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Introduction

Oswestry has a long and proud history as a market town.  Its community regards the markets as an important part of its cultural inheritance and considers the viability of the markets as integral to the economic status of the town.

Having undertaken research with representatives running markets it appears that the trends at many markets are similar to those in Oswestry.  For example Wrexham now has 35 stalls on their outdoor market each week, whilst in the year 2000 they welcomed 150 regular traders. This represents a decrease in trade of 77% over a five year period.  There are many examples of this decline throughout the UK and demonstrated in the Markets 21 Publication produced in May 2010 by the Retail Markets Alliance.
The markets operated by Oswestry Town Council form a valued and traditional part of the retail shopping services for the town.  They are intended to provide value and choice, forming a key part of the towns offer to both local people and visitors.   They also offer an outlet for traders, helping to create and sustain jobs, and to facilitate new business start-up and incubation.  They still remain an essential part of the town.
“Street markets offer some of the best value produce around.  Markets are filled with healthy, tasty food, and are also a great place to discover some of the unique regional and speciality foods that you might not have seen before.”
Jim Fitzpatrick, DEFRA Minister, responding to the CLG Committee Report on Markets.

“Markets can make a valuable contribution to local choice and diversity in shopping as well as to the vitality of town centres.”

Communities and Local Government Committee Report “Market Failure? – Can the traditional market survive.”

To continue to remain viable and relevant our markets need to keep pace with changes within the town, its demographics and the expectations of shoppers.  They need to compete with other retailers by offering something different whilst continuing to meet existing customer requirements.
Some of the markets guiding principles are:
· Customers as Individuals
· Social Future

· Equality of Opportunity

· Environmentally Supportive

· Value for Money and Choice

It is in this context that this business plan for Oswestry Markets is prepared.
Content Summary

The Business Plan aims to identify where the markets are currently situated and what their short, medium and long term goals need to be in order to give them sustainability for the future.  It will look at external and internal factors affecting the markets and identify opportunities to improve them.  The plan will look at market promotion and improvements whilst working within provided budgets.  There shall also be achievable financial targets set and an overall five year vision.   

A vision will be provided for the Service over the five year period 2010 – 2015.  It covers the current portfolio of markets, their current status and issues and potential directions for the future.  The plan will help identify what drives our business and encapsulates what we are and where we want to be.  It will outline what we need to do to realise our vision and how we will measure our success in achieving those key aims.  

Finally the summary and conclusions give a succinct view of what is needed to make us ‘fit for purpose’ over the next five years.

History of Oswestry Markets

Markets are part of the history and heritage of the town and the Council has fiercely protected the market tradition of Oswestry extending back some 800 years. Close national partners include the National Association of British Market Authorities.
	The Town Council currently provides the management, administrative support and support services in respect of all retail market activities within the town.    


Market Powers 

	A plethora of legislation is in place that underpins the operation of Oswestry markets.  These date back to the James I Charter in 1616 and the Charles II Charter in 1674.  The Oswestry Markets and Fairs Act 1848 consolidated market activities and was instrumental in removing markets and fairs from streets and thoroughfares and to provide proper market places.
The provisions were reinforced by The Oswestry Corporation Water and Markets Act 1885 and the Oswestry Corporation Act 1939. At the time of local government reorganisation in 1974 a Barrister’s Opinion reinforced that the Town Council’s statutory market rights were preserved following the introduction of The Local Government Act 1972.  

As an add-on to Charters and Local Acts, local councils have the right to operate markets under the Food and Drugs Act 1955 and their successors in title namely the Food Act 1984.  The Council has freehold ownership of all market sites with relevant title being held in the Council archives.  The only area of doubt relates to the Bailey Head when Barrister’s Opinion has confirmed that the subsoil is probably in the ownership of the Town Council, however highway rights have been established over the site.  It is acknowledged by all parties however in past correspondence that market activities take precedence on the site acknowledging historical use.  The Town Council has recorded ownership of the site with the Land Registry.


	The Council has contractual obligations in respect of indoor and outdoor markets with its traders.  All regular traders are provided with a licence that is considered to be exempt from Landlord and Tenant Act 1958 legislation.  


The Council is the operator of the market and holds the market franchise rights for the Oswestry area.  The management of the markets is delegated to the Markets and Car Parks Committee of the Council.  They have specific terms of reference and an annual delegated budget.  The Retail Markets and Events Manager appointed by the Council has operational responsibility for the markets with the strategic responsibility residing with the Town Clerk.

A decision making strategy in respect of performance management exists in documentary format.  It details responsibility and budgets for management to the Markets and Car Parks Committee.  The staff of the Council provides the management of the markets on a day to day basis in accordance with their respective job descriptions.  

Corporate Objectives – Oswestry Town Council

These objectives are taken from the Service Plan which is a key aspect of Oswestry Town Council’s corporate governance strategy. The plans include the vision, aims and objectives of the Town Council that will drive our work over the next twelve months.  They are aimed to -

· Reflect the introduction of Unitary Governance in Shropshire and identify potential new opportunities for Oswestry Town Council.

· Reinforce our commitment to partnership and provide clear communication to our corporate and other partners.

· Reinforce our commitment to represent the concerns of the local community in Oswestry.

· Include a commitment to a rigorous approach to performance management in meeting the objectives of the Plan and improving our service delivery.

· Assessing what risks we believe stop us achieving our aspirations

Oswestry faces a challenging time during the next few months with the introduction of Unitary Governance and its restructuring alongside the aspiration of the new Coalition Government to significantly reduce local government budgets and spend.  It is important the Town Council adapts to these changes and moves forward.  The local community needs in Oswestry are fast changing and it is clear that the Council can only deliver results by involving the community and continuing to develop strong partnerships with all of those organisations that contribute to improving the quality of life in Oswestry.

Markets - Aim of Service 

· To retain the historic tradition of Oswestry as a border market town.
· To generate income for the council to help fund other council services.
· To work in partnership with market traders and other organizations.
· To operate and promote outdoor markets and the Powis Hall indoor market, for as long as customer demands exist.
· To provide well run and quality market facilities that are a retail and tourism attraction for the town.

· To maximise, where possible, the use of all market land, property and facilities for revenue gaining purposes.
· To consider diversification of use of market land and property assessing demand and national trends.
· To increase footfall to Oswestry and to help encourage tourism into the town.
In summary the service therefore needs to provide local opportunities in respect of tourism, employment, social inclusion, retail and community development.

Targets 2010/11 - Financial Performance 

	
	Actual 

2007/08


	Actual 2008/09
	Target 2009/10
	Actual 

2009/10
	Target 

2010/11

	Net income per elector per annum to provide this service.


	86p
	£2.51
	£8.65
	£11.11
	£8.23

	Net income per annum from operating the service. 

	£11,114
	£32,894
	£113,205
	£145,329
	£107,669


Performance Indicators 

	
	Actual 2008/09


	Target 2009/10
	Actual 

2009/10
	Target 

2010/11

	Net (income) expenditure from retail markets.


	£81,461


	£3,750
	(£32,828)
	£3,153

	Gross income from retail markets as a percentage of operating costs.


	59%
	96%
	140%
	97.6%

	To review all charges.


	Achieved 
	To Achieve 
	Achieved 
	To Achieve  


The Council undertook in May 2009 a thorough re-examination of its financial structure, in particular administrative and manual staff recharges. Arising from the review it was agreed that staff were spending less time on market duties and more on alternative duties in other performance areas.

The Finance Officer reassessed these recharges and completely revised the Budget for 2009/10 with Council approval with expenditure taken out of markets and spread elsewhere. The result, it is hoped, will give a truer picture of the Council’s financial structure and outlay.

Business Vision – Where are we now?

Outdoor Market

Oswestry markets are over 800 hundred years old and still remain a strong tradition in the town.  In fact their very existence provides Oswestry with the label of a market town and without them the town would lose its heritage and one of its key unique selling points. They still remain a consistent attraction for increasing footfall and still have a strong tourist and community potential.       
However Oswestry markets have suffered dramatically over the years particularly the outdoor market which has seen a 50% reduction in traders over the last 10 years.  This situation is not unique to Oswestry as nationally the market business is in decline.  The reasons for this are predominantly society changes in lifestyle and retailing.  Obviously the internet and supermarkets have also had an enormous affect on retail.  Oswestry market has been particularly hit by the introduction of two large retail stores that sell budget home ware items which were formally the nucleus of the market.   And of course the British weather doesn’t help in an era when the consumer is reluctant to shop in non perfect conditions.    
The challenge is to attract new traders to the outdoor market especially young traders.  The decrease in traders over the years has gone hand in hand with the decrease in footfall and the increase in fuel prices has also reduced the number of traders who were once prepared to travel to the market.  Oswestry outdoor market is currently reliant on a small number of long serving traders some of which are approaching retirement age.  Despite this, the Council continually endeavors to retain the market tradition in Oswestry and strongly believes that there is still potential to make all the markets prominent in the town.  
Indoor Market

Markets are perfectly placed for starting new businesses and the recent recession has seen an increase in the indoor market applicants as redundancies increase and people look at alternative ways to earn an income.  This has resulted in a waiting list in Powis Hall applicants as all the units are currently full.  

An objective of the Markets Manager is to carefully select any future applicants in terms of bringing added value to the market and whether they have the ability to run a business successfully.  The Council wants these applicants to be passionate about the market and work hard in improving their businesses.  The Council is keen to see an improvement in quality and presentation and to raise the bar in standards throughout the markets.  There also needs to be a greater food offering particularly on the ground floor of the Powis Hall.  

Customer interaction is key and the experience and product knowledge that all the traders have puts them at an advantage over most chain retailers.  There still needs to be a dramatic increase in customer footfall and an upturn in new users to the market.  Over the years traders and customers have certainly declined and it is the Town Council’s aim to try and rebuke this national trend and to make all the markets successful and viable.  Public awareness needs to be increase through various promotional activities and most importantly through positive word of mouth.

Farmers’ Market
This market is just over 10 years old and has seen a real improvement in recent months.  It has suffered in the past but the Council and its Markets Manager sees this market as having great potential in the town.   Whilst this market is not so significant commercially, it does have a significant economic and social impact throughout the town, creating an event atmosphere, drawing people to the location, and having a knock on effect upon local retail.
The customer profile using the Farmers’ Markets appears different to those using the traditional markets we have and can be also visitor driven.  There has been some recent funding from the Rural Development Programme operated by Shropshire Council which has been used to create a new brand logo, leaflets, an A board and jute bags, and now there is a greater emphasis with working with the other local Farmers’ Markets to increase the profile of them collectively.   
The main objective is for Oswestry markets to become once again the hub of the town and for them to become as used as they once were.  In order for this to happen the Council and Markets Manager feels there needs to be consistency and higher standards in terms of presentation and user friendliness.  The markets also need to work with other local organizations and the community in general to create a sense of ownership by the public.  
Customer Profile (general)

To give the markets a secure future, and to more fully serve Oswestry residents, this customer profile needs to be extended to include town centre workers, tourists, all of the areas cultural groups, more economically affluent people, and students/young people.  These are people who currently spend their money shopping with other retailers. 
At present it would be fair to say the markets are mainly used by the older generation and research endorses this viewpoint.  This is possibly because they have the time to shop, especially on a Wednesday, and they come from a generation when markets had a stronger importance, value and community purpose.  The younger generations seem to find it difficult to connect with markets and are far more brand led when retailing.  This is one of the challenges in changing people’s buying habits.       
The shopping environment needs to be addressed.  The Powis Hall has a number of deficiencies, particularly in respect of its poor appearance, limited facilities and a poor retail environment.  The Town Council is planning to redesign the hall along with the Mydeco project and it is hoped that this addresses most of these problems.

Customers increasingly have higher expectations regarding the service they receive.  In most retail outlets they are assisted by trained staff, receive polite and efficient service, can pay by debit or credit cards, and their complaints are dealt with helpfully and promptly.  Shops that do not behave this way quickly obtain a reputation for bad customer service and find trade suffering as a result.  It is essential that Oswestry markets ensure that its traders offer good levels of customer service, and there are improvements which can be made to achieve this. 

The challenge is to attract new generations of customers who have higher expectations, while continuing to serve its traditional customer base. The Town Council, as the markets operator, will work with the traders to set new and improved standards and to check that customers are being treated well.
Business Vision – Where do we want to go?

MISSION STATEMENT 

 

Our mission is to support local communities by providing a space for local entrepreneurs to develop their business ideas providing trade space in a market then promoting the social, environmental and economic benefits of this to all consumers. 

 
 
OUR VISION IS TO:
Create a sustainable portfolio of markets that offer a vibrant and positive experience for shoppers, which feature ambitious traders and small businesses and both traditional and new alternative products.

To achieve this aim our Corporate Objectives as a Town Council are to:
 

· Have an honest and open approach when working with traders and consumers.
· Actively promoting the social, environmental and economic benefits to all sections of the community, through use of the business plan and regular meetings with traders and focus groups.

· To provide high quality, efficient and cost effective services.
· To provide a channel for the views and the aspirations of the local community.
· To be responsive to the needs and aspirations of the local community.
· To promote the provision of a range of leisure, social and recreational facilities for Oswestry.
· To promote the Council and Town of Oswestry at local, county, regional, national and international levels.
· To develop partnership and agency working with public and private sector, in terms of resources and finance, for the direct benefit of the community.
· To endeavor to promote sustainability within service delivery.
· To help to create a socially inclusive and caring community which embraces all its residents, irrespective of age, culture, income, race or religion and which seeks to develop their well being, knowledge, understanding and mutual cooperation.
Key Aims
To realise this vision there are several essential components that need to be achieved:

· Offer a competitive alternative to shoppers

Markets exist to offer something different to that on offer elsewhere in the High Street, in supermarkets and in ‘out of town’ outlets.  Markets give the shopper chance to buy, for example, fresh local foodstuffs, craft products, specialist products and products aimed at minority customer groups that may not be available elsewhere.  This aspect needs to be maintained and developed further, whilst ensuring that the products offered are of good quality and offer the customer value for money.  Younger traders will be encouraged selling goods which cater for the younger generation and an increase in food retailing will actively be improved.  Measurement of success will be by monitoring footfall and letting levels overall and by business unit when compared with previous years.
· Create a positive shopping experience

Customers who visit and shop within the markets need to have a fruitful and enjoyable experience such that they will return time and time again, and tell others!  This can be achieved by having a pleasant, accessible environment in which to shop, and by offering high standards of customer service.  Modern customers have expectations that the present markets do not fully offer, including the ability to exchange or return goods, to pay by a variety of methods in a secure manner, and to know that the stalls will be open when they say they will. However Oswestry Town Council aims to improve customer confidence investigating into joining organisations such as the Shoppers National Charter promoted by the National Market Traders Federation aimed at increasing customer confidence in market trading, by giving customers confidence that their rights will be upheld no matter where they shop on the Markets. Measurement of success will be by monitoring complaints and customer feedback.  The consistent opening times of the traders have been an issue for many years but there are now new initiatives in place to try and combat this.

· Increase footfall and sustain at that higher level

Footfall is the lifeblood of any and all retail operations.  Overall footfall across the Markets has fallen over the years and needs to be re addressed.   This level needs to be increased by attracting new customers or by encouraging past customers to return.  Visitors to the town are more likely to have greater spending power so key local tourist attractions shall be canvassed with market promotional material.  
Elsewhere new marketing and promotion editorials in local papers have commenced.  There has been a recent increase in editorials on the markets and these are key in reminding the local community of the markets existence.  A Twitter site has been established and partnerships with other local groups increase its general awareness.  The Market website also has plans for improvement by the end of 2010.  

It is planned that various events will be held on the Bailey Head some of which have already occurred and have increased footfall to the market place.  Music and entertainment also has a positive effect on the success of the market.   Measurement of success will be by monitoring footfall by business unit when compared with previous years.
· Key business processes

The Council has a wide range of Corporate Policies and Standards that need to be complied with.  New procedures will be developed as need is identified to compliment those already in place.  Health and Safety has already seen an improvement but there is still work to be done to make the markets safe in the modern environment.  Modernisation is important in order for the market to become a more user friendly shopping experience as well as a reduction in wastage, an increase in environmental benefits and a provision for trader enhancement.  Success of the processes will be measured by bringing budgets in on target, continuing to reduce levels of waste, increase environmental benefits for the markets and to increase communication levels between the traders and the Town Council.
· Attracting ambitious traders

The existing markets are populated with many traders covering a wide spectrum of society, offering a vast range of goods and services from all ethnic backgrounds.  Yet there are gaps in both their offer and their reflection of the demographic profile of a modern town – there are, for example, few young people shopping in the markets, instead preferring outlets such as Peacocks, Primark and Next.  In order to address this new traders need attracting who will widen the overall appeal of the markets to such groups, rather than adding more traders simply doing the same things as existing traders. The Council and Markets Manager will offer incentives to new traders and reward existing loyal ones for consistent visits.  Young traders will be encouraged by working with local schools and universities.  This will be measured by monitoring of letting levels both overall and by business unit.

Winning Customers

The strategy for customers is retention and growth.  This means maintaining and enhancing the service for existing customers while engaging in the changes that will add new customers. 

These medium to long term changes will include:

· Reviewing the trader mix, setting a criteria for selecting those that are suitable to achieve customer retention and growth.
· Introduction of modern approaches.
· Retail skill development.
· Better customer focus and awareness amongst traders and markets management.
· Strong branding and marketing support from the Town Council, based on the improvements offered to customers.
· Highlight and enhance any environmental improvements and waste management.

· Encourage community interaction and consumer involvement in the markets.

· Look into a Young Trader Scheme to financially help young entrepreneurs start a business.

· Improve the whole shopping experience within the markets.

· Improve opening time consistency for the indoor market and increase consistent visits from the outdoor traders. 
The challenge is to attract new generations of customers who have higher expectations, while continuing to serve its traditional customer base. 

Mydeco – A New Beginning? 

The proposed Mydeco project will help create an improved consumer experience with a ‘new feel’ market, newer facilities, standard conformity and a real alternative to the high street.  The Markets 2010 project group has been established to achieve the following aims:
· To provide capital investment to safeguard and provide for a sustainable future for the Powis Hall.

· To provide for an improved trading environment for traders and customers.

· To create a genuine tourist attraction for the town.

· To act as a catalyst to attract new traders to Oswestry Market.

· To enhance footfall and customer spend at the market.

· To look to create additional trading days within the market.

· To utilise the market to promote local food and supplies.

· To provide local employment and start up business opportunities.
The project group comprises of representatives from the Council and representatives from the Traders in equal numbers to work together to establish funding and to see the redesign through to installation.  It is hoped that the agreed scheme will be able to include improved lighting, Wi-Fi availability, updated toilet facilities and a public lift.
The risk aspect of this scheme is the uncertainty of local government funding. If local council precepts are frozen by central government then all projects of a capital nature may be at risk unless external funding can be committed.  

Special Events

Further growth areas are seen as:

· Continental markets and other specialist markets
· Craft events

· Good Friday events – key calendar events

· Smaller events designed to build up footfall particularly on Fridays
· Markets and events that reflect the demographics of the community, and address their needs (community markets)
The Town Council aims to increase the number of low cost smaller events throughout the year which will be held on the Bailey Head to help encourage footfall to the market area.  They have already held an Easter event and a Gardening event this year and there are plans for a Charity and Craft fair later in the year.  These will be planned annually and will compliment the larger events such as Christmas Live and the Food Festival.   The plan is to also include the markets where possible in events which take place in the town even when not organized by the Town Council. 

SWOT Analysis – An assessment of the current service

Strengths

· Historic (800 years)

· Specialist traders -value for money, personal service

· Social focal point

· Unique atmosphere

· Trader/customer affinity

· Our town ‘image’

· Tourism attraction

· Farmers’ Market - forum for producers and business start up

· Town Council support
· Alternative shopping experience
· Good town centre access for car

· Events - Music Live, Market Week

· Current partnership working
· Low business start up costs

· Low rent compared to high street

Weaknesses

· Lack of research

· Lack of community pride? Decline in traditional market shoppers
· Poor coach parking and disabled access 
· Powis Hall - steep ramp, dated facilities

· Steady decline of traders
· Trading hours not being met

· Visual appearance - not integrated - poor layout 
· Empty stalls and poor presentation 
· Customer flows - layout

· Poor lighting and poor facilities
· Enforcement

· Signage to market (internal and external)

· Shopper profile

· Location v town centre

· Inadequate cohesion between traders, who could work together to better promote themselves and the market
· Consultation - traders

· Friday attendance - very poor

· Cash only provision and no internet access

· Promotion inconsistent

· Inconsistent quality throughout

Opportunities
· “An alternative experience”

· Promotion of local produce and provenance 
· Achieve the cosmetic improvements to the market hall
· Programme of entertainment
· Create an event portfolio for the Bailey Head to increase footfall to the area
· Change to Bailey Street licence agreements
· Work closely with all stakeholders, councils and other organisations
· Quality niche indoor businesses 
· New banners/signage in indoor market

· Banner on Central Car Park

· Oswestry Farmers’ Market - promotion and relaunch
· Closer working with traders

· Indoor Market - themed markets – quality food court 
· Diversification of markets

· Improved parking - Horsemarket/ Bailey Head?
· Improved consistency, quality and standards to help enhance image 
· Target tourism 

· Card payments, Wi-Fi and better and more modern customer facilities

· Improve layout, product placement and product offering – Does any new trader bring added value to the market?

· Reduce environmental footprint and wastage

· Increase marketing activity 

· Create a strong brand and logo 
Threats

· Change in social fabric – buying habits 
· Synergy - outdoor and indoor market

· Growth of supermarkets and cheap retail outlets
· Reliance on card payments particularly the young
· On line shopping

· Shopper ‘age’ profile – assumptions and perception of markets 
· Family trends - working mothers
· Weather – shoppers reluctant to shop on outdoor markets in adverse conditions

· High fuel costs have reduced the number of traveling traders

· Aging traders with few young traders entering the market occupation 

· Recession and increased unemployment

· Poor image and reputation – inconsistent retail practices over a long period of time

· The Bailey Street traders who are ‘stealing’ trade from the market place

· Funding restrictions for improvements and promotion 

Issues and Actions

The general direction of change is demonstrated by the tables below.   
Portfolio

	INDOOR MARKET



	CURRENT
	CHANGES
	FUTURE



	Currently fully occupied but a low number of food outlets, aging facilities and inconsistencies throughout the building
	Improve facilities, improve standards and biased 60:40 towards food.  Re-launch the market once improvements made


	Improve on quality of goods, create a food court, consider moving café downstairs 



	Aging traders who are approaching retirement
	Introduce vetting system to new applicants to identify business knowledge and to encourage young entrepreneurs
	Continue to attract a diverse base of professional traders and more affluent shoppers



	Presentation standards weak and work practices inconsistent
	Improve standards, vet new comers, help traders present their businesses
	A market with high standards, professional traders who create an excellent shopping experience


	
	
	

	OUTDOOR MARKET



	CURRENT
	CHANGES
	FUTURE



	50 % drop in traders over last 10 years, reduced diversity, aging traders approaching retirement
	Diversity, improved networking, reward schemes and fair rents 


	Larger diversity of goods, younger products and younger traders and improved quality and presentation


	
	Work in partnership with others to provide alternative traders e.g. charities and schools


	Greater food offering and strong publicity and community involvement

	
	Create music and entertainment portfolio 

	


	FARMERS’ MARKET



	CURRENT
	CHANGES
	FUTURE



	Improved performance over past 6 months.  
	Maintain average stall attendance at 18 stalls.  Continue to look for new local producers and create a strong brand through promotion
	Increase the number of farmers’ markets throughout the year and to encourage these traders to integrate into the traditional market




	TRADERS



	CURRENT
	CHANGES


	FUTURE

	Mix
	Change retail mix to increase food offer


	60:40 in favour of food 

	Range
	Indoor retail to increase range of goods and services on offer
	Reflect the needs and demographics of the user population



	Quality
	Indoor retail to increase quality of goods on offer
	Compete with a range of food and other retailers, not just at the value end of the scale



	CUSTOMERS



	CURRENT
	CHANGES
	FUTURE



	Town Centre – generally older/retired working and young single parents


	Attract town centre workers, local residents, students and younger customers via new Market development


	Customers reflect demographic profile of the town, aim to attract growing student population

	Suburban – generally reflect the local population, but predominantly older customers.  Younger customers are greatly under-represented.


	Diversity in product and alternative marketing.  Community involvement especially schools and colleges
	Continue to reflect the local population 

	Work to at least maintain present footfall levels


	
	Increase footfall, and spend per head/visit


	FINANCE



	CURRENT
	CHANGES
	FUTURE


	In recent years the combined markets have been performing poorly against budget but last year managed to make £12,000 profit mainly due to the indoor market rents and the reduction in labour charges 


	Work towards break even for both the outdoor markets and to maintain current profit levels of indoor market
	Become a viable and sustainable business making a modest surplus for reinvestment



In summary, the position over the recent and coming years for the Indoor Market is:

	
	ACTUAL
	ACTUAL
	AGREED BUDGET

	ESTIMATE
	ESTIMATE
	ESTIMATE
	ESTIMATE

	
	2008/9 
£
	2009/10
£
	2010/11
£
	2011/12
£
	2012/13
£
	2013/14
£
	2014/15
£

	Income


	(79,853)
	(83,809)
	(68,054)
	(84,000)
	(85,000)
	(86,000)
	(87,000)

	Exp


	141,028
	51,792
	68,753
	70,816
	72,940
	75,128
	77,382

	Net (Income)/

Expenditure
	61,175
	(32,017)
	699
	(13,184)
	(12,060)
	(10,872)
	(9,618)


In summary, the position over the recent and coming years for the Outdoor Wednesday and Farmers’ Markets is:

	
	ACTUAL
	ACTUAL
	AGREED BUDGET

	ESTIMATE
	ESTIMATE
	ESTIMATE
	ESTIMATE

	
	2008/9 
£
	2009/10
£
	2010/11
£
	2011/12
£
	2012/13
£
	2013/14
£
	2014/15
£

	Income


	(29,062)
	(24,123)
	(24,000)
	(24,720)
	(25,462)
	(26,226)
	(27,000)

	Exp


	36,910
	18,749
	25,396
	26,158
	26,942
	27,750
	28,582

	Net 

(Income)/

Expenditure
	7,848
	(5,374)
	1,396
	1,438
	1,480
	1,524
	1,582


The indoor market overhead expenditure will be affected if there are any necessary building improvements needed and/or the outcome of the Mydeco spend.

The outdoor market performance is reliant on the weather but it is predicted if the Farmers’ Market follows its current performance it will increase the market income by £2,000 each year compared to recent years

In summary, the position over the recent and coming years for the Outdoor Saturday Market is:  

	
	ACTUAL
	ACTUAL
	AGREED BUDGET

	ESTIMATE
	ESTIMATE

	ESTIMATE
	ESTIMATE

	
	2008/9 
£
	2009/10
£
	2010/11
£
	2011/12
£
	2012/13
£
	2013/14
£
	2014/15
£

	Income


	(9,056)
	(7,829)
	(7,500)
	(8,200)
	(8,500)
	(8,800)
	(9,000)

	Exp


	8,370
	8,711
	8,558
	8,812
	9,076
	9,348
	9,628

	Net 

(Income)/

Expenditure
	(686)
	882
	1,058
	612
	576
	548
	628


*Inflation has been estimated at 3% per annum on expenditure, admin recharges have been removed.

	Summary and Conclusions


The Markets in Oswestry, like many across the country have been in decline for a number of years.  Plans are now in place to re-vitalise and address this, and there has already been some progress. In the interim, actions have been taken, and need to continue to be taken to stabilise the business, and to modernise and standardise so that it will be in the best possible shape to enable it to be sustainable for years to come

	


ACTION PLAN

	ACTION

TIME SPAN

HOW

Constant review and meetings - Improve trader/Council consultation

Short

Meetings, monthly newsletter, honest open approach, one to one conversation, NMTF consultation

Introduce a annual portfolio of smaller events 

Short

Key calendar events on Bailey Head, network with many organizations, open minded, variety
Market awards – trader of the year/best attendance all of the year

Short

Increase pride and sense of achievement, benchmarking and goals

Review incentive/sickness/loyalty/attendance

Short

Introduce incentives and rewards to encourage commitment

Develop marketing and promotional strategy

Short/Medium

Planned key times of year, editorial activity, market news

Develop partnerships

Short/medium/long

Talk, network, internet, key groups
ACTION

TIME SPAN

HOW

Constantly review market layout 

S/M/L

Analyse and improve ongoing

Market competitions – customer involvement and empowerment

S/M/L

Events, include in local papers, increase loyalty

Enforce rules and regulations which benefit the market 

S/M/L

Fair and consistent, review six monthly

Actively seek new traders who bring added value to the markets and target new audiences

S/M/L

Internet, posters, word of mouth, visit other markets, network

Improve market perception through positive word of mouth

S/M/L

High standards, customer involvement

Improve market brand 

S/M/L

Bags, posters , advertising etc
Reduce wastage and improve environmentally 

Medium

Work with facilities manager, Shropshire Council, Traders, environmental champions
Increase the food offering throughout all the markets

Medium/Long

Internet, posters, word of mouth, visit other markets, network
ACTION

TIME SPAN

HOW

Increase quality, consistency and presentation

Medium/Long

Training, advice, best practice, competitions, management
Encourage youth to markets – traders and customers alike

Medium/Long

Work with schools, job centre, colleges.  Run young apprentice competitions annually
Increase signage in car parks, main roads into the town and the Cross area

Medium/Long

Planning and funding seek
Public convenience and facility improvements

Medium/Long

Mydeco? funding required

Improve disabled access and facilities

Medium/Long

Mydeco? funding required

Investigate Wi-Fi and cash machine installation

Medium/Long

Mydeco? funding required. Other market advice



The markets will need to diversify, innovate and expand to realize the potential of the markets and increase its mass.  There will need to be an extended range of marketing and promotional initiatives to create greater public awareness and provide additional footfall.  The image of the markets will need to increase in terms of quality and presentation which will improve the public perception.  
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