in Oxfordshire that have market towns within their geographic boundaries. These are discussed below.

44. In Cherwell District Council (CDC), the majority of the work undertaken around economic development in market towns is within the Economic Development and Estates Team.  Cherwell’s market towns are Banbury, Bicester and Kidlington.  

45. High level strategies which are directly relevant to market town development within the Cherwell District can be found in: CDC’s Local Plan 2011 (LP) (which is in the process of being replaced by the LDF); The Cherwell Community Plan 2016 (CP); and the Cherwell Economic Development Strategy 2007-2011 (EDS).   

46. A summary of these key strategies and partnership working and development in the 3 towns can be found in Appendix 2, section 9.7.  

47. In South Oxfordshire District Council (SODC), market town strategy and development sits within the Economic Development Team of the Leisure and Economic Development service.  

48. South Oxfordshire contains 8 market towns; Benson, Berinsfield, Goring, Henley-on-Thames, Thame, Wallingford, Watlington and Wheatley.  SODC are concentrating their initial efforts on Henley, Thame and Wallingford.  

49. SODC’s key strategic documents which are relevant to developing the economic success of its market towns are: South Oxfordshire’s Sustainable Community Strategy (SCS); the South Oxfordshire Local Plan 2011 (LP) (which is in the process of being replaced by the LDF); the South Oxfordshire Shopping Study (SOSS); and the South Oxfordshire Market Town Strategy (MTS).  A summary of these strategies and partnership working and development in the 3 towns can be found in Appendix 2, section 9.8.  

50. At the Vale of White Horse District Council, market town development sits under the Economic Development Team in the Planning & Community Strategy service area of the Council.  

51. Vale has five settlements classed as market towns; Abingdon, Wantage, Grove, Faringdon and Botley.  

52. Vale’s Strategic documents which support the economic vitality of market towns are: the Vale Community Strategy (2008-16); and the Vale of White Horse Local Plan 2011 (LP) (which is in the process of being replaced by the LDF), which is to be superseded by the Local Development Framework (LDF).  A summary of these key strategies and partnership working and development in the 3 towns can be found in Appendix 2, section 9.9. 

53. West Oxfordshire District Council (WODC) places market town development in its Economic Development Team.  West Oxfordshire has 7 market towns; Witney, Carterton, Chipping Norton, Eynsham, Woodstock, Burford and Charlbury.  

54. WODC’s key strategies which relate to the local economy of market towns are found in: West’s Economic Development Strategy 2004-2007 (EDS); A Sustainable Community Strategy for West Oxfordshire (SCS);   and West Oxfordshire Local Plan 2011 (LP) (which is in the process of being replaced by the LDF).  A summary of these key strategies and partnership working and development in the towns can be found in Appendix 2, section 9.10. 

3.3 What does the data tell us?

55. The review group has worked with the OCC Research and Intelligence team to understand what data is available that may aid stakeholders’ understanding of market town economies. 

56. National or regional data series are robust but can be outdated or not available at a town level. Available data series are shown in Appendix 3. 

57. Town partnerships, particularly those that have completed a health check or other survey of the town, hold valuable data at a local level. This can be both quantitative and qualitative data. The ORCC and OCC Partnerships Working team are two central points through which this data can be obtained.

3.4 What more do we need to know?

58. A robust and sufficiently wide data set is needed to develop both strategic and action plans for market towns. While the data available is a starting point for analysis, many gaps still exist.

59. Collecting data at a town level would allow a bottom-up approach to economic planning. Starting at a local level, the needs, challenges and assets of individual places, as identified by the data, would help drive the direction of travel at district and county level. 

60. South Oxfordshire District Council have provided a draft list of data requirements (see Appendix 4). Much of this data would also be useful for other market towns.

61. There are clear advantages to taking a partnership approach to data collection across Oxfordshire. In particular, collecting the same type of data across all Oxfordshire market towns would benefit useful benchmarking as well as cost savings.

62. There are two possibilities for providing the necessary data needed for market town economic development: bespoke survey design and off-the-shelf solutions.  Bespoke survey design would allow the flexibility to collect all required data. One possible off-the-shelf solution is the GOAD product provided by Experian (see appendix 4 for further details). While this is likely to be cheaper, it will not provide data on all the required indicators.

4.0  Success: Definition and Drivers

4.1  Context and Approach
63. This chapter discusses the definitions and drivers of success in the market town economy.  It has been produced by the Centre for Economic and Social Regeneration at Staffordshire University working on behalf of Oxfordshire County Council.  A resumé of the Centre’s experience is set out in Appendix 1.

64. The work draws on a mix of previous project development, local economy review, strategy building, audit and evaluation work completed by the Centre and focuses on the following research questions:

· What does a successful local market town economy look like?

· What are the key drivers of success?


65. The approach adopted is based on the compilation and collation of ideas drawn from empirical evidence from a range of applied (academic and practitioner-generated) economic sources.  This is combined with a distillation of evidence from market town programme experience, including strategies and evaluations, as well as project and programme development factors/processes and good practice assessments from market towns within the various English regions.

66. Experience leads to a conclusion that every market town in England is a unique entity, reflecting a combination of business, public and community actors and agencies operating within a distinctive geographical - town and hinterland - setting.  That said, there are commonalities, similarities in the challenges and potential responses and thus, notwithstanding competitive considerations, there are opportunities for emulation.  Hence, the value in the type of applied research conducted for this chapter.

67. There are two aspects to the question of a successful local economy.  First, a qualifying issue in what do we mean by ‘success’?  Second, an understanding of what are the key drivers for that success. 

4.2   What is a successful local market town economy?

68. The question of what is a successful market town economy is difficult to answer without qualification.  The starting point must be the condition of the local economy.  In this respect, success is represented by the existence of the following:

69. A sustainable, self-supporting and vibrant local economy that provides an acceptable array of jobs, income/wealth generating opportunities and supporting services to meet the needs and aspirations of the local community, including actual or potential businesses, whilst remaining competitive in terms of its key economic activities.

70. Of course, such a summary position needs to be qualified further in terms of the dynamics and wider strategic context of the local economy – how it changes and how quickly, and how it fits within wider strategic priorities and aspirations.

71. Clearly, success could be viewed as either growth or no growth.  For some actors and agencies within market towns, success is, as far as possible, simply maintaining the status quo – preserving the town and hinterland environment (which after all is often the source of its attractiveness as a visitor destination) and consolidating the sustainability of its array of traditional retail and other businesses.  For others, it is more growth orientated, with business park and related developments signalling success.  Often a middle course is seen as the best option, the introduction of new or adapted activities whilst maintaining the traditional feel of the market town environment.

72. Of course, market towns cannot remain static as the wider economy changes around them and as new and different pressures emerge.  As a result, ‘do nothing’ is a difficult option to support and many towns across England have been encouraged into forming partnerships – new or built around funding opportunities – to progress their local economic futures within the context of both local aspirations and opportunities.

73. Success is defined by local agreement that builds a vision for the town that both respects the aspirations of the local population and business community whilst accepting that development is a dynamic not a static process.


74. There is a need to recognise a wider view of success from the strategic viewpoint.  In this sense, a successful market town economy is one that agrees, accepts and maintains its role within a wider strategic context, fitting with the economic development and settlement priorities of local, sub-regional and regional agencies.
4.3  What are the key drivers of success?

75. The key drivers for success derive from a mix of economic, community and contextual factors that determine the condition of the local market town economy.

76. These are set out, in no particular order of priority, in the following table:

	Key drivers
	Success in the local market town economy is reflected in a mix of the following:

	Quality of the market town living environment
	An attractive living environment with a high level of resident satisfaction.  This serves to attract and retain people and investment in the area, potentially boosting new job opportunities and, for example, home working.

	Adequacy of the local service base
	A well-provided local economy in terms of access to basic services such as health, banking, community facilities, leisure opportunities.  This is necessary to support people and businesses, acting as an attractor for investment, helping to anchor existing businesses and stemming population out-migration.

	Dependency-diversification of the
town and hinterland economy
	A wide mix of economic activities, potentially with a sustainable niche offer – a unique selling point - that serves both the local population and visitors and helps to brand and differentiate the town. These include, not exclusively, tourism, heritage, antiques, farmers markets, food products, books, cutting-edge technologies, health and wellbeing, gardening products, restaurants, to name a few.

Limited dependency on vulnerable sectors means that any closures or contractions will not be catastrophic for the local economy, its built environment and local labour market.

	Retail offer
	A robust, viable and sustainable retail sector that is able to serve the local community whilst also providing an attraction for visitors.  In addition to the provision of food and consumer services, the existence of niche emporium shops and outlets focused on local crafts provides an attraction and contributes to the image of the town.

	Visitor economy
	A sustainable level of visitors focused on high value elements with high levels of external visitor spend.  This requires a good range of attractions, food and drink and accommodation businesses.  The visitor economy supports jobs and locally-based businesses, especially if it is focused on a high level of visitor spending.

An effective evening economy food and drink offer where a market town has aspirations to build a visitor base.  This is necessary to cater for incoming visitors and will support jobs and businesses whilst offering a thriving look to the town.  A busy town in the evening with a mix of ages also helps to reduce crime and anti-social behaviour.  

	Other economic activities
	The successful development of new businesses and/or survival of other economic activities within the area, such as light manufacturing, resource-based industries, or producer-focused activity such as business support services.  This provides an income base for the area, supports local services, creates jobs and helps to attract investment into the area.

	Farm economy
	An effectively diversified agricultural sector with ancillary businesses such as food processing, craft production and tourism, related to the core farm activity.  This creates jobs and ensures the sustainable presence of farm-based activity in the area.

	Available skills base
	A well trained local workforce offering a wide range of skills appropriate to the current and future local economic base.  For example, through high quality schooling.  This provides an attraction for potential inward investment and helps link local jobs to local people.

	Operational partnership with a clear vision for the market town economy
	The existence of an effective partnership, representative of and dominated by local interests that has a clear vision for the local economy of the town and its hinterland, and enthusiasm to forge success by attracting and supporting jobs and businesses.

	Key individuals
	The participation, actions and activities of key individuals who can help to drive forward the development of the market town economy.

	Sub-regional and regional fit: dovetailing with and contributing to strategic priorities
	A market town economy that contributes to the wider sub-regional and regional economy, fitting with their strategic priorities as regards rural development and market towns.  Securing a clear strategic role for the market town economy will enhance the success of initiatives developed, external funding bids submitted and decisions made, as they fit within the wider range of settlements and regional economic aspirations.


77. It is not necessary to score highly on each of the drivers, but the greater the local economy reflects them the more successful it is likely to be.
78. Actions to mobilise the key drivers underpinning successful economic development are necessary for any market town.  For each town (or alternatively a series of clusters of towns) these are aligned to the need to understand the economic landscape, and to develop and deliver a vision for the local economy.  The next section assesses best practice in terms of these building blocks.
5.0 Good Practice: Building blocks for fostering success

5.1 Building blocks for success

79. This chapter considers good practice in the development of the local market town economy in terms of the building blocks necessary to foster success.  As with the previous chapter, it has been produced by the Centre for Economic and Social Regeneration at Staffordshire University working on behalf of Oxfordshire County Council.

80. Distilling best practice across a number of projects puts forward the view that a successful market town economy is one that:

· understands its economic landscape in terms of the challenges, strengths and opportunities involved;

· develops a vision for its future development; and

· generates an ability to deliver the vision in order to maintain and steer an effective and viable local economy.

5.2 Understanding the economic landscape

81. The successful market town economy needs to have a clear and comprehensive understanding of its characteristics, challenges and potentials.


82. An awareness of characteristics includes the degree of specialisation around activities such as farming, the visitor economy, retail activity and areas of other local manufacturing or other specialisation; the attractiveness of the town as a residential and investment base that has and could attract in-moving investors and business starters; the degree of homeworking; land and property ownership patterns including the degree of owner-occupation of retail premises; community capacity including the skills and expertise embedded in the area across all age groups; the level of opportunities coming forward; and the (externally) perceived role for the town and hinterland within wider strategic approaches at local and regional level.

83. There are key challenges confronting market towns in England in the face of economic and community change - low skill levels; low family incomes; limited communications; and house price inflation, at the same time as the out-migration of younger elements of the local population; a concomitant need for affordable housing; declining opportunities in traditional industry and agriculture; limited new growth sectors; and a potential vulnerability that is reflected in the existence of a small number of medium-sized employers.  There are also unknowns in the local economy – with a changing rural economy built around non-traditional activities, and extensive homeworking, sometimes with a supplementary economic migrant workforce that varies over the seasons but which is only marginally connected to the area.

84. Although all towns are different in the fine detail of their local economies, a number of generally prominent challenges are apparent in terms of both characteristics and trends. These are summarised in the following table.
	Challenges
	Implications

	Limited high quality space and linked support structures for growing small businesses
	This may act as a constraint on diversification and the growth of new small businesses

	Unknowns in the local economy – for example, an uncharted but perceived array of vibrant local businesses working from non-traditional locations such as the home
	A limited awareness and understanding of the intricacies of the local economy means that it is difficult to plan for effective development

	Constraints for the visitor economy such as the limited number of quality bedspaces and variable visitor offer seasonally in terms of cafés and restaurants.  Also the public realm needs to be attractive with adequate signage and affordable parking for visitors
	Capacity constraints could mean that the visitor economy will find it difficult to grow around economic activities such as accommodation and the business conference/events trade that generate positive economic impacts

	An uncertain local business environment, with recent business closures and/or the downsizing of key local employers
	This has led to job losses and subsequently transmits a signal of decline to the outside world

	A concentration of businesses in areas such as agriculture, retail, hotels and catering supporting low skill and earnings levels in the local labour market, combined with skill shortages in other sectors
	Low skills and earnings means that businesses may be attracted to the area in the quest for ‘cheap’ labour, thus creating low quality job opportunities.  Limitations on available skills may deter some higher value investors

	Poor road links and inaccessibility as regards the motorway network
	This is a negative for some types of economic activity that require high accessibility locations but also may attract others seeking a less central operating base

	The out-migration of young people who could be future entrepreneurs (partly as a consequence of the next challenge)
	Net out-movements of population groups such as the young removes future growth potential from the local economy


	Limited opportunities to secure affordable housing in the area
	Limited affordable housing limits the choices of the young and those on low incomes

	The decline or challenged situation of retail and post office services in the rural hinterland
	The loss of local services may erode the community, lead to out-movement, and restrict its long-term economic sustainability

	No specific external image, either good or bad, and not well known outside of the County and its borders
	With a low external profile, a town may find it difficult to secure outside investment

	Outside of specific sectors such as farming or antiques, many local businesses tend to work in isolation and there is often no tradition of joint working and sharing and no real collective voice or coordination in the local economy
	This is a lost opportunity as a cohesive and self-supporting business community is a strong base for a local economy

	In some towns, a growing sense of competition and underachievement in the visitor economy in comparison to competitor areas that exhibit some similar economic challenges but that have a successful and growing visitor economy
	Local economic development occurs in a competitive arena and it is important to be alert to developments in competitor areas.  That said, there may be opportunities for collaboration and/or spin-off benefits for the market town.  It should also be noted that the visitor base grows and declines on the basis of image and that this is an area of potential intervention

	Prominent pockets of economic and social deprivation
	This social element relates to the local economy through the image that it projects, and the employment support needs that it suggests.  There may be clusters of ‘hidden unemployment’ and thus untapped labour in the area

	The negative gateway image and public realm offer of the town and the lack of integrated signage and information sources
	First impressions are important, and there is a need for the town to consider its gateway image, the quality of the public realm as well as to improve signage and information access

	A challenged and diversifying agricultural sector with fewer farmers and full-time workers and an increase in economic migrant labour or outside contracting
	Fewer traditional job opportunities means pressure on the rural settlement base, falling demand for services, and a greater reliance on external labour that creates income leakages from the local economy


85. In parallel, there are positives in the local economy that provide a basis for future development.  These include industrial estates and developing enterprise parks with opportunities for business growth and new business investment, a visitor economy that links to high quality niche retail, and food and drink outlets, as well as a longstanding craft and niche emporium retail presence, and a strong heritage attraction.
86. There are also often signifiers of positive change in the local economy – with a perceived growth in retirement interest in the town, itself reflecting a new image of area desirability.  In common with other attractive rural environments, the areas often host a creative and craft industries cluster that, in conjunction with other local economic elements, could form the basis of future prosperity.
87. As such, in addition to the recognition of challenges, best practice also involves an understanding of the strengths and opportunities for local economic development.  These are summarised in the following table.

	Strengths
	Opportunities

	Existing businesses with a strong commitment to the market town and area
	Strong, locally committed businesses may be attracters of investment, and may be willing to support partnership activities that create new opportunities and strengthen the existing economic base

	Wide range of micro businesses working from home based in the area
	There is often a pent up demand for small business space but limited managed workspaces to help young and new firms to grow into more professional businesses or indeed provide the support services that they do not have in office environments

	Diversity of hinterland businesses


	The diversity of hinterland businesses, albeit uncharted, could be the basis for sustainable growth around high value economic activities.  There is sometimes no commonality or collective approach and this could be built with networking activities

	Independent retail and related businesses with growth potential partly through a positive external image


	These sectors – areas such as antiques cluster, craft and related businesses, or other ‘niche emporium’ contributors – offer a potential basis for nurturing growth through local business clusters


	Dedicated and reliable workforce, in some sectors working at rates below the regional average


	This is a potential attraction for outside investors, although workforce skills may be tied to a small array of trades, and there may be a tendency to attract businesses seeking low cost labour

	Attractive market town built environment / public realm
	This is also a potential attraction for both visitors and future investors

	Strong visitor potential making better use of local rivers and the countryside offer, together with participation in local tourism attraction systems and an attractive built environment
	Many market towns have a strong day visitor economy and, subject to the fact that many tourism businesses operate on a lifestyle basis, there is scope to attract more staying, high spending visitors through high value activities such as overnight accommodation, events such as festivals and fairs, alongside better profiling and marketing 

	A cluster of local economic activities – such as food and drink - based on local agriculture
	Future growth may be partly built around developments in this area

	Concentration of professional retired people with a mix of marketable skills
	Community potentials such as this could be nurtured as a strength, to build economic outputs, perhaps via the development of community enterprises

	Strong existing development partnership with a commitment to progress the local economy


	An existing partnership may be developed to take a more prominent role in supporting economic development within the area but needs to generate income to secure its medium-term survival


88. A potential problem here is that ideas are sometimes necessarily based on perceptions rather than hard data and, as such, areas of perceived potential may be unrealistic.  Nonetheless, the identification of strengths and opportunities and their mobilisation into actual activity is an important basis of success in the market town economy.
89. Adding further complexity, strengths and opportunities partly flow from some of the problems confronting the area.  Accessibility, for example, could be an attraction for visitors; low earnings may attract some employers but possibly only those seeking low cost labour supplies.

5.3 Developing a vision

90. The second building block for success involves the development of a clear vision for the current and future economic role of the market town.

91. This needs to focus on the sustainability of the existing base of economic activities and how it will respond to future challenges and the mix of roles envisaged for the market town.  These could be as a service hub for a rural hinterland, dormitory role as a ‘place to sleep’, visitor destination or robust, sustainable working economy based around local specialisations, agricultural or otherwise.

92. The vision needs to be based on the assessment of challenges, strengths and opportunities, as well as the prioritisation of potentials.

a. It may be based on the unique business character or selling point for the local economy; this may be developed as a brand in order to differentiate the town from actual and potential competitors.

b. It should also relate to a countywide strategic vision recognising the strong sense of each town’s individual position and encouraging collaboration in order to establish a successful network where market towns can learn from one another. 

c. It should be built around a genuinely holistic approach that focuses on all aspects of the local area (business, housing, leisure provision, environment, and transport and access) as contributory factors in the strength of the local economy, and provides a clear sense of the links between the various elements of particular activities (for example, with the visitor economy that implies joined-up actions and interpretation with a quality visitor infrastructure, linked place marketing, supporting training provision, and so on). 

d. It should adopt an approach that strongly preserves the essential qualities and functions of the traditional market town - including the links between the town itself and its rural hinterland; where possible to recognise, nurture, retain and revive the heritage built environment in so much as it is central to the area’s place image and vital in attracting visitors and investment.

e. It should try to encourage a culture of self-support in the area in terms of business and communities, including their purchasing behaviour.  This has often been ‘built’ around the development of a major local project such as a mixed-use community building supporting local service provision whilst operating as a conferencing and/or IT facility, or a small business centre; or even a community arts facility that, whilst not directly economic, does provide an attraction and an infrastructure that signifies a quality living and leisure environment.

f. It should reflect a determination to emulate good practice as evident elsewhere in similar and comparable areas.

5.4 Delivering the vision

93. The third building block of success is represented by the ability to deliver the vision for the market town.

94. Whilst vibrancy in a local economy may be a natural outcome, market forces cannot be guaranteed to deliver sustainable development.  This is evident from anecdotal experience on many market towns where localised economic problems have been apparent.
95. In both capturing a vision and sense of direction and delivering it, good practice demonstrates that there needs to be:

· a robust and well-supported local partnership with clear aspirations for the long-term development of the local economy; and

· a clear sense of how any partnership or other actions could:

· respond to recognised needs within the local economy and community such as diversification challenges, the needs of disadvantaged communities or the creation of opportunities for young people;

· draw on recognised opportunities for the area; and
· seek quality, high value-creating development outcomes;
5.4.1 Effective Partnerships 

96. The most successful local (market town) partnerships are built around the involvement of the town council and the local community, as well as the voluntary, business and public sectors.
97. If working at arm’s length or independently, such partnerships must not seek to replace or duplicate the actions and activities of statutory agencies such as local authorities, but should be setting out to ‘add value’ to existing structures and processes.
98. There are obvious opportunities for the sustained involvement in local economic and community development of local partnerships whether initially formed to administer external funding support. For example, through any dedicated market towns initiative funding and Strategic Action Plan process, as existing entities within a market town environment, or as newly emergent organisations such as Development Trusts created to pursue a particular challenge and/or manage a specific project or asset.  
99. In order to help progress the local economy, the Partnerships should maintain and consolidate their involvement in the local economy and community as:
· guardians and monitors of any externally funded actions;

· advocates and perhaps developers of related, extending actions; and,

· grassroots representatives, voices for the local economy and community.

100. Given these roles, it is important to reiterate that town partnerships must have a collaborative approach, built around a consensus as to not only the needs and opportunities within the market town and hinterland economy but also its vision for the future. 
101. Successful partnerships need to be robust and well-supported, perhaps driven by a small core of key movers with clear aspirations for the long-term development of the local economy and with enthusiasm to forge success by attracting and supporting jobs and businesses.  Where there is a key consensus project – perhaps a planned multi-use centre, a major visitor development scheme, or a small business centre – the partnerships tend to generate a more sustained interest and involvement.  Similarly, some partnerships have become development trusts or community interest companies and by acquiring an asset, for example a building or car park, have been stimulated and sustained by the management and development roles involved.

102. It is important to document and distil the fine detail of partnership efficiency.  In summarising the position, we draw on consultancy experience of in-depth working with market towns in a number of comparator regions, as well as evidence from awards and related materials.


103. In these terms, the parameters of success for town partnerships are broadly a combination of the following:
· ensuring a sustained partnership presence built around private, community and voluntary, public sector and community involvement and driven by a core of enthusiastic individual representatives;

· maintaining an ability to build and carry a consensus on necessary actions;

· forging and retaining clear lines of communication with key funding agencies;

· maintaining local interest by pursuing one or more of the following:

· securing delegated powers and an authority to disburse funding perhaps through a market towns programme to support local economic development (for example, all West Midlands towns securing designated status);

· owning and managing an asset (Pershore; Ledbury); 

· nurturing and developing a flagship local economic project (Market Drayton; Ellesmere; Leominster); and,

· securing professional support through officers (local authorities or other).

104. Interestingly, awards, evaluations and related sources from across the regions ascribe partnership success to a similar array of key factors.  For example, a review of evidence from market towns across the English regions, together with good practice guidance for each region showcasing town centre management project achievements and approaches, produces the following good practice implications, all of which link in with the checklist set out earlier.  Thus:

· Develop an inclusive partnership, including businesses and young people and others if possible; appoint a private, voluntary or community sector representative to lead where possible; a strong and/or experienced Chair is desirable.

· Involve and inform the community at all stages.

· Use sub groups/Task and Finish Groups to take forward ideas to avoid long main meetings and to focus on delivery.

· Recruit new members and have a rolling programme of recruitment to keep ideas fresh and avoid partnership fatigue.

· Identify ‘quick wins’ and visible projects to raise the profile of the partnership.

· Look at ways of securing an income, which could potentially be an asset.

· Promote and celebrate achievements to help to engage people and raise awareness of the partnership and its activities.

· Monitor and review progress, revisiting objectives and the vision as appropriate.

· Make sure the partnership is addressing real identified needs of the community, by utilising existing research or commissioning bespoke research and ensuring common agreement from partners.

· Recruit and retain dedicated and enthusiastic volunteers, possibly through the development of a ‘Volunteer Bank’, which will include people willing to get involved in specific activities and projects but who would not necessarily want to be on the Board.

· Think innovatively.

· Get businesses involved and contributing.

· Identify ‘champions’ from the business and wider community to sell the partnership.

· Provide support from staff or a paid officer to maintain commitment and push forward ideas and activities.

· Allow for a long lead-in time for partnership and project development, recognising that some things will take time but it is worth persevering.

· Bring in professional help when necessary.

· Provide capacity building and training for community/voluntary members where appropriate.

105. This array of issues corresponds closely to the findings of wider research on partnership commissioned by the Joseph Rowntree Trust (see Appendix 5).

106. Effective partnership is at the core of the success of any regeneration or development initiative.  This is particularly the case with the Market Towns Initiative in England which has needed to build strong bonds between the wide array of partner agencies and organisations, public and private sector, communities and businesses, in order to deliver sustainable regeneration.

107. Typical factors constraining the effective operation of market town partnerships are set out in the table below.

	Partnership barriers
	Potential actions

	Partnership fatigue
	Recruitment drive for volunteers

Consider a small grant scheme for ‘quick wins’ to keep up levels of interest

Consider merging towns/partnerships

	Lack of skills and capacity
	Training and capacity building

	Lack of Chair
	Approach recommended people 

Rolling Chair/Vice Chair to share burden and bring fresh impetus on regular basis

	Limited breadth of representation


	Develop terms of reference to ensure balanced representation

Encourage more involvement from private and community sector

	Disagreements/tensions between partners
	Facilitation by outsider

	Lack of decision makers on Partnership
	Recruitment of senior staff 

	Partnership too large to be effective
	Set up Board/decision making body and sub-groups so that people can be involved at different levels

	Low awareness/engagement with local community
	Promotion and celebration of achievements to date

Identify ‘champions’ (business, community) to promote the work and existence of the Partnership

Small grant scheme to develop visible ‘quick wins’ and engage the community


108. Clearly, there is a role for agencies and organisations to support effective market towns development.  This may be wide-ranging, but it must add value to existing partnerships and coordinate market town activities as well as project prioritisation to support clarity and consensus, and avoid overlap, repetition and competition.

109. In many cases, whilst the ultimate success of a local partnership is the result of a unique mix of factors and circumstances, it is often involvement in one or more key projects that sustains a presence and represents discernible success in the development of a facility.  

5.4.2 Project Development 

110. Initiating and progressing projects that reflect and capture the competitive advantages of the market town economy are important.  That competitiveness is often based on issues such as the quality operating environment and attractions of market town living, the broad base of skills, or the attractive living environment and potential for home workers.

111. On the basis of market town experiences, including direct consultations with communities and business in a number of towns, the priority opportunities often appear to be around:

· the vibrant if uncharted small business scene and the opportunity to assist its development;

· a unique character to the core local retail-visitor economy in niche high value goods;

· workforce reliability;

· the attractive residential area;

· the attractiveness of the area for visitors;

· the sustained presence of established, existing businesses;

· the potential to foster actions that directly support young people; and,

· the core of professional retired people.

112. The aspirations are often for long-term sustainable economic development for the area, within the context of preserving market town characteristics and vitalities.

113. On these bases, in any typical market town with a distinct rural hinterland, future successful delivery reflects the initiation of key fundable projects focused on areas and actions such as the following:

· Support for the existing business base, such as a rural food network to assist the development of the local food and drinks sector or other local business clusters with joint marketing and project development, the promotion of local suppliers, or direct support for the retail sector through events and environmental (shop front for example) improvement schemes.

· Actions to assist the creation and development of new and young businesses in growing areas of the economy and, in particular, in knowledge-intensive activities through the creation of start-up and incubation premises with associated support.

· The enhancement of workforce skills and accessibility challenges through the development of e-learning and other methods, working in liaison with training providers and employers.

· Actions built around inter-generational professions and skills – using the expertise of retired people to help train young persons.  Related to this, community enterprise developments, involving either young or older people, might be nurtured.

· Support for the development of community enterprises which will provide services for the local community and create opportunities to complete training and enhance employability for individuals.

· The enhancement of visitor facilities and the public realm to improve the distinctiveness of the town through physical improvements, public art, architectural lighting, and other improvements.

· The development of an events strategy and marketing plan for the visitor economy leading to targeted marketing, improved signage and visitor information, and the staging of festivals, and themed events and markets that will contribute to a unique visitor experience.

· Specialist creative industries business support building on existing activities in the area, supporting their development and contributing to local tourism.  An outreach programme and celebratory events could foster supply chains, provide business mentoring, and assist marketing.

· Innovative approaches to the creation of live-work space in the town centre and/or rural hinterland, supporting feasibility work and the conversion of redundant property, and potentially helping to revitalise the town centre through the development of new specialist workspace and assist the growth of the creative industries.

· Actions to promote workforce inclusion, providing grants to disadvantaged groups or individuals to support activities that will move them closer towards the labour market, in terms of jobs or self-employment.

· Projects could be built around local research – on the visitor economy, local food and drink production, training needs, creative industry or retail service clusters, and so on, conducted by the community in order to reinforce local ‘ownership’ of activities.

114. In order to achieve successful delivery it is essential for projects to link with existing initiatives and ideas must be related to ongoing developments such as enterprise parks, housing developments and so on.  For example, a flagship project such as an enterprise network development might provide accommodation and active support to pre-start-ups, start ups and early stage businesses, with the emphasis on providing business incubation support, good practice for fast growing technology companies and knowledge transfer from universities and research institutes.  There could also be generic business support provided by an on-site manager and specialist support by other partners such as Business Link, and the Learning and Skills Council.  Economic projects would need to relate and respond to such a core project. 

6.0 Barriers to the emulation of success in Oxfordshire

115. The review has discussed the concept and definition of economic success and its varied drivers alongside what is needed to realise this success. The next logical step is to consider what Oxfordshire-specific barriers exist that prevent this success being emulated in Oxfordshire’s market towns.

116. This application to Oxfordshire is based on a roundtable event to which key stakeholders from the public, private and third sector were invited (see appendix 6 for a full list of attendees). 

117. It also draws on the views of councillors and town partnerships. The review group has met with 8 County Councillors (some of whom are also District and Town Councillors) from market towns across Oxfordshire and has had feedback from 6 market town partnerships.  

118. The roundtable event was facilitated by the Centre for Economic and Social Regeneration at Staffordshire University. It allowed stakeholders to articulate their perceptions of barriers faced by Oxfordshire’s market towns as well as giving them an opportunity to comment on a draft version of earlier chapters in this review.

119. Barriers highlighted by stakeholders are categorised below under the three building blocks for realising success; understanding the economic landscape, developing a vision and delivering a vision. Some of the below mentioned barriers fit under more than one building block, but are only mentioned once for brevity.

6.1 Barriers to understanding the economic landscape

120. Understanding the economic landscape is a key building block for fostering success within a market town. It demands an awareness of the individual characteristics of the market town in question, a robust knowledge of the key challenges confronting the market town as well as a good understanding of the strengths and opportunities for local economic development.

121. The following barriers to realising this building block were presented by stakeholders:

a. Developing a picture of the economic landscape can be an onerous task that requires significant time input and data knowledge. This presents a significant barrier to understanding the economic landscape.

b. A lack of informed support was viewed as a barrier. In particular, it was felt that informed support delivered by a dynamic-natured person was needed in order to provide impetus for the process as well as a drive to keep the process moving.

c. A lack of the appropriate skills needed to move from the data to an understanding of the economic landscape was seen as a barrier. An analogy was given whereby one could record the vitals of a person such as the pulse, heart rate and temperature, but not be clear on the diagnosis.

d. SEEDA currently ask market towns to complete a health check before they are eligible for funding under the Small Rural Towns Programme. This is a very large document that has taken some market towns 3 years to complete. Other market towns have decided against completing a health check, due to the time resource needed, and have therefore no opportunity to benefit from SEEDA funding.

6.2 Barriers to developing a vision

122. The second building block for success involves the development of a clear vision for the current and future economic role of the market town. A robust vision should be based on the assessment of challenges, strengths, weaknesses and opportunities, as well as the prioritisation of potentials.

123. The following eight barriers were identified by stakeholders as barriers to developing a vision:

a. In developing a joint vision, personality and political problems can present a significant barrier. 

b. The vision itself can become a barrier to progress if it reflects the views of a small group rather than a wide consensus. In light of this, while the importance of ‘local champions’ is acknowledged, the danger of them becoming a potential barrier was also recognised.

c. While developing a vision that reflects the widest possible consultation was ideal, there was a question of resources hanging over any such process. 

d. For the construction and implementation of a given town’s vision, it was important to ensure that the process was locally-led. In light of this, external imposition (or the perception of such) represented a potential barrier.

e. A lack of impetus for action amongst the local community, driven by a perception of things currently going well or from maintaining the status quo, may present a barrier to vision development.

f. A lack of informed support from a neutral body at the vision creation stage can result in an unrealistic vision being developed or one that does not fully realise the potential of a market town. An example of this is an over-reliance on the retail sector to support market town economies.

g. A copy-cat approach to vision building would be a barrier to the development of Oxfordshire’s market towns. The vision of each market town will by definition mirror and vary with one another.

h. A robust and complete vision should take into account strategic plans for the wider geographic area. A barrier to vision development is presented if such plans do not exist or are not accessible. 

6.3 Barriers to delivering a vision

124. The third building block of success is represented by the ability to deliver the vision for the market town. 

125. Stakeholders identified a total of fifteen factors that acted as barriers to delivering a vision:

a. A lack of strong leadership is a barrier to delivering the vision. An individual who is respected, but not over dominating was required. 

b. A lack of clarity of roles within the delivery team represented a barrier. 

c. Independent support and informed advice to work through strategic and project issues was required. Some of Oxfordshire’s market towns currently lack this resource creating a barrier to successful delivery. 

d. A lack of capacity building within the delivery team creates a significant barrier to delivery. It should not be assumed that the same volunteers who build the vision will be in a position to commit to delivering it to the same extent. 

e. Partnership fatigue presents a barrier to delivery. It is caused by a prolonged period between partnership creation and positive outcomes. 

f. A lack of significant and accessible funding, where necessary, is a key barrier to delivering an agreed vision. 

g. A lack of communication between town partnerships and town councils can create a barrier to vision delivery. This barrier is more likely to arise where town councils are not engaged at the early stages of partnership creation. 

h. A disconnection between community generated projects and district councils priorities creates a barrier to finding potential funding and support for projects. 

i. A lack of co-ordination of projects across Oxfordshire’s market towns presented a barrier to successful delivery. 

j. While the positive work of the Oxfordshire Market Towns Network was acknowledged, it was felt that an Oxfordshire-wide network could achieve more. 

k. When delivering projects, it is difficult to know what support is available from Oxfordshire County Council and who to contact to access this support. 

l. Planning policy could be a potential barrier to delivering the vision. However, it was also acknowledged that in some cases planning policy had been a great assistance in delivering a project. 

m. A lack of engagement with SEEDA, the regional development agency for Oxfordshire, presented a barrier to delivering the vision.

n. The impact of out of town shopping and the internet.

o. The lack of provision of rural bus routes can affect the accessibility of market towns.  

7.0 Where Next?

126. This review set out to achieve three outcomes: more effective partnership working in Oxfordshire to support the economies of market towns; to act as an impetus to create positive change in the near future; and more effective support by OCC for market town economies.  

127. While acknowledging the unique nature of each market town, it is also important to recognise commonalities across a number of market towns, both in terms of challenges and potentials. 

128. With this in mind, the review has built up an understanding of the drivers of economic success and reviewed good practice to identify the building blocks needed to deliver it. 

129. This understanding was applied to the Oxfordshire landscape by considering what Oxfordshire-specific barriers prevent our market towns from emulating this success.  

130. The next logical progression is to consider what can be done to overcome these barriers. The recommendations presented by the review group therefore put forward suggested actions that help overcome the barriers highlighted by local stakeholders.

131. The recommendations are organised under the three intended outcomes of the review. 

132. It is not expected that the recommendations set out below will in themselves deliver economic success. However, the review group are of the opinion that the recommendations, if acted upon, will provide the foundation upon which economic success can be built.   

7.1 Impetus for positive change

133. Economic success cannot be delivered by any individual body, nor can it be delivered by a number of bodies working in silo. Rather, it is dependant upon strong partnership working across a diverse range of independent parties.  This is evident from the fact that local community members, the business community, the voluntary sector, the three tiers of local government, the regional development agency as well as others, all have a part to play in delivering economic success.

134. In order to work effectively as a group it is important that the correct infrastructure and human resource is available.

7.1.1 Human resource

135. Currently, there is only a single, part-time, market towns county co-ordinator for the whole of Oxfordshire. This position is funded by SEEDA, sits within ORCC and is charged with covering the 19 SEEDA-defined market towns. This lack of resource has meant efforts have been largely targeted at dispersing SEEDA funding and moving market towns through the necessary steps before this funding can be drawn down. 

136. This imbalance between workload and human resource is one reason why Oxfordshire’s market towns have not managed to access even 50% of the funds offered by SEEDA under the Small Rural Towns Programme which totals £700,000. 

137. This imbalance is also apparent when considering the experience of other counties. Hampshire Council, for example, employed 3 officers and a team manager to co-ordinate their market town activity. They have already utilised all of the SEEDA fund, and it is approximately twice the size of that available to Oxfordshire.

138. In light of this, it is recommended that:

Recommendation 1: (a) Oxfordshire Economic Partnership (OEP) take a proposal to appoint two full-time market town co-ordinator posts to the Chief Executives’ Meeting. The market town co-ordinator role should include: 

1. co-ordinating partnership working across Oxfordshire’s market towns and delivering work streams that are relevant to many market towns rather than any one specific town; 

2. where district councils require further officer support, the co-ordinator should provide this resource. For example, by helping market towns access the SEEDA Small Rural Town Programme fund of which £460,000 remains; and

3. work closely with the ORCC, district councils, OCC and other stakeholders to ensure duplication of activity is avoided.

The posts should be funded by OCC and district councils, with the contribution of each district reflecting their particular need for further officer support.

(b) OEP pursue the possibility of match funding from SEEDA to an amount sufficient to cover the cost of one of the two posts.

139. Where recommendations below are made to the market towns’ co-ordinator post it is anticipated that OEP will take these into consideration when designing the job specification for these posts.

7.1.2 Infrastructure

140. The Oxfordshire Market Towns Network (OMTN) is a county-wide network that focuses on market towns. It was established to work with ORCC on the Small Rural Towns Programme funded by SEEDA. It meets on a quarterly basis.

141. This network already brings together officers from the four district councils and county council as well as representatives of the business and voluntary sectors.

142. OMTN has the potential to act as a significant vehicle of change if it is strengthened in the following ways:

Recommendation 2: The Oxfordshire Market Towns Network strengthens their position as a support network for Oxfordshire’s market towns through: 

1. widening the network to include the 2 market town co-ordinators (see recommendation 1);

2. providing a quarterly update to senior officers (for example, strategic directors) of each of the four district councils and OCC to ensure that the market towns agenda is understood by a wider group of senior decision makers;

3. developing an 18 month action plan with clearly defined targets and timelines; 

4. facilitating the networking of market town partnerships, learning of key stakeholders, sharing of best practice and networking of town partnerships with wider stakeholders (such as town chambers, town councils etc);

5. taking advantage of economies of scale (through, for example, group purchasing of economic data); and 

6. meeting every two months.

143. The above two recommendations aim to improve the infrastructure through which support is offered to market towns and provide the resource to allow effective support to be delivered. Together they form a strong foundation from which many of the specific barriers highlighted by stakeholders may be addressed. These barriers and proposed actions are detailed in the following two sections.
7.2 Effective partnership support

144. One of the three intended outcomes of the review is to deliver improved support to market town economies through more effective partnership working.

145. Barriers that require partnership support are shown in the table below alongside the recommended action.

	Barriers
	Recommendations

	Developing a picture of the economic landscape can be an onerous task that requires significant time input and data knowledge.
	Recommendation 3:

(a) OCC Research and Intelligence team develop a summary of weblinks that show where information that is currently available can be found.

(b) OMTN work with the OCC Research and Intelligence team to consider what further data is needed and how best this data can be purchased

(c) ORCC, District Council Economic Development officers and/or Market Towns Co-ordinators assist partnerships in moving through this process.

(d) OCC Research and Intelligence team share information they are developing with respect to the place agenda with relevant town partnerships, town councils and district councils.



	A lack of the appropriate skills needed to move from the data to an understanding of the economic landscape was seen as a barrier.

Independent support and informed advice to work through strategic and project issues was required. Oxfordshire’s market towns currently lack this resource creating a barrier to successful delivery.


	Recommendation 4:

Where appropriate Market Towns Co-ordinators, District Council Economic Development officers and/or OEP:

(a) provide analytical support and advice to work through strategic and project issues

(b) support partnerships to draw in people from local community with desired skill set.

(c) signpost partnerships to the OCVA volunteer centre or other voluntary organisations that can offer support.



	SEEDA currently ask market towns to complete an onerous health check process before they are eligible for funding.
	Recommendation 5:

(a) ORCC ensure current partnerships are aware of Health Check Lite. 

(b) OCC Research and Intelligence team provide weblinks to currently available data that is required by Health Check Lite.

(c) OMTN provide training seminars in conjunction with ORCC on how to complete Health Check Lite.



	A lack of informed support was viewed as a barrier. In particular, it was felt that informed support delivered by a dynamic-natured person was needed in order to provide impetus for the process as well as a drive to keep the process moving.


	Recommendation 6:

Market Towns Co-ordinators and/or District Council Economic Development officers provide this support.

	While developing a vision that reflects the widest possible consultation was ideal, there was a question of resources hanging over any such process.


	Recommendation 7:

(a) District Council Economic Development officers and/or Market Towns Co-ordinators work with partnerships to help develop capacity building.

(b) Where OCC funding is available, reasonable community consultation requests be recognised as good practice and fast tracked through the application process.

	For the construction and implementation of a given town’s vision, it is important to ensure that the process is locally-led. In light of this external imposition, or the perception of such, represented a potential barrier.


	Recommendation 8:

Stakeholders, communicate their belief in the importance of community led plans to locally-led partnerships. The OCC Partnership Working team communicate this on behalf of OCC.

	A lack of impetus for action amongst the local community, driven by a perception of things currently going well, presented a barrier to vision development.


	Recommendation 9:

OMTN invite influential leaders from communities with no existing market town partnership to events that present positive outcomes from partnerships across the county.

	A lack of informed support from a neutral body at the vision creation stage can result in an unrealistic vision being developed or one that does not fully realise the potential of a market town.


	Recommendation 10:

(a) District Council Economic Development officers and/or Market Towns Co-ordinators provide this support.

(b) OMTN disseminate the findings of this review, in the form of the toolkit being developed by the Centre for Economic and Social Regeneration, Staffordshire University to all partnerships in order to support vision development.



	A robust and complete vision should take into account strategic plans for the wider geographic area. A barrier to vision development is presented if such plans do not exist or are not accessible
	Recommendation 11:

(a) This review provides a brief summary of stakeholders and their current strategies and activities. A link to the review is sent out through the OMTN to all current and planned town partnerships.

(b) Stakeholders make available an up to date list of current strategies and work programmes, and where possible expected work programmes for the future, on a quarterly basis so that duplication is avoided and opportunities for joint working are not missed. 

(c) OMTN organise district-wide events that communicate strategies and activities to market town partnerships. These should be structured so that town partnerships can learn about, and input into, future plans.

(d) OEP use the findings of this review as a basis to build on when both refreshing their current economic strategy for Oxfordshire and when developing future business plans.



	A lack of clarity of roles within the delivery team represented a barrier.

A lack of capacity building within the delivery team creates a significant barrier to delivery.


	Recommendation 12:

(a) Market Towns Co-ordinators develop a toolkit based on national and regional good practice that helps partnerships think through project delivery, division of roles and capacity building.

(b) ORCC, District Council Economic Development officers and/or Market Towns Co-ordinators disseminate the toolkit to market town partnerships.



	Partnership fatigue presents a barrier to delivery. It is caused by a prolonged period between partnership creation and positive outcomes.


	Recommendation 13:

District Council Economic Development officers and/or Market Towns Co-ordinators work with partnerships to identify short-term projects that will deliver positive outcomes in the near future in order to maintain momentum within the partnership.

	A lack of significant and accessible funding.
	Recommendation 14:

(a) OEP work with stakeholders, including representatives of district councils and the county council, to form a collective view on the needs of Oxfordshire’s market towns and use this as a basis to negotiate with SEEDA in order to draw down funding.

(b) Funding bodies, including district councils and OCC, ensure best practice projects are identified and fast tracked through the application process.

(c) District Council Economic Development officers and/or Market Towns Co-ordinators support town partnerships in accessing SEEDA funding offered through the Small Rural Towns Programme.

(d) ORCC maintain a list of current funding opportunities and how they can be accessed.



	A lack of communication between town partnerships and town councils can create a barrier to vision delivery. This barrier is more likely to arise where town councils were not engaged at the early stages of partnership creation.


	Recommendation 15:

(a) OMTN engage town council representatives through a series of district-wide events

(b) Where there is no town council representation in town partnerships, District Council Economic Development officers and/or Market Towns Co-ordinators develop clear communication channels between town councils and town partnerships.

	A disconnection between community generated projects and town, district and county council priorities creates a barrier to finding potential funding and support for projects
	Recommendation 16:

(a) Market Towns Co-ordinator work through the OMTN to understand town council, district council and OCC priorities.

(b) District Council Economic Development officers and/or Market Towns Co-ordinators engage with town partnerships to demonstrate how community-led project ideas can be presented to benefit from funding and support from relevant local government bodies.

	A lack of engagement with SEEDA, the regional development agency for Oxfordshire.
	Recommendation 17:

OEP work with stakeholders, including representatives of district councils and county council, to form a collective view on the needs of Oxfordshire’s market towns and use this as a basis to engage SEEDA.



	In developing a joint vision, personality and political problems can present a significant barrier.

The vision itself can become a barrier to progress if it reflects the views of a small group rather than a wide consensus.

A copy-cat approach to vision building would be a barrier to the development of Oxfordshire’s market towns. It was important that the vision of each market town was, as far as possible, unique.

A lack of strong leadership is a barrier to delivering the vision. An individual who is respected, but not over dominating was required.

A lack of co-ordination of projects across Oxfordshire’s market towns presented a barrier to successful delivery.


	Recommendation 18:

Where appropriate ORCC, District Council Economic Development officers and/or Market Towns Co-ordinators:

(a) take advantage of their independence to help overcome personality and political problems

(b) help ensure the vision reflects a wide consensus 

(c) work with each town to identify their unique selling point in relation to competing market towns

(d) offer support in setting up partnerships and working with the community to find the correct mix of people to join the partnership

(e) share knowledge of market town activities with OMTN in order that opportunities for district-wide or county-wide co-ordination are identified and utilised.

	Planning policy could be a potential barrier to delivering the vision. 
	Recommendation 19:

Officers in OMTN engage with both senior officers within their respective councils working on strategy related issues, as well as policy officers in order to inform them of key issues, opportunities and future plans for market towns

	A lack of a directory which hosts details of local businesses and acts as a marketing tool for the town.
	Recommendation 20:

District Council Economic Development officers and/or Market Towns Co-ordinators consider which towns are in need of such a directory and consider the possibility of a central (internet) directory that various market towns could use.


7.3 Effective OCC support

146. When supporting market town economies, OCC has a role to play in partnership with other stakeholders (see section 7.2 above). 

147. OCC also has a role to play as an individual agent. This role, while limited in comparison to partnership working, is still important in working towards the economic success of market towns.

148. The single barrier identified by stakeholders that requires OCC action as an individual agent related to communication and internal roles. In particular, there was ambiguity amongst town partnerships with respect to what support is available from Oxfordshire County Council and who to contact to access this support.

149. In light of this it is recommended that:

Recommendation 21:

(a) OCC Partnerships Working team engage market town partnerships to understand communication issues with, and needs dependent on, OCC. 

(b) OCC Partnerships Working team use this information to develop and implement a communication plan that clarifies what support is available from OCC and how this support can be accessed.

150. An area which could not be addressed by this review related to OCC current spend in different market towns and how this current expenditure could be used to further support the economic success of market towns.

151. This was a result of the current OCC financial system organising information by service rather than place. It is therefore recommended that:

Recommendation 22: OCC Finance team consider how the current financial system can be modified to allow an analysis of expenditure by place. 
152. Progress on recommendations should be reviewed every 4 months by a member of the Environment and Economy Scrutiny Committee and a supporting officer.

8.0 APPENDIX 1:  The Centre for Economic and Social Regeneration at Staffordshire University 
153. The table below details the experience of the consultancy (Centre for Economic and Social Regeneration at Staffordshire University) employed by OCC to assist with the review. 
	Selected market towns work



	Project
	Client
	Description



	Market Towns Initiative project and partnership development work
	Various Market Towns Partnerships in the West Midlands, funded by Advantage West Midlands 
	Facilitation, project and strategy development work with over twenty MTI Partnerships, listed below:

	Group 2 towns
	Alcester
	Support and guidance for completion of a Succession Strategy 

	
	Atherstone and Polesworth
	Advice on project development potentials and succession planning approaches

	
	Bewdley
	Facilitation and assistance with succession planning

	
	Bridgnorth
	Feasibility work on the development of a Town Centre Management Partnership as a succession vehicle to the Market Towns Partnership 

	
	Bromyard
	Advice on project development potentials and succession planning approaches

	
	Kington
	Support for the development of a Succession Strategy and advice on the various options available for the development of the Partnership

	
	Market Drayton
	Facilitation of a network of towns in North Shropshire to promote enhanced joint working

	
	Uttoxeter
	Consultation with stakeholders on the future of the Partnership

	
	Whitchurch
	Development of a succession strategy, focused on an existing project 

	Group 3 towns
	Biddulph
	Advice on project development potentials

	
	Bishop’s Castle
	Support for a social enterprise to tender for a contract to run a Children’s Centre, including helping to write the tender and interview preparation 

	
	Broseley
	Support to develop a Business Plan for a project and advice on project development potentials

	
	Church Stretton 
	Review of Partnership achievements, facilitation and advice about the future development of the Partnership and a focused retail survey

	
	Cleobury Mortimer
	Facilitation of a network of towns across the region with business/multi-use centres or the aspiration to develop one to promote joint working and sharing experiences

	
	Coleshill
	Review and consultation on project potentials and partnership priorities

	
	Ellesmere
	Advice on project development potentials and support in the development of a Succession Strategy 

	
	Leominster
	The development of a Business Plan for a priority flagship project

	
	Ludlow
	Review of Partnership achievements and facilitation of the process of developing a succession vehicle for the Partnership at the end of the Market Towns Programme

	
	Newport
	Advice on project development potentials

	
	Ross-on-Wye
	Study of the town centre, focused on the retail elements

	
	Stone
	Good practice review of marina developments to assist in the development of a marina project in the town

	
	Stourport-on-Severn
	Assistance with applications for awards for the flagship project, resulting in several awards and commendations

	
	Wellington
	Support in award applications, including the development of a template to assist in future applications

	Succession Toolkit
	Advantage West Midlands
	A toolkit to support the sustained presence of Group 2 MTI partnerships in the post-funding phase (Award from Action for Market Towns in the Partnership and Strategic Working category, 2005.)

	Ledbury Strategic Implementation Plan


	Ledbury Area Regeneration Partnership
	A Strategic Implementation Plan for the market town of Ledbury.

	Madeley Regeneration Plan
	Madeley Partnership
	A Regeneration Plan for the market town of Madeley, Shropshire area.



	Stone Market Towns Initiative Healthcheck and Action Plan
	Stafford Borough Council


	The development of a Healthcheck, Vision and Strategic Action Plan, involving extensive community and business consultations, for the Stone MTI.


	Leominster Business Sector Feasibility Study
	Leominster and Area Regeneration Company and Advantage West Midlands
	A feasibility study and project opportunities analysis for use of MTI capital funding with a full Business Plan produced for the selected project – a business innovation centre.  This included consultations with local stakeholders, businesses and local communities, as well as a review of potential demand sources for the new facility.

	Stone Community Building Feasibility Study
	Staffordshire County Council
	A study of community user groups and representatives to assess the need for new or refurbished multi use community facilities in Stone.

	Bridgnorth Town Centre Management Partnership Feasibility Study


	Bridgnorth District Council
	A feasibility study investigating the potential for setting up a Town Centre Management Partnership in Bridgnorth, including consultation and facilitation with businesses, local community and local authorities and the development of a vision and strategy.

	Regeneration of Leek Livestock Market
	Staffordshire Moorlands District Council 


	A project and funding application for Leek Livestock market under the Leek Market Towns Initiative to modernise and improve the livestock market and open up a range of land and buildings on the site for new employment uses.  The work involved a direct survey element with farmers using the market facilities.

	Rural focused strategy development, research and support



	North Warwickshire LEADER Local development Strategy and Business Plan
	North Warwickshire LEADER Partnership and Advantage West Midlands
	The design, development and production of a Local Development Strategy to progress the North Warwickshire LEADER Programme over the period to 2013.  The work also includes the completion of a Year 1 Business Plan and supporting research studies on sustainable services and businesses in the rural area



	UK Leader+ Network
	LDRP Kantor on behalf of UK Leader+ Network


	Succession planning support seminar – UK Leader+ Network, South Antrim, Northern Ireland 

	Mid West Stafford Joint Parish Plan
	Mid West Stafford Market Towns Partnership


	A joint Parish Plan for five parishes.


	Rural evaluation work



	Vital Signs: Vital Villages SRB interim evaluation
	Warwickshire and Worcestershire Rural Partnership
	Interim evaluation of the innovative Vital Villages SRB5 Programme supporting rural businesses and communities.

	Much More Than Trees 2
	The National Forest Company


	A social and economic impact review of The National Forest initiative. (Winner - Most Effective Evaluation, RegenWM 2004 Awards).

	Forest of Mercia Forest Plan Review
	Forest of Mercia
	A five year review of the Forest Plan, including landscape assessments and funding needs and approaches.

	Be Your Own Boss, Leonardo da Vinci Project
	European Commission/Stoke-on-Trent City Council
	Evaluation of a transnational training development project that is partly focused on business development in rural areas.  Partners are based in UK, Lithuania, Poland, Greece, Czech Republic, Denmark and Bulgaria. 

	Skills and Training Review in Leominster and surrounding area
	Advantage West Midlands
	Evaluation of skills needs and training provision in Leominster and the surrounding area, focused mainly on employer views and experiences.

	Burntwood Chase Partnership
	Burntwood Chase Partnership
	Interim and final evaluations of the SRB Programme, including a review of baseline position and extensive consultation with stakeholders and beneficiaries.

	Leek and Cheadle Market Towns Final Project  Appraisals
	Staffordshire Moorlands District Council
	Final appraisals of projects funded under the Leek and Cheadle Market Towns Initiative, to verify information submitted by lead organisations and highlight and seek resolution to outstanding issues at the conclusion of the programme.

	Business consultation and research



	Entrepreneurial Futures


	Advantage West Midlands
	An investigation of the factors influencing small business formation and development in the North Staffordshire Partnership area.

	The local economy of the Cannock Chase AONB
	Cannock Chase AONB Team
	The development of a business database and analysis of the AONB local economy.

	Business monitoring of the Staffordshire visitor economy
	Staffordshire Destination Management Partnership
	A research project to monitor the trends in the visitor economy in Staffordshire, involving interviews with up to one hundred businesses on a bi-annual basis.

	Rural Tourism Futures
	Staffordshire Rural Economic Forum


	A research project to assess the needs and potential of tourism-related SMEs in rural Staffordshire.

	SME development in the tourism sector – Ivanovo, Russian Federation
	European Commission
	Skills and business development work with Russian SMEs to support their successful accession into the market economy.

	Business Centres evaluation
	North East Derbyshire District Council
	A stakeholder based evaluation of the Coney Green Business Centre Phase 2 and Westthorpe Innovation Centre, including extensive tenant consultation and an analysis of workspace demand and the processes on movement to the Centres.

	Focus Firms Survey – Stafford
	Stafford Borough Council
	Face to face survey of fifty businesses in Stafford Borough as part of the economic analysis and mid term evaluation of the Stafford Borough Economic Strategy.

	Be Your Own Boss evaluation


	Project partners/Stoke on Trent City Council
	Evaluation of a European funded project that aims to improve enterprise and start up activity across seven regions in Europe, including partners from the UK, rural Denmark, Lithuania, Greece, Bulgaria, Poland and rural areas in the Czech Republic.


Contact details

Centre for Economic and Social Regeneration
Tel: 01785-353472/353583

@ Staffordshire University
Fax: 01785-353551

BL087, Blackheath Lane
Mob: 07771-847217


Beaconside
Email: r.m.ball@staffs.ac.uk
Stafford ST18 0AD       
          s.knight@staffs.ac.uk


Website: www.staffs.com/cesr

9.0 APPENDIX 2:  The Current Landscape - The View from the Ground 
9.1 Introduction

154. The economic success of Oxfordshire’s market towns is dependent on a number of stakeholders. This chapter provides a brief introduction to these stakeholders alongside their strategic action plans where appropriate. 

155. The chapter covers the four District Councils that have market towns within their geographic boundaries. It also introduces stakeholders that work across Oxfordshire: Oxfordshire Rural Community Council, Oxfordshire Town Chambers Network, Business Link, Oxfordshire Economic Partnership and Oxfordshire County Council.

9.1.1 Regional Strategies

156. In order to provide a framework for the view from the ground, it is useful to recognise regional strategies.

157. The South East Plan is produced by the South East of England Regional Assembly (SEERA).  It provides a framework for the region until 2026 by bringing together policies for development with other policies that influence the nature and function of places.  Relevant policies for Oxfordshire’s market towns are as follows:

· Planning for the development of strong economic networks and business clusters, especially in major urban areas;

· Providing a good range of employment sites and premises to reflect economic needs;
· Giving high priority to improved skills training and re-training;
· Positively promoting the provision of technology-enabled development and suitable sites, premises and facilities;
· Addressing economic underperformance along the coast and supporting continued dynamism of the best performing parts of the region;
· Providing accessible, attractive and vibrant town centres as a focal point for development of a mix of uses;
· Highlighting a new network of towns and cities is set out in the Plan, where development will be encouraged;
· Discouraging further large-scale out-of-centre regional shopping centres and only allowing new out-of-centre retail sites in exceptional circumstances.
158. The South East of England Development Agency’s Regional Economic Strategy (RES) defines the region’s priorities and targets that address the challenges, and secures the benefits, of the region’s economy for all who live and work in the South East.  For instance:

· stimulate enterprise and nurture new and existing businesses based on good market intelligence, making use of networks, collaborations and co-operatives, centres of excellence and hubs of specific activity based on best practice models;

· recognise the importance of micro businesses and home-based businesses, the major contribution made from the voluntary sector and the potential for social enterprise;

· develop new models for collaboration of service delivery in rural communities;

· target new employment activities where there are recognised concentrations of rural deprivation

· support small rural towns to become ‘capitals’ of their surrounding hinterlands.

9.1.2 Oxfordshire-wide Strategies

159. The Economic Development Strategy Oxfordshire 2006-16 is produced by Oxfordshire Economic Partnership (OEP) to deal with four main issues: the international environment, the business environment, skills development, and infrastructure.  OEP is in the process of refreshing this strategy and recognises market town centre vitality as a high priority.
160. Oxfordshire 2030 is a partnership plan which addresses the process of how to respond to the challenges which Oxfordshire will face over the next 20 years.  The following strategic objectives are relevant to the development of Oxfordshire’s market towns:

· A World Class Economy: To build on Oxfordshire’s vibrant economy and make sure that everyone has an opportunity to be included in that success.  

· Healthy and thriving communities: Oxfordshire is a great place to live for most but not all, and we need to tackle crime, anti-social behaviour, health inequalities, lack of housing and congestion and respond effectively to the demographic challenges we face over the next 20 years. We also want our City, market towns and villages to be communities with a heart.

9.2 Oxfordshire County Council

161. Oxfordshire County Council’s overall strategy for economic development envisions the development of a high-wage, high-skill, high-value-added economy which protects and enhances the quality of life of residents.  

162. Oxfordshire County Council works through a number of teams and different people to liaise with and support market town development.  Economy, Spatial and Climate Change Team, the Research and Intelligence team and the Partnerships Working team. County Councillors and those involved with the Place Agenda also have a role to play. These roles are discussed further below.

9.2.1  Economy, Spatial and Climate Change Team 

163. Within Oxfordshire County Council the delivery of economic development functions has been seconded to the Oxfordshire Economic Partnership where Helen Ryan-Wallis is leading on market town issues. 

164. David Waller, the manager of the Economy, Spatial Planning and Climate Change (ESCC) team is the contact within OCC.  

165. OCC are currently funding the ‘Oxfordshire Towns, Thriving Economies Grant Fund’. This is managed in partnership with the Oxfordshire Economic Partnership and the Oxfordshire Market Towns Network (OMTN).  They expect to fund mainly revenue projects which aim to improve towns’ vitality and viability by developing economic opportunities for business, resident and tourist communities.  

9.2.2  OCC Research and Intelligence Team

166. The Oxfordshire County Council Research and Intelligence team is led by Fiona Mullins.  The team has a wide array of statistical evidence on Oxfordshire and can point people to other data sources.  

167. Much of the available evidence is at a county, district or ward level but some data is available at a very small area level such as by postcode and this can be used to build our understanding of market towns. 

168. The team has a strong emphasis on evidence for localities and is working to augment small area data to support this. However, some of the data that would be useful for market towns and other small area localities would require local surveys to be commissioned or proprietary datasets to be purchased.

9.2.3  OCC Partnership Working Team

169. The Partnership Working team is the County Council lead for community-led planning, which includes market town healthchecks and action planning. Kathrin Luddecke is the key officer for market towns in the team.

170. The team recognises that supporting communities in developing and delivering successfully involves partnership working with the District Councils and the voluntary and community sector. The Partnership Working team is represented in the quarterly meetings of OMTN. The team also speak to colleagues in the districts, mainly the Economic Development Teams, if a particular issue or project arises regarding a market town. 

171. OCC Members are involved in local market town partnerships. Many of these were introduced in the context of the South East of England Development Agency (SEEDA) healthchecks, for instance, in the work of Bicester Vision. 
172. The Place Agenda, for which Cllr Tilley is the portfolio holder, sits under the umbrella of the county council’s closer to communities strategy. This agenda, together with community-led planning, includes concern for the development of market towns. 
173. Heads of services have become involved in individual places often on the basis of particular projects of greater significance. For instance, Chris Cousins’ involvement with Wantage and Grove or Steve Howell’s involvement in Abingdon. 
9.3 Oxfordshire Economic Partnership

174. The Oxfordshire Economic Partnership (OEP) has developed an Oxfordshire-wide economic strategy for 2006-2016.  OEP’s vision is “to realise Oxfordshire’s potential as a pioneering, productive, world-class economic sub-region…through developing its capacity for innovation, business and personal development, research and education, and the effective management of its high quality environmental assets.”

175. OEP has recognised that Oxfordshire's market towns can play a huge part in achieving the County's wider economic objectives, such as encouraging entrepreneurship, protecting the environment, spreading innovation and best practice, and developing skills.

176. In OEP, Helen Ryan-Wallis is the lead on market towns and their economic development.  She is involved with OMTN and helps manage the ‘Oxfordshire Towns, Thriving Economies Grant Fund’ in partnership with ESCC and OMTN.   She is also the economic advisor and co-manages the Plastic Bag Free Towns funding scheme with OCC’s Waste Management team which enables towns to promote local shops, and to cut plastic bag use.
9.4 Oxfordshire Rural Community Council

9.4.1  What is ORCC?

177. Oxfordshire Rural Community Council (ORCC) is one of 38 rural community councils (RCCs) in England.  Each is an independent, county-based organisation. All RCCs are linked together through their national organisation (ACRE).  The eight RCCs in the South East - including ORCC - are members of the network of South East Rural Community Councils (SERCC). 

178. ORCC aims to improve the quality of life for those who live or work in rural Oxfordshire by helping to create:-

· Strong, vibrant and active rural communities across Oxfordshire

· Effective rural community action initiated and led by local people themselves

· Access to key services for all individuals and groups in rural communities

· Empowerment, equality and inclusion for everyone in rural communities

· Policies and programmes that are influenced by the needs of rural communities

· Sustainable and long term social and economic improvements in rural communities 

179. In November 2004, ORCC agreed to both administer and act as the Accountable Body for the Small Rural Towns Programme in Oxfordshire. This role includes employing the Market Towns County Coordinator. The Oxfordshire Market Towns Network was established to work with ORCC on this programme. Membership consists of the four District Councils with market towns, OCC, OEP and Businesslink.  

180. ORCC is a member of the South East Rural Towns Partnership (SERTP) and is a member of the management team of that Partnership. SERTP is a regional partnership representing eight counties in the South East. SERTP reports directly to, and is funded by, SEEDA. 

181. ORCC are also administering the Oxfordshire Towns Grant fund on behalf of Oxfordshire County Council and Oxfordshire Economic Partnership.

9.4.2  High level strategies relevant to market towns

182. High level strategies are agreed through SERTP and ORCC’s contract with SEEDA for the Small Rural Towns Fund. 

183. For 2008-2011 the agreed SERTP aims are: 

· To champion European, national, regional and local recognition of the strategic importance of rural towns in the South East as a focus for sustainable development in the countryside.

· To support local communities and funding agencies in securing and administering funds for researching and implementing actions that meet and embrace socio-economic changes in small towns

· To encourage small towns to develop community-led local action plans for sustainable development both in and around towns 

· To build on the existing network with strategic links with all those working at local, regional and national levels.

184. Under ORCC’s contract with SEEDA, it is responsible as the Accountable Body for the Small Rural Towns (SRT) Programme. In particular, it must provide evidence of outputs and monitoring information to SEEDA and SERTP and ensure that a fair and equitable appraisal process is carried out.

185. The Accountable Body employs a County Co-ordinator to work with small rural towns and the local partnership.  ORCC only receives enough funding to employ a County Co-ordinator for two days a week at present. This funding is to run the SRT programme. Market towns that are in need of expert advice and help or are not part of the SRT programme may not be receiving this, due to lack of capacity.   

9.5 Oxfordshire Town Chambers Network

186. OTCN Ltd is a not-for-profit limited company and the driving force behind the Oxfordshire Town Chambers Network, a communications network for town chambers and other similar business groups across Oxfordshire. The Network currently has 21 member groups with 1,400+ member businesses between them and also links six events networks. 

187. OTCN has no core funding but is attracting some project funding from a variety of organisations. It works with business leaders in all of Oxfordshire’s towns and has a portfolio of initiatives it is working on. These include a retail diagnostics programme for small independent retailers, a free commercial waste audits programme with OCC and Environmental Information Exchange at Oxford Brookes, and a customer services training for students programme (piloted at Wallingford School). 

188. It runs a number of initiatives to help promote business in Oxfordshire’s towns including hosting an exclusive Xmas Lights Switch On Events listing, promoting member organisation’s web presences, running a new member promotion for newly-signed members businesses of its 21 groups, and a member-2-member offers service. 

189. It has created ‘How to…’ guides to help towns run projects already delivered by colleagues in other towns and a pioneering online shopper’s guide (for Witney). These were enabled by a grant from Oxfordshire County Council.  It founded the Witney Town Centre Forum and is currently working directly with local council, business and community partners in Abingdon, Wallingford, Headington and North Parade (Oxford). It has also developed a specialism in strengthening links between business and secondary schools, building on its report called ‘Promoting Enterprise Education’.

9.6 Business Link

190. Business Link is a service which helps companies or individuals who are thinking about starting a business, already run a business that wants to grow, or those who want advice about the issues, challenges or opportunities their business is facing.  

191. Business Link is co-ordinated nationally, but service delivery operates at a regional level through Regional Development Agencies in England.  Business Link South East is funded by SEEDA.  

192. Business Link does not differentiate between geographies; it works and supports business development in both urban and market towns.  In Oxfordshire, Phillip Wootton, Partnership Manager, attends the Oxfordshire Market Towns Network.  

9.7 Cherwell District Council

9.7.1  The Team

193. In Cherwell District Council, the majority of the work undertaken around economic development in market towns is within the Economic Development and Estates Team.  The Economic Development side of this team provides advice, guidance, information and contacts to new and existing businesses in the area and those seeking to relocate to the Cherwell District.  The Estates Team provides a commercial letting service and an estate management service for Council owned land and property portfolio within the area. 

9.7.2  Strategic View

194. The Economic Development team contributes its strategic vision through various publications.  High level strategies which are directly relevant to market town development within the Cherwell District can be found in: 

· The Council’s Local Plan 2011 (LP), specifically in the sections on employment and town centres, urban renewal and local shopping.  The Local Plan is in the process of being replaced by the Local Development Framework from 2010 to 2026; 

· The Cherwell Community Plan 2016 (CP), which broadly connects the changing needs of Cherwell’s local communities, particularly to ‘Promote prosperity and a sustainable economy: a diverse, skilled, high-wage, high employment economy with a strong hi-tech sector, good transport links and sound infrastructure’ and an ‘Urban focus: develop the unique characters of Banbury, Bicester and Kidlington and engender a sense of pride, belonging to the community, and heritage’;

· The Cherwell Economic Development Strategy 2007-2011 (EDS), which finds its main source of inspiration and goals from the Cherwell Community Plan.   
195. The following key high level strategies stem from a selection of objectives from these three papers:
1) To encourage the development of high value-added, new technology business in the District as part of a diverse economy;

2) To promote a positive, high quality image for the District;

3) To pursue a partnership approach to economic development working closely with the local business community and other representative bodies to implement SEEDA’s strategy;

4) To ensure the creation and maintenance of the business infrastructure required to support a sustainable economy;
5) To ensure the supply of skills and experience meets the needs of employers;
6) To ensure good access to quality employment across the District;

7) To maintain excellent connections, both physical and virtual, to surrounding economies and markets;

8) To provide local infrastructure to match urban growth and community needs, fill identified gaps in local amenities and service provision, and encourage diverse and vibrant retailing in our urban centres;

9) To develop the distinctiveness and strengths of each centre, to create unique centres with broader appeal.

9.7.3  Cherwell’s Market Towns

196. The team has envisioned actions for its 3 largest market towns: Banbury, Bicester and Kidlington.  However, according to SEEDA’s criteria, only Kidlington would be considered a market town.  

197. On reflection of the SEEDA list of market towns, the District think it is more relevant to their larger villages, such as Hook Norton, Deddington, Adderbury, and Bloxham, which are covered by Cherwell District Council’s rural strategy.  

198. CDC has highlighted the prosperity of all 3 of its market towns, in terms of investment in environmental improvements, and in promoting retail development in particular. The District also has substantial property interests in Banbury and Bicester town centres. 
9.7.4  Banbury

199. Banbury is the largest settlement in Cherwell, with a population close to 50,000, having experienced considerable growth since the opening of the M40 in 1991.  

9.7.4.1 Banbury’s Partnership Status 

200. CDC has completed a draft strategy for Banbury. This has not yet been adopted and requires further input and amendments from the Town Centre Partnership.  

201. The partnership consists of the Town Council, the District Council, the Chamber of Commerce and the Police and focuses on day-to-day operational issues.

9.7.4.2  Banbury’s Strategic Vision

202. Banbury’s vision is detailed in the Cherwell Community Plan 2016:

1) increasing pedestrianisation of the centre;

2) improving bus and pedestrian access to the train station; 

3) increasing opportunities for regeneration, particularly for the canal-side area;  

4) improving Banbury’s employment balance by increasing business development, particularly through the establishment of Small and Medium Sized Enterprises (SMEs);  

5) ensuring such jobs must be easily accessible and business developers must produce transport impact assessments.   

9.7.4.3  Banbury’s Action on the Ground

203. The opening of the Castle Quay shopping centre in 2000 and retail developments at Cherwell Street / George Street in 2003 have allowed the central area of Banbury to be enhanced as a focus for commercial, social, cultural and administrative activity.  Attention has also been given to improve environmental and traffic management schemes, restoration / re-use of historic buildings and improved use of People’s Park.  

9.7.5  Bicester

204. Bicester has grown rapidly since 1991, due to rapid housing developments. It now has a population of around 30,000.  

9.7.5.1  Bicester’s Partnership Status 

205. Recognition of the lack of partnership working led to the formation of the Bicester Vision Group, which encompasses all three tiers of Local Government alongside local business interests.  

206. This group is young, but has played an important role in promoting the town and pushing forward future growth initiatives, including the regeneration of its town centre, and instigating an environmental improvement scheme in the Market Square.   

9.7.5.2 Bicester’s Strategic Vision 

207. Bicester’s vision for the future development of the town from the Economic Development Strategy is:

1) To bring forward a major town centre development to provide a new food store, a multi screen cinema, a new civic building incorporating a library, and further shopping. Sainsbury’s have been appointed as the Council’s partner to deliver this scheme;

2) To see an increase in science and technology based businesses;

3) To increase the breadth of the town’s knowledge economy to encompass other areas of innovation and creativity.

9.7.5.3  Bicester’s Action on the Ground 

208. SMEs are being encouraged into the area through the existing Innovation Centre and there have been considerable retail developments recently through the establishment of Bicester Village, retail warehousing at Launton Road, and the Tesco superstore.  However, these shops have been less successful in bringing people into the town centre.

9.7.6  Kidlington

209. Kidlington’s development is different to Banbury and Bicester in that the approximately 17,500-sized settlement is dominated by Oxford.  A large number of Kidlington’s residents also view the place as a village rather than a town.  

9.7.6.1 Kidlington’s Partnership Status 

210. CDC has worked with the Village Centre Management Board, a grouping of officers and Members from all 3 tiers of Local Government, alongside some business and other public service representation, to consider what is deliverable for the community.  
211. The group has also produced an unofficial strategy with the funding they received from SEEDA, which addresses issues of street furniture, retail and lighting, and is work on pedestrianising Watt Way.
9.7.6.2 Kidlington’s Strategic Vision 

212. Kidlington’s vision from the Cherwell Community Plan includes:

1) A permanent site for the weekly market and improved short term car parking; 

2) An urban design framework for the village centre to guide future developments; 

3) A car parking study to identify needs of shoppers and workers; 

4) Securing the planned railway station. 

9.7.6.3 Kidlington’s Action on the Ground 

213. The village centre is largely based around its High Street, where the majority of its retail services are located.  There is one superstore located at the southern end of the village. However, the Council has refused to permit any further proposals for food superstores as they would have “a severe adverse effect on the vitality and viability of Kidlington shopping centre as a whole” (LP). 

9.8 South Oxfordshire District Council

9.8.1  The Team

214. At South Oxfordshire District Council (SODC), market town strategy and development sits within the Economic Development Team of the Leisure and Economic Development service.  This team focuses on economic success and environmental and cultural sustainability.  One of the team’s key actions is ‘support for market towns in developing and implementing plans for their centres’.  

9.8.2  Strategic Views 

215. SODC has chosen a ‘selective approach’ to economic development “in recognition of the fact that unrestrained economic growth would have severe consequences for the environment of the district, would place additional demands on the infrastructure of the area, in particular the transport network, and would create a demand for more housing to accommodate the workforce.” (LP, p103).  These themes are also woven into South’s key strategic documents:

· The Sustainable Community Strategy (SCS), with the section on the economy proving particularly relevant;

· The South Oxfordshire Local Plan 2011 (LP), which has chapters on the economy, town centres and three of the market towns – Henley, Thame and Wallingford.  The Local Plan is in the process of being replaced by South Oxfordshire’s Local Development Framework in 2009;

· The South Oxfordshire Shopping Study (SOSS), which focuses on the notion that shopping is a critical area for market towns as the retail experience underpins their economies.
· The South Oxfordshire Market Town Strategy (MTS) which supports the Sustainable Community Strategy, and two of the District’s strategic objectives: to maintain and improve the economy; and to maintain and enhance the environment.  This strategy was compiled after comparative work was done with Northumberland County Council and the Northumberland Strategic Partnership.   
216. The following key high level strategies stem from a selection of objectives from these papers:
1) vibrant and thriving economies in villages and market towns;

2) an environment that supports ‘home-grown’ businesses and their growth and development and attracts businesses into the district;

3) sustainable balance of business growth, new jobs and environment;

4) increased inward investment;

5) a skilled and motivated workforce matched to local business needs and opportunities;

6) developing individual action plans for each market town, redeveloping key sites within the towns such as the former Waitrose site in Wallingford, and encouraging inward investment;
7) improve competitiveness through projects to improve parking, address visitor development and traffic management and pedestrianisation;
8) improve quality of offer through improvements to streetscape, developing town centre plans, realising potential of heritage and creating new facilities for young people;
9) increase consumer-friendliness through improving toilets, cycle access and footpath networks, and enhancing facilities for usage of River Thames.
9.8.3  South Oxfordshire’s Market Towns 

217. South Oxfordshire contains 8 market towns; Benson, Berinsfield, Goring, Henley-on-Thames, Thame, Wallingford, Watlington and Wheatley.  

218. SODC are concentrating their initial efforts on Henley, Thame and Wallingford.  Each of these three towns have begun the healthcheck-action plan process and partnerships have been created to achieve the goals in these plans.  

219. Consultancy work has revealed, in the Lockwood and Civil Trust reports, that quality, competitiveness and consumer-friendliness are three key, interconnected areas necessary to resolve in each of these three towns. “Improvements in competitiveness will support the aim of making our market towns more welcoming destinations for locals and visitors alike. The theme of quality recognises the importance of providing an offer which will draw people into the towns, enhance their experience and ensure that they return. The emphasis on consumer-friendliness is similarly critical to the continued economic wellbeing of the towns.“ (MTS) 

220. The locations of Thame and Henley are unusual in that both towns straddle the boundaries of other counties. SODC is keen to investigate partnership working within and between districts and counties, to help overcome obstacles such as these.  

9.8.4  Henley

221. Henley is the largest market town settlement (c. 11,000) and has the largest amount of spending in the district (LP).  

9.8.4.1 Henley’s Partnership Status 

222. The town has a partnership, which was created as a self-supporting enterprise for the town, made up of businesses, community groups and individual members.  

223. The Henley Partnership worked with SODC and the Town Council to create the Henley Action Plan in April 2004.

9.8.4.2  Henley’s Strategic Vision

224. Henley’s partnership has proposed the following relevant strategic objectives:

1) Improving traffic access, movement and parking.

2) Promotion of the range and quality of shops, services and other attractions.

3) Improving the quality of the local environment. 

4) Facilitating the success of enterprises in the centre of town. 

5) Improving and promoting the enjoyment of visiting the town and its surrounding areas. 

6) Creating new marketing initiatives to keep Henley on the map.

9.8.4.3  Henley’s Action on the Ground

225. Henley’s economy is largely based on retail.  However, it has been advised by the SOSS to resist proposals for out-of-centre shops and retails warehouses in order to try and stem a noticeable decline in trade of its specialist shops.  The town has also been trying to match its air quality targets through traffic management measures.

9.8.5  Thame

226. Thame is on the eastern border of Oxfordshire and is South’s second largest market town with a population of around 10,000.  

9.8.5.1  Thame’s Partnership Status 

227. Thame has a partnership which was established in 2004; 21st Century Thame was created by representatives from the local community, local businesses and district/town council members and officers.  

228. The process of completing the healthcheck has allowed the community of Thame to have a say in influencing the town’s future direction.  A number of projects have been instigated through the partnership.

9.8.5.2  Thame’s Strategic Vision

229. Thame’s partnership has influenced the strategic vision for the town:

1) To increase the economic, social and cultural vitality of the town;

2) To improve communications in and around Thame;

3) To improve social, cultural and recreational facilities for all ages;

4) To protect and enhance the town’s natural environment;

5) To promote an efficient and sustainable transport system.

9.8.5.3 Thame’s Action on the Ground

230. Like Henley, Thame’s economy is predominantly based on retail, with a number of unique, specialist shops.  The town also has the advantage of having 600 free parking spaces. 

9.8.6  Wallingford

231. Wallingford has a population of 8,000 people and a strong historical legacy.

9.8.6.1  Wallingford’s Partnership Status

232. The Wallingford Partnership is an independent group of local residents, local authorities, community organisations and businesses.  The Partnership has a number of aims to improve the town’s environment for both residents and visitors.  They are in the process of putting together a bid for SEEDA funding and completing an action plan.  

9.8.6.2  Wallingford’s Strategic Vision

233. The Civic Trust Regeneration Unit made the following proposals in 2005 about revitalising the town centre:
1) making the centre work – improve traffic management, parking and provision for pedestrians
2) a new retail attraction – redevelopment of the old Waitrose site to enhance the south side

3) Market Place hub – improve the ‘offer’ of the Market Place to make it a real focal point

4) history town – build upon the historic qualities of the town and promote these to improve visitor numbers
5) quality town – enhance the streetscape and ‘identity’ of Wallingford

6) managing the future – work in partnership to achieve cohesive initiatives and a holistic approach.

9.8.6.3  Wallingford’s Action on the Ground

234. The Civic Trust report – ‘Wallingford Town Centre, the Future: Vision Strategy and Action Plan’ found that between 2004-5 80% of businesses suffered a decline in trade; the arrival of Waitrose in particular had hit small businesses badly.  The shop is attracting more people to the town, thus increasing congestion, but the town is not attracting people to see other shops or sites of interest it contains.  
9.9 Vale of White Horse District Council

9.9.1  The Team

235. At the Vale of White Horse District Council, market town development sits under the Economic Development Team in the Planning & Community Strategy service area of the Council.  The work of this team covers support for the Vale’s economy, including the vitality of market towns and the rural economy.  

9.9.2  The Strategic View

236. The District Council views market town economic vitality as very important to the quality of life of the Vale’s residents. This importance is evident in its key strategic documents:

· The Vale Community Strategy (2008-16), which focuses on the economic, social and environmental well-being of the Vale and identifies key priorities for action which will help secure future wellbeing.   Part 8 of this strategy is of particular relevance to market towns; ‘Maintenance of high and stable levels of economic growth and employment’.
· The Vale of White Horse Local Plan 2011 contains seven aims, one of which is “to encourage a strong and sustainable local economy which is beneficial to all who live in, work in, or visit the Vale.”  This plan’s key chapters are ‘The Economy of the Vale’ and ‘Shopping and Town Centres’.

· The Local Plan is to be superseded by the Local Development Framework (LDF). The LDF is currently in draft form and is being consulted on. It links closely with the Community Strategy and provides a more up to date view on spatial planning.

237. The following key high level strategies stem from a selection of objectives from these papers:
1) to ensure a good range of sites and premises are available for business through monitoring the amount, locations and marketability of sites identified for development and assess whether additional land should be made available;

2) to ensure that the main settlements of Abingdon, Botley, Faringdon, Grove and Wantage are attractive places for living, working and pursuing leisure interests;

3) to seek vitality in each of the town centres;

4) to decrease traffic congestion and improve cycle and pedestrian access;  

5) to focus on regenerating retail in the town centres, with an emphasis on benefiting the evening economy through restaurants, bars and leisure facilities;

6) to retain and develop a wide range of attractions, uses and amenities; 

7) to create and maintain an attractive environment; 

8) to attract continuing investment in development or refurbishment of existing buildings;

9) to better publicise car parks, and enabling pedestrian access from these car parks into the centres.

9.9.3  Vale’s Market Towns

238. The Vale has five settlements classed as market towns; because they provide a range of important services for local residents. The towns are Abingdon, Wantage, Grove, Faringdon and Botley.  However, Abingdon is not considered to be a market town according to SEEDA’s criteria.

9.9.4  Wantage & Grove

239. Wantage and Grove together form the second largest population centre in the Vale (Wantage 9,767 and Grove 7,845 at the time of the 2001 Census). Current planning policies indicate that there will be significant housing growth in Wantage and Grove (an additional 3,400 houses are proposed).

240. Many residents travel out from the towns to their employment, with the majority of local employment focused on several major companies (Autotype, Williams F1, Seal and Crown Cork) and Harwell Science and Innovation Campus and Milton Park.  Both of these towns are considered as market towns by SEEDA and are thus able to apply for a grant from the Oxfordshire Market Towns Fund.

9.9.4.1 Wantage & Grove’s Partnership Status

241. Wantage has a Joint Economic Forum (JEF), which draws members from Wantage Town Council, Wantage and District Chamber of Commerce and the Vale of White Horse District Council.  

242. The JEF provides a space for the district and towns councils and the local town chambers to meet and discuss town vitality.  Wantage and Grove are carrying out a joint market town health check. The survey and planning work involves volunteers from the local community helping to ensure that the health check and resultant action plan reflects the nedds of local residents. As the health check relies on voluntary effort the health check process has taken approximately three years to complete but an action plan has been drafted. 

243. The JEF is conscious of the time the process has taken but it did not want the action plan to have a top down approach so it has spent time advertising its meetings and inviting other parties to contribute to the healthcheck.  

9.9.4.2  Wantage & Grove’s Strategic Vision

244. Strategies relevant to Wantage’s development, as stated in Vale of White Horse Local Plan 2011 (which is in the process of being replaced by the LDF):

1) to retain significant existing major business sites in the Wantage and Grove area to ensure that its current economic base is maintained into the future;

2) to develop a wide range of attractions, uses and amenities in the town centre;

3) to create and maintain an attractive environment;

4) to attract continuing investment in development or refurbishment of existing buildings;

5) to support the role of the town’s centre as the social and commercial heart of Wantage and as an important centre for a wider hinterland, including Grove.

9.9.4.3 Wantage & Grove’s Action on the Ground 

245. The Market Place is considered to be the heart of the primary shopping core of the town. The district council has recognised that the employment base of Wantage and Grove should be protected and where possible widened.  

9.9.5  Abingdon

246. Abingdon, is the largest individual market town in the Vale, with a population of more than 30,000 at the time of the 2001 Census.  It is situated 6 miles south of Oxford, just off the A34 and it is the Vale’s main town.  However, Abingdon is not recognised to be a market town by the SEEDA criteria.

9.9.5.1  Abingdon’s Partnership Status

247. For the last 12 years, Abingdon has had a Joint Economic Forum (JEF) which has helped highlight that the town’s economic needs and has allowed partners to be more proactive about promoting its positive aspects and services.  
248. Currently the JEF is working to improve the vitality of the town centre and has representation from the District Council, Abingdon Town Council and Abingdon Chamber of Commerce.  The current JEF members have agreed that a broader partnership could be more effective if the County Council and larger businesses in the town were involved. Discussions are taking place on the purpose and structure of the new partnership and the County  Council is represented by Councillor Tilley and Steve Howell (Head of Transport). A part-time co-ordinator has been appointed on a consultancy basis to bring together key partners.  The Bicester Vision model has been discussed and is being adapted to meet Abingdon’s  particular circumstances.
9.9.5.2  Abingdon’s Strategic Vision

249. An Abingdon action plan will set the vision of the Partnership.  The Plan is still being drafted but will cover the following: 

1) Helping traders to work individually and collectively on a major ‘business improvement’ drive thus playing their part in making the town centre retail and hospitality offer more attractive and to make sure that they are best placed to benefit from the additional footfall that the wider town centre vitality plan can be expected to bring;

2) Identifying what linkages are possible with the Tesco and Waitrose stores, the retail park and schools sector and how these linkages might be achieved;
3) Continuing the Market Place events programme and enhancing it;
4) Tackling inaccurate perceptions of the abnormal traffic congestion;
5) Improving the street scene. 
9.9.5.3  Action on the Ground

250. The JEF has recently produced and distributed an ‘Abingdon Shoppers’ Guide’ to highlight the range of businesses and services available in the town centre. The District Council has re-opened negotiations on the future of the Bury Street Precinct, the Town Council is seeking to refurbish and improve the town museum and the County Council is continuing to implement a programme of traffic management measures. 

9.9.6  Faringdon

251. Faringdon is the district’s smallest market town (population 6,187 at the time of the 2001 Census), situated in the far southwest of the county, with easy excess to Swindon and the M4. 

9.9.6.1 Faringdon’s Partnership Status

252. The Faringdon Joint Economic Forum (JEF) was established to improve the vitality of the town centre. The Forum is made up of representatives of the Vale of White Horse District Council, Faringdon Town Council and Faringdon Chamber of Commerce. County Councillor Heathcoat attends as an observer and JEF members would like the County Council to become a full member.  

253. The Faringdon Area Project (FAP) was formed to take forward the market town healthcheck for Faringdon. It has recently published a review of the healthcheck. 

9.9.6.2  Faringdon’s Strategic Vision

254. Faringdon has had much of its vision set out in its Healthcheck Action Plan, including:

1) To support existing businesses, to encourage the development of new businesses and to encourage a thriving economy within Faringdon;

2) Environmental enhancements for Faringdon Market Place;

3) To increase the regularity and scope of bus services to towns and villages around Faringdon;
4) To promote the town as a tourist attraction and an attractive centre for local shopping;

5) To attract visitors and encourage a thriving tourist industry within Faringdon;

6) To encourage healthy, safe and affordable transportation both within the town centre and between the town centre and surrounding villages.

9.9.6.3  Faringdon’s Action on the Ground

255. The town made a name for itself at the beginning of the 21st Century when it was given Beacon Town status and it became a pilot and exemplar for the healthcheck process (at the time promoted by the Countryside Agency now promoted by SEEDA). The health check facilitated Market Place enhancements, a local food initiative and the establishment of a centre for businesses in the early stages of growth.  

9.10  West Oxfordshire District Council

9.10.1  The Team

256. West Oxfordshire District Council (WODC) places market town development under its Economic Development Team, which aims to encourage enterprise and diversification in the local economy.  They see their role to be a practical outworking of WODC’s aims, values and vision through:

· Providing support for new and existing businesses 

· Encouraging rural economic and community development 

· Promoting of specific business sectors including tourism 

· Seeking improvements in transport and communications. 

· Monitoring the development of the local economy 

257. The key officers who are working with market towns in West are in the Business Development and Rural Development Teams, within the wider Economic Development Team.  

9.10.2  Strategic Views

258. The key strategies relating to the local economy of market towns are found in:

· West’s Economic Development Strategy 2004-2007 (EDS).  (Although this is outdated)
· A Sustainable Community Strategy for West Oxfordshire (SCS) which demonstrates the general growth of the District’s economy alongside its communities.  
· West Oxfordshire Local Plan 2011 (LP) picks up on the themes of business, employment, tourism and retail particularly in the chapters on employment and town centres and shopping.  It reflects the importance of planning policy and development control.  West’s Local Development Framework is under development and it’s core strategy will replace that of the Local Plan and will cover up to 2026.  

259. The following key high level strategies stem from a selection of objectives from these papers:

1) To enhance the character and improve the environment of the main town centres and to increase their attraction to all users;

2) To maintain and improve where possible the overall range and quality of the districts shopping facilities but to resist proposals that would damage the vitality and viability of existing service centres and measures to improve them;

3) To provide a wide range of sites and buildings in suitable locations in order to assist in maintaining a healthy local economy with a diversity of job opportunities to match the skills available throughout the district;

4) To provide a local economy that includes a large contribution from home-based businesses and home working;

5) To ensure a variety of shops and other retail outlets in all the towns and villages where it is feasible to maintain them, while keeping their independence and unique nature;

6) To offer a prosperous and sustainable income into the local economy through tourism;

7) To work with OEP to make sure there is a full range of support to local businesses;

8) To increase the number of towns and villages carrying out community-led planning;

9) To provide greater investment in community development.

9.10.3  West’s Market Towns

260. West Oxfordshire has 7 market towns: Witney, Carterton, Chipping Norton, Eynsham, Woodstock, Burford and Charlbury.  However, SEEDA does not include Witney in its list of market towns.  

261. WODC is keen to stress the individualism of each market town and that each must be addressed separately so their priorities and different dynamics are recognised.  They argue the key function of a market town is to provide services to its community and surrounding hinterland and that a market town’s economy should reflect the needs and desires of its people (EDS).  That said, WODC is encouraging its market towns to work in partnership with their key stakeholders.  

9.10.4  Witney

262. Witney is West’s largest market town, with a population of around 25,000. However, since Witney is not considered a market town by SEEDA it is not eligible to apply for SEEDA funding.    

9.10.4.1  Witney’s Partnership Status

263. Witney Town Centre Forum comprises representatives from District, Town and County Councils, the Chamber of Commerce, Witney Independent Traders Association, the Woolgate Shopping Centre, Waitrose, several small town centre businesses, Henry Box School and Abingdon and Witney College.  

264. The group is currently working through detailed street furniture and signage action plans and is currently developing a marketing plan for the town. 

9.10.4.2  Witney’s Strategic Vision 

265. Witney’s strategic vision is detailed in the Local Plan 2011 (which is in the process of being replaced by the LDF).  Some key points relevant to market towns are:

1) To achieve an appropriate balance between the number and type of jobs and the size and skills of the workforce
2) To provide for the expansion and relocation of existing local firms and to accommodate firms which need to be located in the area

3) To improve accessibility of facilities within the town, especially those within the town centre, for all people including those whose mobility is limited

4) To improve signage throughout the town to increase the flows both to and from the town centre and new shopping complex

5) To protect and enhance the vitality and attractiveness of the town centre

9.10.4.3  Witney’s Action on the Ground

266. The town is in the process of developing a new shopping complex (due to be completed in September 2009) while still staying aware of the needs of the older town centre and making sure it keeps up with the new commercial centre.  Issues surrounding traffic congestion due to the increase in number and use of vehicles which has been compounded by developments in the town have been recognised.     

9.10.5  Carterton

267. Carterton is the District’s second largest and newest settlement (only 100 years old).  It is adjacent to the RAF Brize Norton base which is highly important to the town.

9.10.5.1  Carterton’s Partnership Status

268. Carterton has a town partnership which won SEEDA funding, and has developed a new community centre. This centre was opened in February 2009 by HRH Princess Anne and integrates the two parts of the town.

9.10.5.2 Carterton’s Strategic Vision 

269. Carterton’s strategic vision is detailed in the Local Plan 2011 (which is in the process of being replaced by the LDF).  A key point relevant to this town is:

1) to secure planned comprehensive development of high environmental quality for housing, employment and ancillary facilities, well-related to the existing and future built up areas, through which major improvements to Carterton’s infrastructure and facilities can be achieved to the overall benefit of both existing and future residents;

9.10.5.3 Carterton’s Action on the Ground

270. Many businesses come to serve Carterton as a result of the RAF base.  The town centre has seen a considerable improvement in the range and quality of its facilities in recent years.  The town has also been awarded Beacon Status for its town centre developments.  

9.10.6  Chipping Norton

271. Chipping Norton advertises itself as ‘a gateway to the Cotswolds’ and is located in the middle of an Area of Outstanding Natural Beauty.  

9.10.6.1  Chipping Norton’s Partnership Status

272. Chipping Norton Town Partnership was established to undertake the projects identified by a consultative exercise that was undertaken on the town.  The partnership has the following objective: “The Town Partnership, as an active partnership of key organisations, aims to further develop Chipping Norton as a ‘Working Cotswold Town’, through the delivery of projects that will sustain the town and surrounding area as a vibrant community in which to work and live.”  This is the only town partnership with regular OCC attendance in WODC.

9.10.6.2  Chipping Norton’s Strategic Vision 

273. Chipping Norton Town Partnership has the following strategic objectives:

1) Marketing the Town - including the development of its website;

2) Developing an Enterprise Centre to support new and existing businesses; 

3) Working with young people;

4) Undertaking a Skills Audit and developing a strategy to meet the needs of local employers and employees.

9.10.6.3  Chipping Norton’s Action on the Ground

274. Chipping Norton completed a healthcheck in 2003, which led to the idea of setting up an enterprise centre, with the help of OCC funding, although this development might not succeed in the current economic climate.  Planning permission has been granted to build a new hospital, which will indirectly affect the economy as a result of the old hospital building being left vacant (creating the potential for attracting a new business to town).  

9.10.7  Woodstock

275. Woodstock is a small market town with a population of around 2,500.  It is located 8 miles north of Oxford.  

9.10.7.1  Woodstock’s Partnership Status 

276. Woodstock is in the early stages of a town partnership.  The town centre business campaign group – ‘Wake up to Woodstock’ – came to WODC with a very well thought out business plan; they raised a substantial amount of campaign costs themselves and were also given some funding from the district.  
9.10.7.2  Woodstock’s Strategic Vision 

277. The wider town partnership is still in early stages and is developing its vision.

9.10.7.3  Woodstock’s Action on the Ground

278. Wake Up To Woodstock’s work has attracted local town traders to promote the vitality of the town’s businesses and tourist attractions within its historic setting.  The school is involved with the partnership and the town is in the initial stages of going through the healthcheck process.  

10.0  APPENDIX 3: Available Data Series
	 
	 
	Source
	Dates available
	Geography available
	Detail

	Connection to urban city measured by:
	 
	 
	 
	 

	 
	Out-commuting
	Census (ONS)
	2001
	Ward
	Travel to work: mode and distance

	 
	Service use (mapped)
	OCC (licensed)
	Current
	County
	Mapped location of services

	Size of economy measured by:
	 
	 
	 
	 

	 
	Number employed in the area
	Oxfordshire Business Database
	Current
	Post code
	Number of employees per registered business

	 
	Number of business based in the area
	BREEZE
	Current
	Post code
	No. of businesses aggregated by post code

	 
	In-commuting
	Census (ONS)
	2001
	Ward
	Travel to work: mode and distance

	 
	VAT registered business
	Nomis
	2007
	District
	Pattern of business start ups and closures

	Key business sectors:
	 
	 
	 
	 

	 
	Employment breakdown by sector
	BREEZE
	Current
	Post code
	Broad industrial group via SIC codes

	 
	GVA
	ONS
	2006
	County
	Total GVA and GVA per head

	Business structures:
	 
	 
	 
	 

	 
	Largest employers (# employees)
	BREEZE
	Current
	Post code
	Largest employers by number of employees

	 
	What percentage does SME take
	BREEZE
	Current
	Post code
	Number of SME's (% in terms of total emplyment)

	 
	How many work from home (TTW)
	Census (ONS)
	2001
	Ward
	Travel to work: distance (work from home)

	Indices of Multiple Deprivation:
	 
	 
	 
	 

	 
	Income
	CLG
	2007
	SOA
	Income domain

	 
	Deprivation measured by Domain
	CLG
	2007
	SOA
	Indices of Multiple Deprivation (rank by domain)

	 
	Skill levels
	CLG
	2007
	SOA
	Education, Skills and Training domain

	Spend on tourism broken down by:
	 
	 
	 
	 

	 
	Day/overnight visitors and expenditure
	Tourism South East
	2006
	District
	Economic impact of tourism (Cambridge model)

	 
	 
	Tourism South East
	2007
	District
	Oxfordshire visitor survey


	Spare capacity in economy measured by:
	 
	 
	 
	 

	 
	Vacant business premises
	Commercial property register
	Current
	Town
	Info from Commercial property agents

	 
	Vacant retail premises
	
	Current
	Town
	Info from Commercial property agents

	 
	Benefit claims
	Nomis/DWP
	May-08
	Ward/SOA
	All benefits

	 
	Job Seekers Allowance claims
	Nomis/DWP
	Nov-08
	Ward/SOA
	JSA Claims

	 
	Vacancies notified by occupation
	Nomis
	Nov-08
	Ward/SOA
	Notified to employment service job centres by SOC

	 
	Vacancies notified by industry
	Nomis
	Nov-08
	Ward/SOA
	Notified to employment service job centres by SIC

	Population:
	 
	 
	 
	 

	 
	Age structure/profile and pop. Density
	County Council
	2001 to 2016
	Ward
	OCC Population forecast- age/gender breakdowns

	 
	% Change
	County Council
	2001 to 2016
	Ward
	OCC Population forecast- age/gender breakdowns

	House price index:
	 
	 
	 
	 

	 
	House prices and sales volume
	Land Registry
	Nov-08
	Post code
	House prices/sales volume, Jan 1995-Nov 2008

	
	
	
	
	
	

	
	
	
	
	
	

	 
	 
	 
	 
	 
	 

	ABI:
	
	
	
	 

	 
	Employee analysis
	Nomis (licensed)
	2006
	Ward/SOA
	Employment by gender, FT and PT, by SIC code

	 
	Workplace analysis
	Nomis (licensed)
	2006
	Ward/SOA
	Number of employees by SIC code

	Labour Force Survey:
	
	
	
	 

	 
	Economic activity and employment
	Nomis
	Jun-07
	District
	Where possible by gender, age and industry

	
	
	
	
	
	

	ABI Employee analysis
	 
	 
	
	

	 
	An employer survey of the number of jobs held by employees broken down by sex, full/part-time and detailed industry (4 digit SIC). The survey records a job at the location of an employees workplace.
	
	

	ABI Workplace analysis
	
	 
	
	

	 
	A survey of the number of workplaces and their size (in terms of employees) in an area broken down by detailed industry (4 digit SIC).
	
	


11.0  Appendix 4: The Current Landscape - Data 

279. South Oxfordshire District Council have provided a working draft of data requirements, which suggests types of information that would be useful when developing plans for market town economies.  This draft table of data requirements is shown below:

	Suggested data field
	Covered by GOAD dataset?

	Visitor survey
	

	Visitor numbers
	No

	Why are people in town? 
	No

	Where are people coming from?
	No

	How often do they come?
	No

	How long do they plan to stay
	No

	Would they come back and why?
	No

	How did they get there?
	No

	How much did they spend?
	No

	Business Survey
	

	Where do people come from?
	Yes (Where customers travel from in the hinterland)

	How often do they come?
	No

	How did they get there?
	No

	Does the business use other local businesses? What for?
	No

	Residents survey
	

	Do they go into town? How often? What for?
	Yes

	Where else do local people go and why
	Yes (e.g. catchment leakage information)

	What would make them shop locally?
	No

	Information about the town economic wealth:
	

	GVA per head of population
	No

	Tax raised from businesses locally
	Yes (only at District council level)

	Number of people living in area and employed locally
	Yes

	Number of people living in area and working outside
	Yes 

	Number of businesses split between:

retail and non-retail

national versus independent
	Yes

	Size of businesses in terms of:

Employees (FT & PT)

Sq meterage occupied

Turnover
	Yes

	Split of contribution to the economy by sector including tourism
	Yes

	Empty commercial property
	Yes

	Premises turnover:

how many businesses come and go

how long do businesses stay
	Yes

	Number of businesses looking to come into town
	No

	Demographics
	

	Income
	Yes, and available from R&I

	Education and skills
	Yes, and available from R&I

	Health
	Yes, and available from R&I

	House prices
	Yes, and available from R&I

	Age structure
	Yes, and available from R&I


280. The table also determines whether the information South Oxfordshire District Council require is available from the GOAD data package.  GOAD is the name of the data package which is provided by Experian that is relevant to market towns. 

281. The data sets are designed to provide a better understanding of the current mix, composition and key performance indicators for a retail location and its catchment. 

282. The data shows the presence of competing retailers, gaps in retail supply and volume of retail activity, as well as projected development of commercial property and forecasts for building and construction. 

283. The overlap between the GOAD offering and the suggested data requirement is shown in the above table.

12.0 APPENDIX 5: Effective Partnership Operation
284. Drawing on and adapting the findings of good practice research commissioned by the Joseph Rowntree Trust on this matter, it is evident that effective partnership operation is found to depend on the following generic factors:

	Feature


	Implications for partnership success

	Strong, competent leadership is essential
	There is a need to select a strong group of individuals to drive forward the partnership and to maintain commitment to the initiative

	Long-term vision is necessary
	Building a clear and feasible vision will help to draw in relevant partners and achieve a stronger coherence to the partnership and the process involved in its development

	Translation of the vision into workable objectives is important
	The vision developed by the partnership must be supported by carefully considered objectives and strategic themes for the Strategy

	Good partnerships build in community
	The partnership must build on community aspirations and where possible the Steering Group should include community members

	Business leaders can make a valuable contribution
	Working closely with businesses is essential as the future of most market towns is very much implicated by the actions of the existing base of activity

	Partnerships must strike a compromise between efficiency and inclusiveness
	A small Steering Group is needed to effectively drive the partnership forward; if it reports to a wider group then inclusiveness may also be served

	Partnerships must be built through mutual understanding
	Regular report back and seminars/workshops will help to keep all parties fully informed about the succession process

	Partnerships are dependent on the quality of the people involved
	Where feasible, full-time, paid staff will be able to coordinate and represent the partnership in an independent way

	Partners may need to modify working practices to make a partnership work
	From the outset it will be important to impress on partners that they may need to work in a different way to their usual approach


13.0  Appendix 6: Roundtable Event Attendees
Ann Tweney - ORCC

Cllr. Anne Purse - OCC

Cllr. Charles Mathew - OCC

Cllr. Melinda Tilley - OCC

Cllr. Peter Handley - OCC

Dave Waller – OCC

David Doughty (Chair) - OEP

David Marriott - CDC

Dene Robson - WODC

Dr. Imran Alvi - OCC

Dr. Rick Ball – Staffordshire University

Helen Ryan-Wallis - OEP

Iain Nicholson - OTCN

Ian Walker - OCC

Karen Matthews - CDC

Keith Slater - OEP/

Philip Wootton – Business Link

Suzanne Malcolm - SODC

Toby Warren - VWHDC

Will Barton - WODC

Facilitators:

Peter Edwards

Katie McCraw

Lisa Michelson

Des Fitzgerald

14.0   Appendix 7: List of Abbreviations

ACRE – Action with Communities in Rural England

CDC – Cherwell District Council

CP – Community Plan

EDS – Economic Development Strategy

ESCC – Economy, Spatial & Climate Change

FAP – Faringdon Area Project

GVA – Gross Value Added

JEF – Joint Economic Forum 

LDF – Local Development Framework

LP – Local Plan

LSC – Learning & Skills Council

MT – Market Town

MTS – Market Town Strategy

OCC – Oxfordshire County Council

OEP – Oxfordshire Economic Strategy

OMTN – Oxfordshire Market Towns Network

ORCC – Oxfordshire Rural Community Council 

OTCN – Oxfordshire Town Chambers Network

RCC – Rural Community Council 

RES – Regional Economic Strategy

SCS – Sustainable Community Strategy

SEEDA – South East of England Development Agency

SEERA – South East of England Regional Assembly

SERCC – South East Rural Community Council

SERTP – South East Rural Town Partnership

SME – Small and Medium Enterprise

SODC – South Oxfordshire District Council

SOSS – South Oxfordshire Shopping Study

SRT – Small Rural Towns

VWHDC – Vale of White Horse District Council

WODC – West Oxfordshire District Council

� Around one quarter of the population live in the 19 SEEDA defined market towns.


� It must be noted that it is not in this review’s remit to directly address economic downturn, which is being reviewed by the ‘Oxfordshire Economic Taskforce’.  


� Further details are available at � HYPERLINK "http://www.business-strategies.co.uk/sitecore/content/Products%20and%20services/Goad.aspx" \o "http://www.business-strategies.co.uk/sitecore/content/Products%20and%20services/Goad.aspx" �http://www.business-strategies.co.uk/sitecore/content/Products%20and%20services/Goad.aspx�.
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